


























RANGE and 
DISHWASHER... 


The “work-horse”’ team of the kitchen 
makes those special meals a breeze 
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Apex WASTE*A*MATIiC Food-Waste Disposer 


gets rid of garbage electrically! 


xclusive 


anti-jam feature permits continuous feed 


ing of food waste 
rion -sale 
Sink 


item with the Disu- 
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The perfect combina 
A>MaTic 
Also fits amy standard sink drain 
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THE FINEST BIG PROFIT 
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SUPERIOR FEATURES THAT CAN’T BE MATCHED 


BY ANY DISHWASHER 
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HERE’S WHY... Apex has built in all the convenience and performance 


features that homemakers want in an automatic dishwasher. Check this 


list of unequaled features .. . 


I 


superheated to pasteurizing 180 


for hygienic washing and rinsing. 


BUILT-IN ELECTRIC HOT WATER TANK that maintains a constant supply of water 


“WHIRL-SCRUB” WASHING AND RINSING ACTION that assures the most efficient 
cleansing performance on service for 6 to 8—even pots and pans! 


FORCED-AIR DRYING 


leaves dishes spotless and sparkling. 


AUTOMATIC SELF-CLEANING TUB— Special tub design and fast-acting drain flush 


away wash and rinse water. No screens, no strainers to clean. 


ONE...SELL ALL THREE! 


ae Automatic Home Laundry 


APEX WASH 
APEA WASH 


HIGHER WASHABILITY— 


ing action gets clothes cleaner 


LEAST HOT WATER—Uses less hot water than any other 


automatic 


bs 


flexing, turning—tumbling cleans 


washer—only 14 gallons for complete cycle 


SHORTEST COMPLETE CYCLE—Washes 
and fluffs the clothes in only 2712 


rinses 


damp-dries minutes 


LONGER FABRIC LIFE—Gentle 


flushir 


but thorough flexing and 
1g washing action prolongs fabric life 


FLUFFED, TANGLE-FREE CLOTHES—Fluffs the 


end of cycle 


clothes at 


leaving them soft, tangle-free easy to remove 


Amazing SPIRAL TUB AGITATOR— 


It's the world’s largest agitator and it provides 
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the world’s finest washings! 761 square inches 


of washing surface! 8 “washboard” spiral ribs 
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PEX AUTOMATIC CLOTHES 
Electric Model 


Thermostatic control provides 100% automatic operation. 


DRYERS 


New “Sun-Arc” Element—Extra large, dries clothes more evenly. 
Infra-red rays purify the clothes — More effective than any ultra-violet lamp. 
Vacuum drying system preheats air, dries clothes faster, costs less to operate. 
Air-cooled cabinet —eliminates insulation service problems. 
Gas Model also available 

APEX FOLD-A-MATIC IRONER 
Only full-size ironer that folds away into a space-saving cabinet... 
18” wide, 25” deep, 36” high. 
Exclusive Apex free-running “Floating Roll” — roll moves up to shoe for 
more uniform pressure and safer, easier ironing. 


Mirror-smooth, easy-to-clean steel shoe; two open and usable ends for 
pressing hard-to-iron garments with “professional” touch. 


Two handy thermostats for exact temperature selection. 
Two speeds for more efficient ironing. 


HOME CLEANERS 


Right at the top of many a 
Christmas shopping list will 
be a new home cleaner. Sell 
the best . . . sell Apex Cylin- 
der Type or Apex Upright 
models. Available with finest 
tools money can buy! 


APEX HOUR-SAVING APPLIANCES 


THE APEX ELECTRICAL MANUFACTURING CO. © CLEVELAND 10, OHIO 
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before the meal is served. 
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‘BIGGEST IRONING 


THIS WAS NEWS pas 


IN THE 1800's 


THIS WAS NEWS 
- IN 1890 


THIS WAS NEWS 
IN 1935 


Iti the Fastest non you cas All 


Sixteen years ago, Westinghouse introduced a revolutionary 
new Iron. The streamlined LPC-4 soon became’ the most copied 
Iron in America. It was an easy Iron to sell because it aroused 
it aroused curiosity because it was different. Now, 
sixteen years later, Westinghouse again announces a startling 
new Iron that is sure to make Mrs. America sit up and 
take notice. 

After months of research and testing, Westinghouse has de- 
veloped an Open Handle Iron which is the easiest Iron a woman 
can use. Every new feature, from the completely redesigned, 


curiosity... 


that here’s an Iron which is easier on the wrist, easier on the 
hand, easier on the user. 

The new easy-ironing principle of the Westinghouse Open 
Handle \ron is quickly summed up in a two-minute “cold” 
demonstration. Prospects feel the difference and agree that with 
this Iron there’s never any strain on body, wrist or arm. 

That's the way to easier sales . . . short and simple. So get 
ready for this new best-seller. Sell the Westinghouse Open 
Handle Iron because it Sells the Easy Way! 


WESTINGHOUSE ELECTRIC CORPORATION 


contoured handle, to the dial that clicks, convincingly proves Electric Appliance Division Mansfield, Ohio 


HERE IT 1S! A spectacular Introductory Promotion your store can take part in... 


Easy Ironing Week 


Here it is... Easy lroning Week 
to arouse Curiosity, create ex- 
citement, to build store traffic 
and keep it coming. It’s a local 
promotion set up to help you 
sell Westinghouse Open Han- 
dle Irons. A big newspaper ad 
like the one at left starts it off, 





introducing this great new 
Iron to your customers and 
friends and inviting them to 
see it demonstrated. For your 
local tie-in, Westinghouse will 
furnish ads, store displays, 
hand-out folders plus a new 
and different self-seller dem- 


onstrator. 
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News IN 16 Years 
NOW 


HISTORY MAKER 


te)» 1951 


Westinghouse 


OPEN 


HAN 1) Picts € A : All Around Button Edge 
i Pie: 


Look to WESTINGHOUSE for TV's Top The Dial That Clicks Glides Easily into Pockets, Pleats 


eK) Entertainment . . . Exclusive Telecasts of STUBIG 
Outstanding COLLEGE FOOTBALL GAMES... plus OME j 


WESTINGHOUSE ‘“STUDIO ONE” every week 


you CAN BE SURE...1F IT's Westinghouse 
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Diamond ubilee Features 


More and better sales-closing features in 1952 
than ever before—from Gibson, the “feature 
leader” of the industry! Here are just a few: 


DEFROST-O-MATIC ef e | 
F-A-S-T Automatic J 
Defrostingt 


Diamond Pubilee Testimonial: | 


MORE THAN 6,000,000 GIBSON HOME APPLI-. 
ANCES PROVED IN USE THROUGHOUT THE 
Product specifications wubecr. WORLD SINCE 1877 


Copyright 1951, Gibson Refrigerator Co. to change without notice 


Do you have a sales 
opportunity like this! 


write direct to: GIBSON REFRIGERATOR 
COMPANY, GREENVILLE, MICHIGAN. 


Diamond Jubilee Promotions! 


New, sales-potent traffic-maki tions 
thet will mave.merchandies all thiongh 1952. 
the Gibson Diamond Jubilee year! 


r-——-Mail this Diamond Jubilee coupon-——— 


Gibson Refrigerator Company 
Yes, let’s celebrate! Rush Diamond Jubilee 
details to us. 


STORE NAME 








WUD AMER: 5 ico eee 
saat 
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The National Appliance-Radio-IV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 





By ROBERT W. ARMSTRONG 





VERYTHING is always upside 
down in this business. 

Take TV, Now, Say some eastern 
dealers, you’ve got to take it if you 
want any automatic washers. And it 
was only in 1949 when merchants who 
wanted TV deliveries were reluctantly 
signing orders that include a lot of 
other slower moving merchandise. 

Or, take TV again. Ever since it 
became the big-money item in the ap- 
pliance world the one thing that would 
frighten most retailers half out of 
their leases was the thought of being 
stuck with outdated models. Not now. 
Today, say dealers in New York and 
Philadelphia, they can sell all of cer- 
tain 1951 models they get—but they 
can’t push the new 1952 sets off the 
floor. The reason, of course, is deals. 
A Philadelphia distributor, admitting 
frankly that “everything is special 
deals and you’ve got to give deals to 
be competitive and forget about profit,” 
says, “Specials are all that sell. Sales 
of new models are way off. The public 
is not buying merchandise at standard 
prices and won’t before Christmas. 
There is no demand for the newer, 
bigger sets because of color. Free 
and easy spending for TV is gone and 
won't return until we get color.” 


it Works Like This... 


A case in point is the experience of 
one manufacturer who introduced a 
new line at substantially higher prices, 
then unloaded something like 100,000 
Id sets in just three days because of 
special prices. And a retailer in Phila- 
delphia says, “Nobody seems to want 
to buy any new stuff because the net 
seems to be so much higher. The new 
stuff isn’t moving; nobody is even 
asking to see it.” 


Take white goods. Despite TV’s 
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troubles, most dealers report that they 
are getting their inventories down. 
But white good stocks are building 
up. A big New York City dealer, for 
example, reportedly had about 1500 
TV sets last April, now has about 700. 
On the other hand, his refrigerator 
stock has grown from 500 last April 
to about 1400 today. Another dealer 
admits to fairly heavy buying in white 
goods, claims that, because of special 
low prices, he can’t afford not to. As 
an example, he points to one 13 cubic 
foot refrigerator with a retail price oi 
$399 which is being made available 
to dealers for $210. “Even allowing 
$100 for a trade-in, you can still make 
$89,” he avers. 

Another retailer says he is “stocking 
up carefully” on some of the specially 
priced merchandise. He’s being care 
ful about it, he admits, because he 
expects rather drastic changes in some 
refrigerator models and he doesn't 
want to be stuck with obsolete stock. 


Manpower Problems 


The prevalence of deals in almost 
all types of merchandise is creating 
concomitant problems in manpower. 
Out on Long Island, for example, 
where business is extremely competi- 
tive, dealers are being forced to stay 
open to all hours and to work on small 
margins. Result, many top salesmen 
are leaving for the shorter hours and 
more secure incomes of the defetse 
plants. 

Dealers aren’t the only businessmen 
suffering from the profit-squeezing 
effects of deals. The recent shutdown 
of an appliance distributing branch of 
one of the East’s most well-established 
electrical wholesalers highlights the 
problem facing independent distribu- 
tors. As one wholesaler puts it. 
“How long can we independents con- 
tinue to run a successful business when 
we are beset with 13 percent margins, 
consignment deals, 100 percent coop- 
erative ads, the unfair competition of 
factory branches, liquidations, and as- 
sociate distributors who buy within 
five percent of our cost but take no 
responsibility for service?” 

In several parts of the East dealers 
report that September got off to a 
good start—only to pull up lame after 
the first two weeks. A Buffalo, N. Y., 
merchant reports that “it is difficult 
to find any reason for this sudden 
change in consumer attitude. TV was 
good in August and the first half of 
September, but has slowed up. White 
goods are down below a year ago, 
with refrigeration a big disappoint- 
ment. Ranges are good, washers fair.” 

Declares another, “The first two 


1951 


weeks were good, then business fell 
off. Electric ranges and automatic 
washers are best in white goods and 
heaters are starting to pick up. Refrig- 
eration is steady but below average.” 

With some variations, this was the 
picture all over the East, although 
you can find extremes. In Washington, 
D. C., for example, one firm says 
they’ve done only half as well as last 
year; white goods are dragging; in- 
ventory is heavy; they don’t expect 
much Christmas Another 
retailer in the same city says Septem- 
ber sales were better than expected ; 
white goods are excellent; TV just 
fair; electric roasters are selling well; 
inventory is “just where we want it.” 


business. 


Outlook for Xmas 


Most dealers are optimistic about 
Christmas sales. One Philadelphia 
firm expects good sales because “this 
has not been a year of anticipatory 
buying.” A Washington firm reports 
that “small appliances are coming out 
of the slump.” A Philadelphia dealer 
says, “I expect the white goods season 
to hit us in time for Christmas busi- 
ness. After all, it’s been a long time 
coming.” 

Most dealers haven’t expressed fears 
over any possible shortages before 
Christmas and one big wholesaler in 
Washington is so certain there'll be 
enough electric housewares to go 
around that it has announced a plan 
which will permit dealers to return 
up to 25 percent of their electric house- 
wares stock so long as they do so 
before November 15. 

As for shortages on TV and major 
appliances, eastern dealers, like every- 
body else, just don’t know. When are 
they coming? Will they come at all? 
One dealer reports that he was shocked 
right in the middle of his optimism 
when a recent shipment of ironers 
came through with masonite instead 
of steel in the covers. But another 
business man is still listening to 
shortage predictions with a cynical 
ear. “We aren’t going to have any 
shortages next year,” he says. “That’s 
an election year, remember? And we 
won’t get any until we’re well out of 
1952.” But another merchant expects 
them in the first quarter of 1952. 
Unquestionably, production is being 
cut back. But as important a factor 
as output in figuring shortages is the 
rate of sale of inventory. Unless we 
have a big pickup, the merchandise 
now in stock will last a long, long 
time. But will it last until that far 
off day when basic materials are re- 
stored to civilian products? Pay your 
money and take your choice. 


The Midwest 


By TOM F. BLACKBURN 


OUR distributors at the Chicago 

Lewyt convention, talking over 
the table, admitted that none of them 
had shortened the list of franchised 
dealers in towns in their territory, 
despite the fact that there were too 
many dealers. 

Reason expressed was that the dis- 
tributor never knows when he will need 
a dealer and therefore hesitates to saw 
him off, even if he is not producing. 


a 


t 





Obvious outcome of this trend is going 


to be a lot of “ghost” dealers in every 
community, picking up a stray dollar 
here and there even if they do not 
carry merchandise. 


Service for Sales Tips 


The store that expects to stay active | 
in the appliance business is going to 7 
be forced to build up a service depart- 7 


ment as 
prospect first. The experience of 
Clarence C. Mason in South Bend, 
who has built a leading space heater 
business by the simple expedient of 
carrying parts for all makes of oil 
heaters and giving service on them, is 
likely to be repeated in all commun- 
ities. For it is natural that the public 
will turn for replacements and new 
merchandise to dealers ‘who keep their 
old equipment going. The service de- 
partment then, is looming as a means 
of promoting sales rather than a neces- 
sary evil. 

This dilution of among 
many dealers is spreading dealer at- 
tention to many lines. Paint, wall- 
paper, outboard motors and the like 
are all being used to pad volume, but 
a dealer selling them can give no appli- 
ance brand his full attention. 

For that reason one of the veterans 
in the business, Walter Daily, has 

(Continued on next page) 


sales too 


a means of getting to the | 








this is the 


AIRJET DRYER 

This is the amazing electric 
hair dryer with the beautiful and exclusive JET 
design. Handsome, modern, tapered chromium 
ase. New-design combination handle and stand. 
Hold in hand, 


stand on table } 
F = <> 
and tilt to any angle. L 


Feather-light, 
4 “= Scientific, controlled hot or cool air with 
a flick of the handy switch. Ideal after shampoos 

. to set waves. Versatile, with wonderful extra 
added uses: to dry delicate stemware or nail polish 
... to dry baby after his bath... can even defrost 
the refrigerator. An FE 
tion. An easy profit-maker 4! 


AIRJET HAIR DRYER, $19.95 retail. 


ideal gift sugges- 
OSTER 


ay 
POWERFULLY POPULAR, TOO: OSTERIZER, fA 
the original LIQUEFIER-BLENDER, chromium base, $44.95: 
enamel $39.95. OSTERETT a, PORTABLE MIXER — more 
power per pound than any other food mixer in the 
world, $16.95. OSTER KNIFE SHARPENER, «~~ }, double- 
action, sharpens both sides of blade at once, Ve aN $14.95. 
OSTER STIMULAX, JR. 


instrument, $29.50. For “> 


the family massage 
professional or heavy- 
duty the OSTER SCIENTIFIC Massage Modality, $42.50. 


(all prices retail, prices t to change without notice) 


i LINE OF HIGHEST QUALITY, the Ost 


acked by more than a quarter-century of ¢ rperience. One year guar- 


er electric housewares are 
n all product vith service at Oster’s country-wide, author- 
ed Factory Service Stations. Underwriters’ Approval and backed 
n by a bigger than ever campaign of national advertising 


John Oster Mfg., Co. 
Racine, Wis 


Electric Housewares in The Pattern of Modern Living 


THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





worked out a vacuum cieaner demon- 
stration that takes a minimum of atten- 
tion of the busy dealer. In fact, the 
customer can almost make his own 
demonstration. It is the belief in the 
Middle West that we are going to see 
a lot of self demonstrating setups for 
nanny appliances. 
\ppliances in the St. Louis area that 
have shown the greatest gains so far 
this vear, according to Richard L. Coe 
of the Union Electric Co., are (for 
uly) electric sinks, 268% gain: food 
ers, 48% gain; automatic wash- 
28% gain; clothes dryers, 27% 
ul dishwashers, 20° gain; electric 
blankets, 1059 gain water heaters, 
gain. 


Milwaukee Defeats TV Licensing 


News in Milwaukee is that attempts 
by the city 


been defeated. Attempt sprung 


to license service and repair 
men has 
from the Milwaukee Better Business 
sureau reports that complaints on tele- 
vision service were running up to 400 

month, 


Service men complained 


+ 


that many sets sold in the area were 
1 poor conditior License fees asked 
id have ranged between $100 to 


the industry up 


m WBKB is not 
lor for a while, 
loss of interest 
cale advert sing 
prices for 1951-52 
expected to clip the 
lers who have a lot of 
\ distributor show in 
particular attention 
20-inch screen models. 
a historic anniversary 
irson Pirie Scott held 
television review built around 

e yourself on television.” 
An unconfirmed rumor in Chicago 
that its largest discount house is 
opening branches under another name 
suburban Evanston, Wilmette and 

Waukegan 


Estimates for 1951 TV 


Television Shares Management Co., 
with headquarters in Chicago, re- 
leases an estimate that 5,300,000 tele- 
ve produced in 1951 
00,000 units in 1950. 


vision units will I 
is compared to 7,5 
rhis investment rates ten top television 
manufacturers and their output as 


follows 


TOP TEN TV PRODUCERS 


1951 1950 

(Revised) 
RCA ead 5 950,000 
Admiral ‘ 875,000 
Philco “2 875,000 
Emerson 550,000 
General Electric 425,000 
Motorola 660,000 
Zenith 450,000 
DuMont 240,000 
Crosley 140,000 
Hallicrafters 172,000 


5,337,000 


All others 2,163,000 


Total industry 7,500,000 
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The South 


By AMASA B. WINDHAM 


POA SALEM ES PRA 
S' JUTHERN dealers and distribu- 
WY tors, as of the first of October, 
were practically unanimous in agree- 
ing that the outlook for the final quar- 
ter was fairly rosy. One optimist in 
New Orleans, where business in gen- 
eral has been about 20 percent off last 
year, foresaw for his area a_ better 
year in both unit and volume sales in 
1951. 
Tl times could not be 
mid-Sep- 
ower & Light Co. 
campaign in three 
Florida counties to sell one million 


1] 
me 


4 D> 
it 


launched a 45-day 


dollars worth of television and com- 
rV and radio equipment. ... 
In Birmingham and Atlanta, dealers 


have cut down on television price slash- 


binatior 


ing almost to the point of normalcy. . . 
In Charlotte, Memphis and New Or- 
leans TV sales were better in the past 
n the last six months. 

These are definite trends, according 
to veteran observes. In fact, a top deal- 
er in Atlanta told this reporter: “This 
is it. In three more months, we're 
going to be wishing we had our ware- 
house full again.” 


30 days than 


While television may not be too 
good a business indicator, the signs 
were plentiful in other lines. Electric 
ranges, for example, were on the up- 
swing again. In the same Florida area 
where TV was beginning to boom, 
the utility last month reported that 
range sales by retail dealers had now 
reached the hefty proportion of 100 
for every 1,000 electrical customers. 
Water heaters were pegged at 71 per 
1,000 customers. 


More Signs of an Upswing 


Dealers in west Louisiana, far 
beyond the New Orleans area, sold 
almost 1,500 ranges in a three months 
campaign just completed by Gulf 
States Utilities Co. In the same state, 
and still outside of New Orleans, re- 
tailers have sold a total of more than 
700 home freezers since June 1, accord- 
ing to C. L. Osterberger, general 
sales manager of Louisiana Power & 
Light Co. 

There was a similar story in the 
Carolinas. Tom Smiley, of Carolina 
Power & Light Co., reported that the 

(Continued on page 8) 
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... It’s come to all America! 


THEY COME, SEE AND BUY! 


Most complete...convincing...factual story 
about washday freedom ever presented 
sells the Bendix “Perfect Pair” 


Dramatic ads in LIFE and other leading magazines this fall shocked the 
women of America... brought them in droves to see with their own 
eyes whether Bendix miraculous claims were true. 

They came... they saw... they bought—and they’re telling their 
friends 

Yes—Bendix dealers are prepared with a convincing demonstration 

:.and something more! They tell a factual and complete story of the 

Bendix “Perfect Pair’’. 

Women are quick to understand why Bendix-washed clothes are 
cleaner, sweeter, fresher—because in a Bendix “DIRTY WATER DOESN'T 
DRAIN BACK THROUGH THE CLOTHES’’. They realize the merits of the 





See the smash BENDIX TV Show 
“CHANCE OF A LIFETIME”’ 
with John Reed King 


Consult your local ABC-TV Station 
for day and time. 











Bendix automatic Dryer with exclusive Pow-R-Vent—and why only with 
a Bendix Dryer they can get rid of heat, lint and moisture. They like the 
one dial control—automatically providing safe drying temperatures for 
all fabrics. They can actually see that Bendix dryed clothes look better— 
feel better—and that Bendix dryed clothes last longer too. 


Your Bendix distributor is anxious to show you how to demonstrate 
the Bendix ‘‘Perfect Pair’ convincingly—HOW YOU CAN CAPITALIZE 
ON BENDIX ACCEPTANCE AT THE 
HEIGHT OF THE SELLING SEASON 
—AND BUILD ADDITIONAL STORE 
TRAFFIC AND NEW PROFITS. 


Honestly, now, isn’t it time you sold perfect 
washday freedom with the Bendix “Perfect Pair”? 


BENDIX HOME APPLIANCES, pivision avco MFG. CorP., SOUTH BEND, INDIANA 
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Leading Motor Repair Shop 


is Sold on KLIXON Protectors 


CAMBRIDGE, MASS.: Paul Leicht, president of the Empire Electrical 


Company, specialists in fractional and integral motor repair, speaks 


from many years of successful experience. 


“As one of the best equipped motor repair shops in New England, 


we've worked on all kinds of motors, operated under many different 


conditions. And we prefer motors protected with KLIXON Protectors. 


Our experience has proven that they prevent burnouts due to overload 


and voltage conditions, and reduce unprofitable type repairs. Yes, 





THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





hundred thousandth electric range was 
placed in service on the utility’s system 
in mid-September. Wholesalers in 
Charlotte declared that refrigerators 
and water heaters also were on the 
upgrade, as were TV sets, electric 
housewares and all types of laundry 
equipment. 

There were some significant develop- 
ments during the month which indi- 
cated that selling during the final 
quarter was going to be in earnest. 
The Tidewater Power Co., at Wil- 
mington, N. C., added a Negro home 
economist to its staff to call on Negro 
homemakers of the area. Other 
southern utilities and perhaps some 
distributors and dealers as well, are 
expected to follow suit, since the 
colored market looms as one of the 
greatest potential selling fields below 
the Mason-Dixon line. 

In Charleston, the operation of a 
home demonstration freezing center 
boosted freezer sales 120 percent last 
year and was expected to reach a com- 
parable figure this year. A utility sur- 
vey in lower Florida revealed that a 
$27,000,000 market for television sets 
still exists in that area and dealers 
were preparing to go out after it. 
Other signs were just as favorable. 

The building field also continued to 
offer a fine market for appliances 


| despite the slowdown in construction. 


In Birmingham, in a six-week period, 
four new giant apartment houses re- 
quired 518 complete electric kitchen 
installations. The partial paralysis 
of new home purchasing was halted 
when the government eased credit 
regulations, and new home owners 
are buying again. 


Credit Let-up Helps 


In fact, the ease-up in credit curbs 
appears to be a definite factor in spur- 
ring business. The owner of one of 
Chattanooga’s largest appliance shops 
expressed a thoughtful angle. He said: 
“The drop to 15 percent down is fine 
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psychologically. The customer feels 
like he has won a sort of victory over 
the bureaucrats. To tell the truth, 
Regulation W almost ruined us but 
we're doing all right now.” 

One big section of the South is 
still a puzzler. Business in Texas is 
both amazing and confusing. Neither 
war, recession nor credit regulations 
has apparently made so much as a 
dent in appliance selling in the Lone 
Star region. Houston and San An- 
tonio practically are on an even par 
with last year in refrigerators, ranges, 
water heaters, home freezers and 
washers. Fort Worth and Dallas are 
lagging slightly behind but dealers 
theré apparently have not had the 
troubles of those in the Southeast. 

The big mystery in Texas is why 
they can’t, or won't, sell television. 
Both Houston and San Antonio have 
about 25 percent saturation, with 
Dallas and Fort Worth at about 30 
percent. With six telecast stations 
blanketing the state, less than 400,000 
sets have been sold in the largest and 
richest state in the union, where 
almost every ranch and farm family 
can afford one. That, it would seem, 
is something for Texas appliance 
dealers to think about. 

Best sellers of the month included 
electric ranges, home freezers and 
laundry equipment. Along the Gulf 
Coast, refrigerators showed some signs 
of picking up but were still far below 
last year’s mark. Oil space heaters 
still enjoyed a heavy sale in many 
areas, notably in Florida and the Caro- 
linas. Dishwashers were selling better 
than ever before, with a new high in 
prospects for the year, and such items 
as disposal units and vacuum cleaners 
were about on a par with last year in 
almost every section of the South. 


Radio On Downgrade 


Radio seems to have hit the skids 
again, with poor sales being reported 
(Continued on page 10) 





we're sold on KLIXONS. We find they help our business.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 

motor by the motor manufacturer. In such equipment 

as refrigerators, oil burners, washing ma- 

chines, etc., they keep motors working by 

preventing burnouts. If you would like in- 

creased customer-preference, reduced serv- 

: ice calls and minimized repairs and re- 

Ggomate placements, it will pay you well to ask for 
equipment with KLIXON Protectors. 








SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2511 FOREST ST., ATTLEBORO, MASS. 


LIxO 


ee oo 

















NOVEMBER, 1951—ELECTRICAL MERCHANDISING 





* because Tide Gets Clothes Cleaner Than Any Soap 
in Every Type of Washing Machine Made! 








Proved By Laboratory Tests: Time after time Tide has been tested against 
all leading washing products in both automatic and conventional washers. And 
these tests all add up to the same result: Tide’s miracle action banishes 
soap film . . . gets clothes cleaner than any other washing product sold 
throughout America! 





No wonder Tide Is Used in More Washers 
Than Any Other Product Made! 


Proved By Sales Research: More women use Tide in both automatic and 
conventional washers than any other product on earth. They know by expe- 
rience when they rinse out a Tide wash, they get cleaner clothes than any soap 
on earth will give them. No wonder Tide outsells its nearest competitor by 3 to 1! 





So... for Top Performance in Washing Machines — 
and for More Satisfied Customers... 
REMEMBER! 


1. For best results when you're demonstrating a wash- 
ing machine, use Tide! 


2. For best results when you sell a washing machine, 
recommend the continual use of Tide! 


For further information, write to: 
TIDE HOME LAUNDERING BUREAU, 
BOX 32, CINCINNATI, OHIO 
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BRIGGS & STRATTON 
Be CASOLINE agua 


factoayY 
SUPERVISED 
senvice 


Preferred power on portable paint-sprayers — one of many 
hundreds of applications on machines, tools, appliances 
for industry, construction, railroads, oil-fields, and on 
equipment and appliances for farm and home 


}.. sure way to get the best in air-cooled power 
insist on Briggs & Stratton, the recognized 


leader. No other single-cylinder, 4-cycle, 
air-cooled engines are so universally preferred 
by manufacturers, dealers and users alike. 
Briggs & Stratton Corporation, 
Milwaukee 1, Wis., U.S. A. 


In the automotive field Briggs & Stratton is the recognized leader 
and world’s largest producer of locks, keys and related equipment. 
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in floor models, portables and record 
players. Small table sets, however, 
were holding up well. Large console 
models moved very slowly. A new 
record has been set in the sale of air- 
conditioning rvits with such hot spots 
as Louisiana and Florida in the van- 
guard. 

The sov ern section has broken out 
in a rash oi fall home shows, which 
bid fair to spur appliance purchasers. 
Shows in 3irmingham, Atlanta, 
Memphis and New Orleans already 
have accounted for a new upsurge in 
business and several other cities have 
exhibits in the planning stage. State 
and county fairs which began in 
October also were expected to boost 
selling during the final quarter 

Despite the pessimists, the analysts 
and the head shakers, it is this column’s 
guess that business in the South during 
the next three months should be pretty 
wholesome and that the final figures 


won't be too far below 1950. 


The Far West 


By CLOTILDE G. TAYLOR 


YMPARISON with phenomenal 
records of a year ago bring this 
year’s early fall totals down, but actu- 
ully most reports are that things on 
the Pacific Coast are “not too bad”. 

Volume is up over previous months 
and inventories are nearly or entirely 
back to normal on most items. An- 
nounced price changes have been vari- 
ously received in the West. Applica- 
tion for increases on some major ap- 
pliances have stimulated “get-in-ahead” 
buying. Where TV inventories were 
relatively low, the cut in prices on most 
lines has been welcomed, but elsewhere 
it has brought numerous complaints. 
Salt Lake dealers, for instance, caught 
with a stock of higher priced sets, feel 
badly used at the unheralded announce- 
ment of price drops on new lines. An- 
other gripe is against those TV manu- 
facturers who have combined factory 
service set-ups with a lowering of 
dealer margins. This may be accept- 
able to the dealer who has no service 
department, but the store now doing a 
good job along service lines derives 
no benefit from the set-up and yet has 
to take the cut in margins along with 
the others. 
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Shortages in TV sets at the factory 
level are already in sight. Before the 
change in Regulation W, for instance, 
one western manufacturer had three 
warehouses full of sets. With the ar- 
rival of easier terms, they sold these 
out in five weeks. Sets on dealer 
shelves are now the only inventory 
which must be considered, this firm an- 
nounces. In the meantime government 
defense orders are coming in, so that 
although civilian production will con- 
tinue at a fair rate, it is not likely to 
build up any excess inventories during 
1952. Eastern live hook-ups for the 
World Series, improved programs 
locally, lower price levels, easier terms 
and normal fall increase in business, 
ill make for a reawakening of public 
demand, 


Service Licensing in L. A.? 


Complaints of the TV service situ- 
ation in Los Angeles, spearheaded by 
a series of articles in a local newspaer, 
have brought the city council to the 
verge of imposing a police permit or 
license on TV repair shops, with the 
idea of controlling dishonest operators 
by a revoking of license. The local 
League is opposing this move and is 
isking its members for constructive 
suggestions on measures which will 
control the situation without such 
drastic action. 

Report from the Salt Lake area is 
that larger TV tube sizes are in de- 
mand, the 20-in set vying with the 17- 
in. in popularity. Table models still 
outsell consoles. Selling of these larger 
screen TV sets c for a new tech- 
nique, accor g to a department store 
manager of that area Suyers are 
frequently replacing smaller tube sets 
ind want to do considerable shopping. 
\s a rule they do not have to be sold 
[V, nor are they concerned with 
terms or price. 


Small Appliances Pick Up 


Small appliance business has picked 
up for the distributors in this area. 
Inventories have dropped off markedly 
at this level. No great orders are 
being placed, in spite of reported lower 
dealer inventories, but enough holes 
are developing and being filled to pro- 
vide a substantial flow of business. 
With Christmas business ahead and 
numerous distributor and manufacturer 
promotions under way, a good fall total 
is expected. At least one Los Angles 
department store reports summer sales 
that “almost matched” the phenomenal 
1950 record. Electrical blanket stocks 
in dealer stores were down and whole- 
salers report a good arrival of ship- 
ments in this line, so a brisk business 
is anticipated. 

Spokane’s IEEDA has been study- 
ing dealer sales records and reports 
that the normal seasonal sales curves 
are now operating smoothly. Refrig- 
erators, however, which were down in 
the dumps, have shown a better than 
normal improvement. There is begin- 
ning to be talk of possible shortages 
in supply being the governing factor 

(Continued on page 12) 
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LONG NIGHTS, and weeks and months 

of fall and winter darkness mean at least 

5 * e three times as much business for enter- 
rl tT | on prising Ray-O-Vac dealers. 

A big Ray-O-Vac advertising campaign 
is reaching millions of prospective bat-, 
tery and flashlight users . . . reminding 
them that Ray-O-Vac flashlights and bat- 
teries give “Light when you need it.” 

or @ These are the months and the time for 
you to cash in with more sales on these 


finest of products—Ray-O-Vac batteries 
and flashlights. 


hours of darkness 


Feature and Push 
these top-quality 
Ray-0-Vac items 
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MADE FOR SERVICE 


Here's the finest flashlight battery you can 
sell. The famous Ray-O-Vac LEAK PROOF 
flashlight battery with the famous guaran- 
tee. Sealed in steel, top, bottom, all around. 
These batteries stay fresh for years. Guar- 
anteed customer satisfaction. 


RAY-O-VAC FLASHLIGHTS 

A complete line of top-grade consumer and 
industrial flashlights. 2-and-3 cell. Super- 
beam. Safety control flashlights. Prefocused 
lamps. Suitable for every need. Handsome, 
durable, make an eye-catching, traffic-stop- 
ping display in your store. 


BRIGHTEN UP YOUR SALES PICTURE DURING THE "HOURS OF DARKNESS” WITH RAY-O-VAC 


RAY-O-VAC COMPANY, MADISON 10, WISCONSIN ® RAY-O-VAC CANADA, LTD., WINNIPEG, MAN. 
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PLUS 


VALUES ~ 4. 


IN THE CORDS YOU SELL 


| 
Fr. 


\< 


This all-rubber mixer cord dem- 
onstrates the plus values built into 
Belden electrical cords. They are man- 
ufactured to standards that far sur- 
pass the minimum requirements set 
up by the Underwriters’ Laboratories. 
They give you a plus in protection 
against fire or personal injury, a plus 
in appearance, and a plus in sales and 
profits. Ask your Belden Jobber. 


Belden Manufacturing Co. 
4663 W. Van Buren St. 
Chicago 44, Illinois 


belden 


NOVEMBER, 


APPLIANCE-RADIO-TV 
PICTURE 
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in limiting fall sales. One TV appli 
cation is in for this area, pending OK 
by the FCC and the obtaining of 
necessary equipment. The industry 
is laying plans for a period of prepara- 
tory public education, plus a schooling 
for dealers in successful TV 
andising techniques. 
Cheyenne, Wyo. is still going strong 
on promotions. Free groceries, free 
wrist watches, free cocker spaniel pups, 
plus advertising of lower credit terms 
and liberal trade-in allowances were 
among the recent offers. In its terri- 
tory the Idaho Power Co. has been 
pressing for sales to low-use custom- 
ers this year. 


merch 


Lists of customers in 
this category have been furnished to 
of those 
using electricity for cooking but not 
water heating. Selling by the utility 


has been confined to low-use customers 


dealers, as well as the names 


exclusively. 
What About Freezers? 


A couple of San Francis Bay 
dealers report that frozen food bonus 
little mulate 

They credit cus 
reluctance to buy to local popularity 


t 


offers have done 


freezer sales. tomer 
of low priced chain store lines. The 
bay area has never done a real job 
of freezer education, however 
interest shown in freezer exhibits at 
the recent Wonderland show in the 
Civic Auditorium indicates that there 
may be unexplored possibilities for 
this appliance in the San Francisco 
market. 

New openings recently reported in- 
clude a second store for one major 
appliance retailer in the Los Angeles 
area and another major outlet for a 
chain group. Also a move to enlarged 
quarters by a prominent San Francisco- 
peninsula five-store chain. At the 
same time a San Francisco furniture 
outfit is closing out its TV line (not 
high enough turnover for the margin 
available, is the reason given) and an 
East Bay department store is giving 
up all hard goods. Major appliance 
and TV departments, both conc: 
seem not to be affected. 

In most western areas ironers still 
remain the neglected children among 
major appliances, according to recent 
sales figures from the Coast. Dealers 
seem to shy away from demonstrations. 
In Denver, however, a recent highly 
successful campaign was completed on 
this appliance, following a program 
outlined by the utility’s dealers’ and 
builders’ department. Large ads 
featured “Get a demonstration at your 
dealer’s”. [wenty one sales were re- 
ported by dealers in the first week and 
470 ironers were sold part way through 
the campaign. 


meeral 
special 


‘ssions, 


San Diego has been running a bang- 
up dryer campaign, with prize draw- 
ings on six dryers, based on demon- 
strations in dealer Electric 
ranges were included in the October 
“Old Stove Round-up”. Cook-Book 
giveaways and a youngster participa- 
tion program were two of the pro- 
motions planned. End 


stores. 
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m 1% visions Finest Chassis 





























me inside $$ 
SEE HOW ga see 
DU MONT “CHASSIS STORY” 


creates customer interest...moves merchandise! 





Yes, the Du Mont Chassis is the greatest sales clincher 
ever devised. The Du Mont “Chassis Story” is not just sales patter. 
It’s an actual comparison of value ...made by your customer himself. 
He need not be an expert... when he looks inside, when he compares 
a Du Mont Chassis with another ... he sees for himself just why 
Du Mont turns in the finest performance in television! 

So pick up the phone now. Your Du Mont Distributor has 
the promotion package all wrapped up. Get on the inside 
of the Du Mont “Chassis Story.” 


First with the fimest in Telenidion. 


Copyright, 1951, Allen B, Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, N. J., and the Du Mont Television Network, 515 Madison Avenue, New York 22, New York 


“Trade Mark 
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' PRE-SELLING FOR YOU 


FAMILY CIRCLE 
WOMAN’S DAY 


AMERICAN HOME 
MODERN ROMANCES 
HOUSEHOLD HOLLAND'S 

PARENTS’ SUNSET 

CHRISTIAN SCIENCE MONITOR 


plus 21 State Farm Papers blanketing the rural market. 


Just as plain as 
White ison Black... 
as 


is the best washer 
you can buyin America 
for the money 





In fact, there are 
tell you that the Speed Queen ss the best washer regardless of 
Because (1) their clothes always come out thoroughly 


y 2,000,000 women in America who will 


price 
clean, (2) they enjoy. America’s fastest washday, (3) they use 
less hot water and soap, (4) they have no repair bill worries, 
(5) their Speed Queens give them many extra years of depend 
able service. Yes, it will pay you to see your Speed Queen dealer 
before you buy a new washer. Or, write the Speed 

Queen Corporation, Ripon, Wis., for the ever) aca 

“How | Do a 7-Load Washing in One Hour” 


ee 


SPEED Ls QUEEN 


WASHERS © DRYERS © IRONERS 


Shortages in 
By the McGraw-Hill 


he business outlook is. still for 
more of the same; good business, ris 
ing industrial production, not much 
inflationary pressure. 

Beyond mid-1952 the economic scene 
gets blurred, particularly by a fog of 
npredictable political 


is so heavy that those peopl 


possibilitic S 


now think they see an extended 
nd expanded defense program pro 
longing a business boom indefinitely 

well be seeing a mirage. Here 
are details moving business 
picture: 

l. Retail trad: looking up. 
partment store trade—which is 
centrated in the soft goods lines—is 
still not causing anyone to do hand 
stands, But there has been some 
pick-up in the durables field—auto 
mobiles, and even television sets. 

People are also spending more on 
services — movies, restaurants, etc. 
Stores say that apparel sales cannot 
get any worse. And with a whiff of 
cool weather, they may be very much 
| better. So it seems likely that over 
| the months to come the total volume 
| of consumer spending will move ahead 
in steady, if not sensational, fashion. 

2. Capital expenditures continue to 
| boom, with more companies announc- 
| ing major expansion plans, even 
| though the structural steel shortage 
| makes it evident that much of this 
expansion will be postponed until 1952 
and later. General Electric and West- 
| inghouse have just announced plans 
| to spend between them $750 million 
| on new plant and equipment over the 
| next several years. 

You can get an idea of what this 
means from General Electric’s state- 
ment that its expenditure will equal 
its total capital expenditures in the 54 
years prior to 1947. (It would also 
equal spending in 1947-51.) At this 
rate, the capital spending boom is not 
very likely to run out by mid-’52. 

3. Most importantly, defense spend- 
ing, which has up to now been chiefly 


‘ECONOMIC CURRENTS 


the Spring? 
Dept. of Economics 


purpose of building up troop 


is about to increase rapidly 
procurement of military hardware 
tanks, planes, etc According to 
Charles E. Wilson’s latest report, de- 
liveries of military hard goods will 
ilmost double the current volume 
the second quarter of next year, 
go even higher in the third quart 
Mr. Wilson’s prog 1 


vehind schedule on son 


} 
defense spending is now 
near a peak in the late mo 


} 


nstead of by mid-vei 


anned build-up from a little 
billion a year now to between $55 a1 
y the second quarter 
1952—is enough to keep industry very 


$60 billion b 


busy, particularly—since the increase 
is in hard goods—in the n 
sector, 

The combined requirements 
fense and capital goods progran 
be crammed into the next few montl 
will, of course, make large inroads on 
the supply of basic metals. And what 
is left over for consumer durables an 
non-defense construction will be even 
less than first anticipated because ot 
various supply problems— the copper 
strike, the steel scrap shortage, the 
lack of power for aluminum production 
in the northwest, etc. 

Consequently, any inventories of 
automobiles, unsold houses or other 
items which are still around after 
Christmas are likely to be pretty well 
gone by spring. The current pressure 
on dealers to get rid of goods will 
reverse itself. And shortages—at least 
of copper and structural steel—may be 
a problem well through 1952. 


WHAT ABOUT INFLATION? 


In the metals field—as you might 
gather from the preceding paragraphs 
—inflation is still very much with us 
Lead and zinc prices have just gone 
up. Copper and tin are likely to do 
so before many months. (The short- 

(Continued on page 16) 











“OH, ALL RIGHT, HILARY—I‘LL 
INCREASE YOUR COMMISSIONS! 
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keep your 
good name 
clean! 


ELECTRICAL 


THE HOOVER COMPANY .e Kingston-Conley Division 
68 Brook Avenue, North Plainfield, New Jersey 


MERCHANDISING—NOVEMBER, 


When you sell or install new or re- 
placement’ motors for machine tools, 
your reputation depends on their 
smooth performance. Yet often they 
must work under dirty conditions— 
in dust, sawdust, filings or oil splashes 
that may prevent a motor from even 
starting. That's why it pays YOU to 
sell Hoover Motors! 

Hoover integral horsepower capac- 
itor-start motors can be relied on for 
long, dependable service . . . and they 





get going on cue no matter how dirty 
their surroundings . . . for Hoover's 
centrifugal starting switch is com- 
pletely enclosed in a dustproof, dirt- 
proof, external switch housing. No 
dirt can ever get in to cause trouble. 

There are many other Hoover Mo- 
tors for many other needs besides 
machine tools. All are built like mo- 
tors costing far, far more. Let them 
help keep YOUR good name clean! 
Write today for details. 











Typical SINGLE-PHASE CAPACITOR-START 
HOOVER MOTOR. 1 HP, 1725 RPM. Dripproof 


construction, 


Features centrifugal starting switch 


with oversize electric contacts of pure silver, en- 
closed in an external, removable switch housing that 


permits easy access yet keeps foreign matter from lodg- 
ing between contact points and causing trouble. 

Also available: Other CAPACITOR-START models, 
through 3 HP. SPLIT-PHASE models, % and 3 HP. 


POLYPHASE models, % through 5 HP. 
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Here's RED-HOT Proof “°° Currents 


that More Women Want 


AUTOMATIC 
DEFROSTING 


than any other refrigerator feature! 





Paragon 


Survey Shows 
“No Defrosting ‘as Top Vote Getter 


Asked by a leading woman’s magazine* what features they 
wanted most in a refrigerator, 10,000 readers voted for ‘‘Auto- 
matic Defrosting”’ as most popular choice. Here’s concrete proof 
that housewives are sold on automatic defrosting, and this cre- 
ates a tremendous market for you — no matter what make of 
refrigerator you sell! For now you can offer simple, clean, 
worry-free defrosting for any refrigerator, new or old, with 
Paragon's performance-proved ‘‘de-frost-it’’! 
*name on request 

The Only Automatic Paragon 
Defroster Sold Exclusively 


through Established Retailers 


at $O95 


@ de-frost-it is the only complete unit ...hung any- 
where...no installation...no extra cord to buy. 


DEFROSTS WHILE YOU SLEEP 


Complete — 
nothing else 
to buy. 


@ de-frost-it is completely performance proved... 
hundreds of thousands of satisfied users. 


@ de-frost-it is made and backed by the world’s 
largest exclusive manufacturer of time controls. 


“My Paragon de-frost-it 
has done away with all the 
muss, fuss and bother of 
hand defrosting 
me hours of time and 
labor, keeps food longer, 
and besides, it cuts down 
on the cost of electricity 
and upkeep. Yes, I'm sold 
on the Paragon de-frost-it!” 


It saves @ de-frost-it is backed by aggressive national ad- 


vertising . . . reaching over 7,000,000 prospects 
. month after month. 


@ de-frost-it merchandising plans. ..sales policies... 
dealer aids help you cash in on customer demand. 


PARAGON ELECTRIC COMPANY 


1638 TWELFTH STREET ° TWO RIVERS, WISCONSIN 
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ages are so bad that higher prices are 
needed to attract imports.) And any 
easing in the demand for certain types 
of steel will be at least offset price- 
wise by the necessity for boosting steel 
wages this winter. 

However, the average of all com- 
modity prices is—and will continue 
to be— held down by declines in the 
prices of farm products and other soft 
goods. Prices of grain, cotton and 
textile products have already slumped, 
reflecting the big crops which are now 
largely harvested. If the farmers hold 
onto a large share of these crops—as 
the Department of Agriculture sug- 
gests—instead of marketing them, crop 
prices may recover slightly in coming 
months. But increasing supplies of 
beef and pork will push down livestock 
and meat prices. And this will hold 
down food prices, the key item in the 
wholesale commodity price average 
and the cost-of-living index. Lower 
clothing prices, just announced for 
spring lines, will be another factor to 
hold living costs in check. 

In short, the combination of big 
supplies and a low consumer buying 
in the soft goods field is likely to keep 
inflation—measured by the cost-of- 
living index— down to a simmer, des- 
pite the frantic demand in the metal- 
working sector. 


FOR THE LONGER TERM 


Looking further ahead, there are 
plenty of projects being dreamed up 
which may set inflation off again. The 
most formidable is the proposal for a 
150-group Air Force. 

Here is our estimate of how the 
new Air Force program might increase 
spending, by comparison with the 
original spending schedule outlined to 
Congress by Mr. Wilson and officials 
of the Defense Department: 


New Schedule 
to allow for a 
Wilson 150-group 
Schedule Air Force 
Total National Defense 
Expenditures 
(billion dollars) 
35 35 
1952 oe 57 62 
1953 (full year). . 62 67 
1953 (peak rate) 68 70 to 75 
1954 . ; 55 63 
1955 . 47 57 


Original 


Note that defense spending would 
remain close to peak for three years, 
and even in 1955 would be as high as 
scheduled for 1952. 

It is possible to build up a defense 
spending schedule that is even higher 
than this—and to stretch the expendi- 
tures out longer. 

The idea that government spending 
vill go steadily up and up, carrying 
the price level up with it—and never 
down—is gaining currency. It per- 
the speculative fever 
which has recently sent the price of 
common stocks and the price of real 
estate in many areas shooting skyward. 
\nd it may play a part in some of the 
ambitious plans for expansion of in- 
dustrial plant and equipment. 

It seems to us, however, that these 
projections of tremendous 


now 


haps explains 
1 


increases 
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in the military spending program over- 
look certain very basic facts: 

1. Any increase above the present 
goal must be approved by a President 
and Congress who are running for 
re-election in 1952. This will make 
it very difficult to pass a program 
requiring large tax increases. 

In fact, the chairman of the Senate 
Finance Committee, Senator George, 
has flatly stated that he will not recom- 
mend another tax increase “short of 
an all-out war or war crisis.” 

2. Without any further spending in- 
crease, the government deficit will be 
about $15 billion in the fiscal year from 
July 1952 to July 1953. Making the 
deficit bigger and/or repeating such a 
deficit for several years would threaten 
severe inflation and make it necessary 
to continue price controls far into the 
future. This is no more palatable 
politically than tax increases. 

3. If the Russians do not attack by 
next summer, the military may face 
an inventory problem compared to 
which the current difficulties of the 
television industry are as nothing. By 
that time, if Mr. Wilson meets his 
schedule, we will be accumulating re- 
serve stocks of equipment. Military 
equipment becomes obsolete almost— 
though not quite—as fast as the vari- 
ous systems of color television. And 
some of it—say B-36s—is consider- 
ably harder to store. 

So it is at least an even bet—we 
have, in fact, been offered such a bet 
by a high mobilization official—that 
a year from now the military may be 
slowing down the delivery of reserve 
equipment, and thus offsetting any new 
programs which come along. 

In short, military spending—like 
the rest of the business outlook—seems 
definitely set through the middle of 
next year. Even if there should at 
long last be a cease fire in Korea, we 
think the possibilities of more inter- 
national trouble next spring are suffi- 
cient to keep the program rolling at 
full speed until it reaches the planned 
rate of $55 to $60 billion in the second 
quarter, 

It goes without saying that if mili- 
tary expenditures should level out 
around the middle of next year, a good 
many capital expenditures programs 
might also be reconsidered. In certain 
fields, the needs for new plant and 
equipment are related to strong growth 
trends in demand for civilian products. 
This is true for example, of the elec- 
tric power program and much of the 
allied expansion in electrical manu- 
facturing. It is also true of the chemi- 
cal, oil and gas industries. 

There are enough such programs 
being held up by materials shortages 
right now to provide the basis for high- 
level plant and equipment 
through most of 1952. 
that time, the very substantial chunk 
of new investment directly related to 
the defense program will be mainly 
out of the way. And whether more 
long-range plans like those of General 
Electric and Westinghouse will come 
along—or whether such plans will be 
fully carried out—is certainly not clear 
this far ahead. End 


spending 
, 
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Theres Only One Dealer 


like You in your community 


@ You're the fellow they mean when they say "progres- 
sive dealer,” because your business has grown steadily 
ever since you hung out your shingle. You are respected 
in your community for your ability and service. 


@ You're “pr tion-minded” —always have some sort 
of a promotion going that keeps people talking and 
coming to your store. 





@ You're a square shooter who realizes that building 
good will is just as important as building your bank 
account. You have the reputation of advising your cus- 
tomers wisely in their selection of a purchase. 


@ You're the kind of fellow every manufacturer wants 
in his dealer organization. Sodo we, if youaren'talready! 


There's Only One Genuine 
Deepfreeze Home Freezer! 


@ it can be made only by Deepfreeze Appliance Divi- 
sion, Motor Products Corporation. The famous name 
Deepfreeze is the registered trademark of that company. 


@ You know from experience that no other home freezer 
comes close to the genuine Deepfreeze Home Freezer 
in public acceptance and performance. And the new 
Deepfreeze models are even finer than ever! 


@ You also know that Deepfreeze has always been 
years ahead in convenience and sales features. The 
exclusive new "“Menu-Maker” and “Handy Basket” (see 
below) are examples of Deepfreeze leadership. 

@ You've been planning to check upon the possibility 


of handling Deepfreeze Appliances—so why not do it 
now? See your Deepfreeze distributor or write us! 





























THE “MENU- MAKER” 


Four one-pint al ' 
bive, green, and perv aerr) entire pre- 
cooked meal or left-overs. Freeze, heat, and 
serve in the some | esr tageerine Ex- 
clusive with D. 





W 
THE “HANDY BASKET” 


Double deck, side opening basket holds 
most-used frozen foods. Has hinged side 
for removing foods below without disturb- 
we cap a above. Only Deepfreeze Home 





td 


have it. More extra convenience! 





WEW! 
“SWEAT-PROOF® DESIGN 


Deepfreeze shell-type condenser eliminates 
condensation on cabinet exterior under any 
conditions of heat and humidity. No tlean- 
ing necessary, as with conventional con- 
densers. No moving paorts—it’s quiet! 


subject to change without notice. 


FARM AND HOME FREEZERS © REFRIGERATORS © ELECTRIC RANGES © acted WATER HEATERS 
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All products of Dewpfreeze,North Chicago, lilinois 


1951 


Thetel only one Genuine Deepireeze Home Freezer 


© 1951 Deepfreeze Appliance Division, Motor Products C: 
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gs ovER | & | && JIN GAS RANGE 
IN GAS RANGE SAL ah if SALES OVER. 
SAME TWO WEEK PERIOD ““peen” XL SAME TWO WEEK PERIOD x 

OF LAST YEAR! ; | |, OF LAST Year: A 


GREAT VALUE 
DEMONSTRATION 


OPERATION JAMBUSTER 


— j : CUSTOM MASTER NO. 51507-G 
It’s in full swing! On a national scale! js d 
ole “ — One of five models in a great line 
rhe plan that blasted the jam in August is ee “ag 
piling up phenomenal sales records for dealers , coet See ere Ge Hain 
py : a te Academy Gold Medal for distinc- 
all across the country! ; tive styling and superior design. 
Read what dealers themselves say: 
". . . greatest contribution any manufacturer has given a 
dealer organization in a decade.” 
"|. . embodies every principle of sound selling.” 
". .. by being fair minded with prospects, we had a 276% 
increase in gas range sales.” 
"... taught us the great value of live demonstration . . .” 
". . . tremendous selling tools placed in our hands com- 
mands utmost in dealer loyalty.” 
“Our industry needs more plans like this one.” 
"". . proof of quick heat in itself caused close of at least 
six sales.” 
“Your campaign raised our sales from 12 to 43 for the 
same 2] day period of last year.” 
You can do the same thing—NOW! Because 
this plan is not guesswork! This plan is not a 
frantic give-away! This plan shows you how to 
bring customers into your store, and sell them 
on your floor! 
If you haven't received full details of this 
plan yet—don't wait another day! Write, wire 
or phone—NOW! 

















DETROIT-MICHIGAN STOVE COMPANY 
Detroit 31, Michigan ... Fine Ranges Since 1864 


Detroit Aowel and Garland 


AUTOMATIC GAS RANGES 
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Uf, YOU VULMLEEL: Vid Yl 


Nowhere in the electrical appliance field is there a product with greater 
consumer preference. Yes, not mere acceptance... but preference! And 
that’s true of the ““Toastmaster”’ Toaster not only during lush gift-buying 
seasons but around the calendar. 


~ — 


Here, turnover isn’t something to fa/k about . . . it's something to watch! 
It’s that all-important plus and you pay absolutely nothing extra to get 
it. In staying sold as it always does, the ‘Toastmaster’ Toaster makes 
many new friends for the retailer who identifies himself with quality 
merchandise. It’s presold in a big way by word of mouth. It’s backed 
with aggressive national advertising as no other automatic toaster is or 
ever has been. And it’s fairly priced to give the public full value and you a 
full profit. All in all, it’s the light of your retailing life. 

If every product you handle came to you presold as the ‘“Toastmaster’’* 
Toaster is . . . Jiminy Christmas! 

*" Toastmaster’’ is a registered trademark of McGraw Electric Company, makers of 


Toastmaster’ Toasters, ‘Toastmaster’ and ‘Scotch Knight’ Water Heaters, and 
other “ Toastmaster’’ Product. 








MIRROR OF AMERICA 
AT MEALTIME 


TOASTMASTER PRODUCTS DIVISION, McGRAW ELECTRIC COMPANY, ELGIN, ILL. ©1951 
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The Wilcolator 
Electric Water 


Heater Thermostat 


Now—A Surface-Type ELECTRIC WATER HEAT THERMOSTAT, with Wilcola- 
tor's exclusive Constant Pressure Contact Mechanism. A product of Wilcolator's 
years of experience in the design and manufacture of water heater thermostats, 

" the new Wilcolator Model W provides manufacturer, dealer and consumer with 
- > LONGER LIFE more design, service and performance features than any other thermostat. 


> 


Full Contact Pressure is maintained right up to the instant the contacts open. 

A fast break is assured and arcing is reduced; resulting in long life and trouble- 

SMALL, COMPACT free performance. Mounting stresses all are absorbed by the metal base, and 
cannot be transmitted to the bakelite case or contact mechanism. 


New Safety Features—Terminal block extends % inch above terminals for 

&» NEW SAFETY FEATURES added protection against short circuiting. Electrical spacings exceed Under- 

1“ writers requirements for extra safety and longer life, even in high humidity 
locations. 


INTERCHANGEABLE ” Interchangeable with most other water heater thermostats, the Wilcolator 


Model W simplifies servicing and replacement. 


, By turning the pointer counter-clockwise below the 120° mark, operation of 
, EASIER TESTING the thermostat and heater circuits can be checked cold very easily and quickly. 
? This facilitates testing, in production and service. 
For complete information on these and other important new features of 
the Wilcolator Model W, send today for Bulletin 335, 


The Wilcolator Company 


ELIZABETH, NEW JERSEY 
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“Our records show it...and our 135 dealers know. it! 


Says S 


President 


AMUEL | BARRIETTE 


st about every well-known — adhe 
different dealers—and we et thon 
ower onG-E Black-Daylight Te 

ilt better—parts and re- 


s need less serv- 
ents are easier + ae 
eg" s why, in our new Wa D 


we service General Electric TV Soon 


“We service jv 
vision for 135 
that our costs are farl 
than any other make. 


AL DAYUTE 


SELEYISSUN 


Sam Barriette’s convincing experience is just one more 
proof that General Electric is “the quality name of the 
industry.” Not only his 135 dealers, but G-E dealers 
everywhere know the distinct advantages of their G-E 
TV franchise. It gives them all the prestige of the 
General Electric name . . . super-quality merchandise 
that outperforms leading brands in side-by-side com- 
parisons in difficult TV reception areas ... proved low 
cost service. A G-E franchise meant real price protec- 
tion when prices were reduced this fall. The new G-E 
line includes models with hand-rubbed genuine ma- 
hogany veneers, big17 and 20-inch rectangular screens, 
and field-tested chassis that assure the same time- 
proved low service costs. See your General Electric 
television distributor for all the details. 








General Electric Company, Receiver Department, Syracuse,N. Y. 


Prices range from $249.95 to $775.00 including Federal Excise 
tox. Installation and picture tube protection plan extra. Prices 
subject to change without notice, slightly higher West ond South. 


Y 
Se CON pul. (our con tidlence vn — 


GENERAL 
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Model 17€120. Luxurious cabinet of 
genuine mahogany veneers. Highly-fig- 
ured doors. 17-inch rectangular tube. 
Easy-moving casters. 

Model 20C150. Finest 20-inch 7 
screen TV today. Genuine mahogany 

veneered cabinet. Easy-moving cast- 

ers concealed in base. 








Mode! 1714. Smart, new! 17-inch tube. 
Genuine mahogany veneers. Same chassis 
as in consoles. 


Mode! 17€114, Beautiful new 17- 
inch console in genuine mahogany 
veneers, with casters. 


ELECTRIC 
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TRIPLE RECOGNITION... 


When you sell ABC washers and 
ironers, you do so with the satisfying 
assurance that such recognition can 
only be achieved by highest quality 
products, scientifically engineered, 
and built to give superlatively good 
service for years and years. 


ABC's latest and greatest triumph— 
the completely automatic new 
ABC-O-MATIC washer—has not 
only been acclaimed by experts for 
top washing performance among ALL 
automatic washers, but the owner- 
enthusiasm it has generated is 
nothing short of phenomenal. Every 
owner becomes another ‘‘salesman”’ 
for ABC-O-MATIC. 


ABC, of all washer manufacturers, 
has been honored with membership 
in the famed Rice Leaders of the 
World Association. Since winning this 
coveted award 17 years ago, ABC 
has been proud to display the emblem 
of this great organization on ABC 
products . . . outstanding evidence 
of ABC’s high standing in name, 
product and policy. 


World's Only Washer That 


Shamp 


the 


its own way to 


For more than forty years, ABC washers 
have been producing steady-profit, volume 
business for thousands of appliance mer- 
chants. Reputation — owner-approval — of 
washers built by ABC is a retail business 
asset that grows more valuable every year. 
It’s a powerful force—built on a foundation 
of satisfaction—not just the result of some 
spectacular one-shot promotion. 


APL Mal 


REG. U.S. PAT. OFF, 


performance 
sales leadership 


ABC-O-MATIC’s “‘Centric’”’ Agitator, with its 
big, pliant rubber fins, does not spin or oscillate. 
It moves with a rapid, circular, pulsating action 
in an off-center position. Washing action begins 
like a shampoo, with only a little water, and 
the full amount of soap (or detergent). 


a 
00S The result is an instant, rich, creamy “‘lather’’ that quickly loosens the 


dirt, before the main washing action, with full supply of water, gets 


under way. More hot water enters, producing turbulent, soapy suds, 
0 es forced through every stitch of fabric. Clothes are not whirled, twisted or 


strained, but distributed evenly ... and gently and thoroughly washed. 


ALTORFER BROS. COMPANY, 
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has earned 
~ leadership! — 


ew 


If you believe, as thousands of successful, 
prosperous appliance merchandisers believe, 
that this is the right way to build business 
profits, then think hard about an ABC fran- 
chise. The nation-wide acclaim given the 
great, new ABC-O-MATIC by laundering 
experts and owners alike, is the finest of 
proof that ABC will help earn and hold 
sales leadership for YOU! 





quality and 


will earn Late 
for You f ABL Matic 


COMPLETELY AUTOMATIC WASHER 


WASHES-RINSES SPIN-AURE ‘DRIES 


pt wllomalically! 
re @ Exclusive ‘Centric’’ Agitation 
@ Exclusive 3-Step Rinsing 
A @ Exclusive ‘Spin-Aire’’ Damp-Drying 
@ Automatic Leveler 
@ Automatic Signal Light 


@ Gearless Automatic Transmission 
@ Quiet — Smooth — No Bolting Down 
@ Loads from Top — No Stooping 


Chmevicar Leading Wishers. and Gronets. @ No Oiling or Greasing Needed 


PEORIA, ILLINOIS 
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WASHING MACHINES 





the best 
running mate 
your product 
can have! 











OIL BURNERS 


Good motors are the best assurance of good service from appli- 
ances. Every year, Delco motors prove their durable quality on 
millions of appliances. 


But there’s another important reason why so many manufacturers 
prefer to deal with Delco. Today’s fast-changing markets often 
necessitate equally fast changes in motor specifications or 
delivery dates. Delco has the facilities and know-how to accom- 
modate these revisions . . . to deliver what is needed on time— 
all the time. 





WATER PUMPS It is easy to understand why more and more manufacturers are turn- 
ing to Delco—the best running mate your product can have. 











| 
O} 4 | 
} 
i 





19 
| 
| 


GASOLINE PUMPS 


| 
| — + 


ELCO MOTORS 


DELCO PRODUCTS 


SexTOe _ Oe Division of General Motors Corporation, Dayton, Ohio 





SEE YOUR LOCAL DELCO MOTOR DISTRIBUTOR 





COMPRESSORS 


aa ne ey 


| 
| 


; - x ; ' 
TAX 7 1 \ YA ’ } . 
<i / } YY ; 4 | 
i — \ | 


HOME WORK SHOPS FANS (Ventilating) | DISHWASHERS | IRONERS OFFICE MACHINES 


i 
FEED GRINDERS SEPARATORS | 
G 
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OPEGIALLY 
DESIGNED 


To meet your customers demand for 20” TV-AM-FM Radio 


* 12" PM Speaker | — q * 31 Tubes 


* Exclusive ww | q = * Adaptable 


He . for Color TV 
Circuit maaan ie * Ready for 
4 U.H. F. 
wi iracle 
*“Gated” AGC at —— tu 


Turret Tuner 


Model 9124-A (20” TV-AM-FM Radio) 


Powerful Stewart-Warner Full-Page Full-Color Ads appear in the Saturday Evening Post and Collier's 
throughout the fall Collier'’s| 


OTEWART-WARNER 


STEWART-WARNER ELECTRIC—1300 North Kostner Avenue, Chicago 51, Illinois, Division of Stewart-Warner Corp. 
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General Electric brings you... 


The Finest 2 Oven Team 


No makeshift 2-oven cooking when you feature General Electric! 


De luxe or medium-priced, your customers get finest-quality 


“Speed Cooking” Ranges with TWO separate and complete ovens! 


When it comes to 2-oven cooking, once again, you can de- 


pend on General Electric! 


Here are General Electric “Speed Cooking” Ranges 
that will really fit your customer's needs! De luxe model! 
Medium-priced model! Both with two ovens! Both with 
famous “Speed Cooking” features! And both with push- 


General Electric’s 


De Luxe Two-Oven Range 


THE G-E “LIBERATOR” — finest you can offer! So much 
to talk about! 


@ Outstandingly beautiful appearance 

@ Pushbuttons with Tel-A-Cook Lights. 

@ Automatic Oven Timer. 

@ Calrod® Units throughout, with | xtra-Hi-Speed 
Calrod Surface Unit. 

@ Salt Conditioner — to keep salt at pouring temperature. 

@ And of course —TWO COMPLETE OVENS, huge Master Oven and 
smaller Companion Oven, both fully equipped for all baking, 


broiling, roasting. 


And when you talk about G-E 2-oven cooking. you mean 
{wo separate and complete ovens. Each fully equipped for 
all baking, roasting, and that famous charcoal-type 


broiling. 


There's no finer 2-oven team anywhere! Let these G-E 
beauties boost your sales. General Electric Company. 


Major Appliance Division. Bridgeport 2. Conn. 


General Electric’s 


Medium-priced Two-Oven Range 


THE G-E “CONSTELLATION” G-E “Speed Cooking” Range 


with TWO OVENS at a new low price! 


Never before such a range buy! All the advantages of 2-oven « ooking. Many 
de luxe G-E “Speed Cooking” features . 
@ Automatic Oven Timer. 
@ Famous Calrod Surface Units, with | xtra-Hi-Speed Calrod L tility 
Unit. 
@ No-Stain Oven Vent to help keep kitchens shining. 
@ Pushbutton Controls. 
@ Master Oven and Companion Oven, both fully equipped for all bak- 
ing, broiling, roasting. 
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in the Range Business! 


G-E ‘Speed Cooking” Ranges 
with TWO Separate ovens ! 


Wote telling millions of 
women about 
G-E 2-oven cooking! 


Four-color advertising in magazines that 


reach more than 12! million! 


Lots of talk about the advantages of 2- 


oven cooking—real G-E 2-oven cooking... 


We're telling your customers they can 
bake dishes requiring 2 oven temperatures 
at the same time! 


We're showing how 2-oven cooking lets 
them broil in one oven—bake in the other. 
Lets them make cakes and pies in quan- 
tity on baking days... turn out big com- 


pany dinners in lots less time! 


Specifications subject to change without notice 








Master Oven and Companion Oven! Huge Master 
Oven has Hi-Speed bake and bro: units, fast automatic 
preheat. Companion oven fully equipped for all baking, 


AND LOOK! General Electric brings 


TI 
= »**Q*° 
= 





_—— 7 
ad 


\ 





roasting, broiling. See the new “Liberator” at your 
G-E retailer's. (Consult Classified phone book.) Gea- 
eral Electric Company, Bridgeport 2, Connecticut. 


the price of 2-oven cooking DOWN! 


It's the new General Electric “Constellation” —and 
what a buy it is! 

New, low price! Push-buttons, Hi-Speed Calrod 
Surface Units, marvelous General Electric “Speed 
Cooking” with all the joys of two complete ovens . . 


@ Lets you boke foods at different temperatures, 
oll at once 

© Lets you broil and bake with full oven copacity 
—both at the some time. 

© Gives lots of exira room on “baking day” —more 
cookies, cokes, pies in less time! 

© Marvelous for big families or company dinners 
Everything's ready on time! 


You can put your confidence in— 


GENERAL @@ ELECTRIC 


in time for Christmas—Ceneral Electric's great 
two-oven range, the famous “Liberator” is back! 
And it's really marvelous! 

With it, you get TWO separate and complete 
ovens—count ‘em—TWO! You get “Speed Cook- 
ing” in all its glory. Push-buttons! Superspeedy 
Calrod® Surface Units! And all these marvelous 
convemences 


Salt Conditioner! No more sticky, won t-pour salt! 
G.E."s new Salt Conditioner keeps salt at pouring 
temperature, even in dampest weather 


Push-buttons with Tel-A-Cook Lights! You cook 
by pushing buttons! A separate button for each 
cooking heat, different-colored lights to show what's 
cooking. The exact heat you waat, from warm to 
apeed-heat 


Automatic Oven Timer! All you do is pop your 
meal in the oven, and set # simple “clock.” Then 
you can shop, visit, read. Your oven goes ON and 
OFF automatically—dinner's ready when you are 


Specifications ssbyect to change wiihout notice 


"Speed Cooking’ 
RANGES 





You can put your confidence in— 


GENERAL &@ ELECTRIC 
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post! IS FIRST with 
appliance buyers and dealers because: 


The Post pre-sells the entire Post promotions sell goods in 
family in the home. the store. 


ini. 


"= 


= BD 


The Fair Store, Chicago, Illinois, builds a hard-selling window around The Higbee Company, Cleveland, Ohio, features the Post and General 
a General Electric refrigerator and The Saturday Evening Post. Electric to highlight a G-E lamp display. 


Los Angeles Furniture Company, Los Angeles, California, starts Stark-Davis Company, Portland, Oregon, puts the work of the Post 
sales perking for Universal Coffeematic with their Post advertising. to work promoting Youngstown Kitchens in a dramatic window display. 


-gels to the heart of America 
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This 144-page book shows 
over 5,500 on-the-job truck 
running cost reports . .. from 
owners in every state in 


vel ml me 
ae [: S| | : the U.S.A. 
FINAL RES’ Y ) 


s¢) MILLION MILI 


FORD TRUCK - 
ECONOMY RUN 


\ guide to lower truck running costs 


toner 
ECONOMY 
RUA 





Here’s another Ford first! New ‘Final 
Results” record, based on over 5,500 
running cost reports, lets you check 
what truck running costs can be in 
over 195 different jobs! 


90 million mile Economy Run 


shows HOW LITTLE IT COSTS to run 
a FORD TRUCK in your kind of work! 


@ The purpose of the Economy Run was to 
give businessmen and truck operators depend- 
able truck running cost figures, based on actual JAMES B. CHUPP, 
trucks working on actual jobs. These figures are Appliance Dealer, 


published so that you can: Smithtown Breach, 
‘ New York, says: 





SEE before you buy, just how little it does 
cost to run Ford Trucks. “My TV truck 


SEE what size trucks cost the least to run 


in various kinds of work. runs for only 
SEE how your running costs compare with 2 a mile!” 


others in your kind of work. 


Are all running cost figures included? Yes! The Mr. Chupp was one of 152 Appliance Dealers, 
“Final Results’”’ book shows all gas, oil, maintenance shown on pages 94, 95 and 96, who took part in 
and repair costs reported by users of 1948, 1949 and the Run. His F-1 Panel traveled 9,078 miles at a 
1950 model Ford Trucks. cost of only $181.97 for gas, oil, maintenance, 
with no repairs. Check your truck running costs 
Can this book help YOU? Yes! It is a service to busi- with those of other appliance men whose loads 
nessmen which may save you real money. It gives and working conditions are similar to yours! 

you a standard of comparison on one of the big 
expense items in your business. 











What does the book show? The Economy Run book For the right truck for your job... 
shows that in your kind of business, even the 


biggest Ford Trucks haul for only a few pennies a See your ford Dealer toda f 


mile, and that all Ford Trucks cost downright little : ‘ 
to run. See the book at your Ford Dealer’s today! See ‘Ford Festival” starring James Meltonon NBC-TV. 
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TO MAKE ELECTRIC WATER HEATERS 
MOVE — TELL CUSTOMERS THE STORY 


That’s it exactly. It’s as easy to sell Electric Water 
Heaters as to tell customers about them. All you 
have to do is inform people, give them the facts. 


There are so many advantages to talk about! Just 
one of them, for example, is enough to make the 
sale—the fact that installation can be made any- 
where in the house—upstairs or downstairs— 
because there’s no flue or vent. 


But that’s only the start of the story—yet you can 
tell it fast. Tell about the economy —the saving on 
installation, and the minimum radiation losses 
that result from short hot water lines. Tell about 
the long life that’s built into an Electric Water 
Heater, the minimum of service that it requires. 


Then go on and tell about the cleanness—how an 





SELL | ELECTRIC 








National Electrical M f s A iati 


ALLCRAFT + BAUER - 
GENERAL ELECTRIC - 
PEMCO + REX - 


HOTPOINT - 


RHEEM + SEPCO . 


BRADFORD - CRANE-LINE SELECTRIC - CROSLEY - 
HOTSTREAM - 
A. 0. SMITH - 





Electric Water Heater is clean as electric light— 
and how the full insulation keeps water at the 
desired temperature and reduces heat loss. Next, 
tell about the automatic feature—hot water at the 
turn of a faucet, any time, all the time—because 
of automatic electric controls and ample storage 
capacity. 


And don’t forget to remind yourself of the mini- 
mum service calls, and the longer list of satisfied 
customers you'll enjoy. 


So, there it is! The next move is up to you. 
990,000 Electric Water Heaters were sold in 1950. 
That’s volume. You can get your share. Just tell 
the story! 


Install the type of Electric Water Heater that best suits the job 
—tank-type or table-top. Be sure to sell a size that's adequate! 


WATER HEATERS 


ELECTRIC WATER HEATER SECTION 





JOHN WOOD .- KELVINATOR - 


THERMOGRAY .- 


FAIRBANKS-MORSE - 
LAWSON 
TOASTMASTER 


155 East 44th Street, New York 17, N.Y. 
DEEPFREEZE .- 


FOWLER «+ FRIGIDAIRE 
MONARCH - NORGE 
WESIX + WESTINGHOUSE 


* MERTLAND - 
UNIVERSAL -« 
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LPADALLIISI 


‘TWAS THE MONTH BEFORE CHRISTMAS YAW GY 
AND ALL THROUGH THE SHOP, — °80X_AwPLIANGE & 
BUSINESS WAS BOOMING— “Lig 
CAUSE THEY ASKED ME 70 STOP.” 


. *with apologies to Clement Clarke Moore 














Under the fake whiskers and padded paunch, it’s still 
your friendly Graybar Salesman. Yet, like Saint Nick, 
he carries a bag brimful of surprises — Christmas 
promotion ideas that can help you make the coming 
holiday season pay off handsomely in extra profits. 


Be sure to phone your near-by Graybar office today. 
Ask to have a Graybar Salesman stop in at your store 
soon. See for yourself how you can get MORE CUS- 
TOMERS ...make MORE SALES ... add up MORE 
CHRISTMAS PROFITS! 


GET MORE CUSTOMERS— 
use this Electric House- 
wares Gift Booklet 


Visions of electrical gifts will dance 


MORE SALES-  _— jensen hla si Greohier GUN SOI 


= a . It illustrates and describes electric 
follow the suggestions in this new housewares suitable for every member 
Graybar Catalog and Merchandiser. of the family—makes it easy for people to do ALL their Christmas shopping 
right in your store. Twenty-four big pages of appliances—well-known, nationally- 
Appealing displays make it easier for cus- QQ advertised brands like Sunbeam, Universal, Toastmaster, Telechron, and many 
tomers to select their purchases—help to re- others. The kind of electrical gifts people want to give and want to receive. 
“sa bons Se he eg ni a Graybar dealers may order these helpful booklets from their Graybar Sales- 
displays more effective as well as ideas on men. The cost? Only 3¢ each. Free imprint on 500 or more. 
advertising and point-of-sale material are out- 
lined for ready reference in this new Graybar 
publication. 
Remember, your Graybar Salesman is ready 
to help you arrange a promotion program 
suited eauie ae all ait 3 He ey MORE CHRISTMAS PROFITS 
plete information on a wide range of manu- t ° 
facturer’s displays, gift-wrapping kits, and ¥ for you— that's my job! 
other merchandising help to guarantee you 
your share of extra Christmas sales. 





Gift-wrapping Be sure to get the full story on Graybar’s Christmas merchandising program 
—a program that ties in closely with the nation-wide NEMA campaign on 
electric housewares . .. a program that will stamp your appliance depart- 
ment as headquarters for Christmas giving. Just a phone call and I’ll be there! 

tr Radio and 197-611 
newspaper advertising 
i] 
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The perfect 


* » to choose from! 


Big, full-color spread as appearing in December issue of Ladies’ 
Home Journal. Also in December, full pages in full color appear 
in Better Homes & Gardens, Coronet, Capper's Farmer, Ebony, 


Progressive Farmer and Woman's Home Companion. 
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THIS YOUNGSTOWN KITCHENS MINIATURE 
Gets VOU in on Christmas giuing 


Here’s a proven Christmas sales clincher . . . a sure-fire success for 
dealers who use it! Sparkling, gift-wrapped plastic miniatures of 
Youngstown Kitchens Cabinet Sinks and Jet-Tower Dishwashers for 
the Christmas tree, announcing the perfect all-year gift for her! 


Now, it’s easier than ever to sell the idea 
of Youngstown Kitchens units for her at 
Christmas. Because here is a way your 
customers can dramatize the gift by hang- 
ing a miniature, gayly wrapped, right on 
the Christmas tree. 

Result: greater floor traffic, added prof- 
itable kitchen sales during the Christmas 
buying season, when money flows more 


easily. 


With the purchase of a Youngstown 


Kitchens Cabinet Sink, Electric Sink, or 


Jet-Tower Dishwasher, you can give your 
customer a beautiful plastic miniature of 


the unit selected. 
But that’s not all! 


With your Youngstown Kitchens 
Christmas Promotion package comes a 
full supply of store decoration material, 
colorful and hard-selling broadsides, and 
newspaper advertising mats. Potent 
national advertising spearheads the drive 
as you go all-out for Cabinet Sink, 
Jet-Tower Dishwasher and Food Waste 


Disposer business! 





Get all the facts on the fast-moving promotion from 
your Youngstown Kitchens Distributor...call him now! 


emsiadtiew 





MULLINS MANUFACTURING CORPORATION «+ WARREN, OHIO 


Youngstown Kitchens are sold throughout the World 


1951 











* Electric ironer, freezer, automatic coal stoker and water 
softener are among the many up-to-date conveniences in 
the new brick home of the Ferd Schmidts, typically 
‘prosperous lowa Country Gentleman farm family. Besides 
shopping in nearby towns, the Schmidts travel as far as 
Chicago for some major home and personal purchases. 


When a manufacturer puts an ad in Country Gentleman, it’s 
the strongest kind of help to you in selling your best rural 
customers! This has been proved in a nationwide survey of 
men and women heads of Country Gentleman homes. Not 
only do they read Country Gentleman more, use it more, like 
it more than the other big farm magazines—but they also... 


] READ THE ADVERTISING in Country Gentleman ...in 96.2% of homes. 
2 GET BUYING IDEAS trom the advertising in 3 out of 4 homes. 
3 RECALL DEFINITE BUYING IDEAS in over 3 out of 4 of these homes. 


‘ke you give 
y dealers be of nearly 2 to l 


cal customers 











that’s wh 
Country Gentleman 


t to sell lo 
-.o that helps mos 
farm magazine 
g for the 


That's why Country Gentleman also rates first with 
advertisers. They invest more advertising dollars in 
Country Gentleman than in any other farm magazine. 


when votin 


GeetTER POWER 70 Move PEOPLE 
GeediER Power 70 Move Gooos 
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You ARE HELPING TO BUILD THIS PLANT! 


Your increasing demand for Hytron tubes is helping to build this fine, ultra- 
modern plant. Located at Danvers, Massachusetts, it will be the most modern 
receiving-tube plant that engineering know-how can build. 


And this is more important to you. Its advanced equipment and skilled staff 
will — we promise — give you the best tubes your money can buy. Because 


Hytron sincerely believes only the best is good enough for you. 


New HYTRON plant 
at Danvers, Mass. 





NEW NAME ADDED 


The famous red-white-and-blue Hytron carton has added a 


famous symbol: CBS. Yes, Hytron is proud to be a division 
of the Columbia Broadcasting System, Inc. with greatly 
expanded opportunities to grow in service to you. Two re- 
spected names now guarantee you unsurpassed tube per- 


formance. CBS-Hytron is your sign of the very best in 





electronic tubes. Look for the attractive carton. Be sure to 


demand the best: CBS-Hytron. 


qn eee eee os ee ee ee ee ed 


MAIN OFFICE: SALEM, MASSACHUSETTS 
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MAKE SALES FASTER, EASIER! 


Tie-In With Camfield’s Big 
Double-Plus Christmas Campaign 


LIFE and POST Holiday Ads Sell Your Shoppers 


On CAMFIELD — the gift that’s 


@ Watch for, plan for and profit by Camfield’s 
1951 ‘Christmas Gift’’ campaign! 
Millions will see it—in America’s two 
biggest weekly magazines, LIFE and the 


SATURDAY EVENING POST! 


@ Tie into this special holiday promotion! 


Display Camfield Automatic Toasters 


perfect for giving and getiing! 


with the hard-selling store display mate- 
rial included free in every shipment of 
three toasters. Talk up these great Cam- 
field features for extra sales: handy Twin 
Controls... master voltage regulator... 
oven-type construction ... hinged crumb 
tray ... Underwriters’ Laboratories 


approved AC or DC operation. 


CAMFIELD 


Camfield Manufacturing Co. « Grand Haven, Michigan 


FAMOUS FOR BLUE RIBBON APPLIANCES 
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World's Only 


Automatic Toaster 
With Handy 
Twin Controls 





Another National Favorite 
CAMFIELD 
World's Finest Automatic Coffee Maker 


@A fast seller 
everywhere in less 
than a year! Perks 
perfect coffee every 
time automatically. 
Signals when ready, 
keeps coffee piping 
hot for hours. 
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But to the wheat farmer the 
pests more or less depicted above 
are bad business, especially this 
season. So SUCCESSFUL FARMING 
editors wanted to tell farmers 
how to handle them. 

Each species calls for a particular 
treatment. But before treatment, the 
farmer must identify the particular 
treated. Much to ow 


insect to be 


amazement, we found that no color 


pictures of the wheat pests were 
available, not even in the archives 
of the Department of Agriculture. 
The situation called for careful first 
hand field research. 

Dick Hanson, an associate editor, 
persuaded Maynard Reece, 


illustrator of the 


¥. " 
De partment o 


4 
) History, to come 


expert 
lower life forms, 


and Assistant Museum 


Director of Iowa State 


P to Kansas wheat 
= There Dr. 


R.H. Painter,eminent entomologist, 


= areas 


was engaged to point out the bugs. 


With his pencil and palette, Reece 
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you! 


worked in the fields where the bugs 
wert working. 

(nd a recent issue of SF presented 
the finding, the first comprehensive 
collection of the ten most prevalc nt 
wheat pests, life size and in full colon 
... with comprehensive directions fon 
terminating their specific careers. 

Of major importance to the wheat 
farmer in reducing losses and raising 
yields, this article is typical of the 
timely aid of SuccEssFUL FARMING 
to its business men readers in the 


country’s largest industry. 


Farming is manufacturing... 
employing ideas of the laboratory, 
test plot, agricultural experiment, 
scientists in many fields... as well as 
manpower, machinery, labor-saving 
devices, modern management... to 
grow more crops, poultry, livestock 

yield higher profits and lower costs. 


Lhe 


pace 


manulacturer’s wife 


keeps 


with constantly rising living 
standards, selects styles, patterns, and 
designs in furniture and furnishings 
... chooses tv, food freezers, ironers, 


ranges, other labor-lighteners adding 


1951 


to leisure...is a major prospect for 


all better electrical merchandise. 


Best class market in the U.S....is 
the SUCCESSFUL FARMING audience... 
with more than a million circulation 
concentrated in the 15 agricultural 
Heart states...the nation’s best farms 
with the best soil, crops and 
livestock, most machinery, » 
greatest investment 
in buildings, highest 
yields and income. The 
average SF subscriber’s 
carnings easily are 50°, 
higher than the U.S. 
farm average. 

Mostly missed by general media, 
the market is deeply penetrated only 
bySucCCESSFUL FARMING...giving high 
readership, wide influence based on 
halt 


record 


nearly a 
With 


opportunities are enormous. Ask the 


century of service. 


crops, current sales 


nearest SF office for all the facts. 
MerReEDITH PUBLISHING COMPANY, 

Des Moines, New York, Chicago, 

Cleveland, Detroit, Atlanta, San 


Francisco, Los Angeles. 





2 reasons why 





good dealers like to do 


business with MAYTAG 





Although a high rate of production has been maintained consistently, 


the Maytag Company has operated with an almost constant 


backlog of orders since 1945. 


No Maytag dealer finds himself with unwanted or unmovable 


Maytag products. This is true for two reasons: 


A. Maytag offers a compact line of 
wanted products. 








B. Steady consumer demand keeps 

Maytags moving out of dealers’ 

stores in a continuous flow. 
Because of these two important reasons Maytag dealers make 
money—and friends. They do not suffer from top-heavy, over-loaded, 


profit-eating inventories. 


The extra ingredient in this company’s philosophy of manufacturing 
and distribution — the thing that makes all the difference, is 
“belief in product.” This belief started in 1907, when Fred Maytag, 
founder of the company, made the first Maytag washer. Today, 
Fred Maytag II, his grandson, continues the 3-generation Maytag 


tradition of “belief in product.” 


‘ou find this belief at the factory. Maytag dealers have it. And 


certainly, Maytag owners have it. 


This belief makes the Maytag franchise one of the most valuable 


working arrangements in the appliance business. 


THERE MAY BE A MAYTAG FRANCHISE AVAILABLE TO YOU 





If you want to make more money and more friends with Maytag 

products write now about the availability of a Maytag franchise. 

Address your letter to: V. R. Martin, General Sales Manager 
The Maytag Company, Newton, Iowa 
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Longer Tank Life Makes Sales Job Easier! 


Longer tank life is an important sales point when you are dealing 
with a potential water heater purchaser. You can make the most of it 
when your heaters are equipped with Dow Magnesium Rods. They 
add years to heater life by protecting against premature leaks and 
rusty water caused by tank corrosion. Corrosive forces attack the 
rod instead of the tank; the rod corrodes but the tank stays sound. 


nse =z 


‘ 








Dow Magnesium Rods Give Maximum Protection! 


All magnesium rods are not of equal value. The amount and duration 
of the protection obtained depends upon the composition and purity of 
the magnesium alloy used. Years of research and field testing went 
into the perfection of the alloy used in Dow Magnesium Rods, and 
there is no better rod on the market. 


Dow Magnesium Rods Help You Sell Quality Heaters 


Leading manufacturers are equipping their quality heaters with Dow 
Magnesium Rods. Use this sales point to help sell quality heaters—boost 
your dollar volume, increase your profit. Remember, too, that there is 
profitable repeat business in every sale. When the rod is expended, it should 
be replaced. Write your jobber for full information about Dow Magnesium 
Rods. If he can’t supply you, write to Dow. 


THE DOW CHEMICAL COMPANY 


Magnesium Department ¢ Midland, Michigan 


New York © Boston ©* Philadelphia © Atlanta © Cleveland * Detroit © Chicago 


St. Lovis © Houston © San Francisco © Los Angeles © Seattle 
Dow Chemical of Canada, Limited, Toronto, Canada [ 





J 
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Proved 


Performers 


FRACTIONAL HORSEPOWER 
MOTORS 


Increased value for your product and 
customer good will are plus values that 
follow naturally when youspecify Packard 
fractional horsepower motors. For Pack- 
ard’s outstanding performance record is 


known and respected everywhere. 


(Pen Lee NOON staan neppnnenns 


Thirty-five years’ experience, concentrat- 
ing on the manufacture of fractional 
horsepower motors alone, has built an 
exceptional reputation for Packard. And 
today—with newly expanded facilities for 
both engineering and manufacturing— 
Packard continues to concentrate on 


this one important field. 


All the skill and know-how that Packard 
has accumulated, all the facilities at our 
command, and all the prestige Packard 
Electric Motors can lend to your product 
are yours when you specify Packard. 
Packard fractional horsepower motors are 
proved performers, approved in advance 


by your customers. 


Pat 


Packard Electric Division, General Motors Corporation 
Warren, Ohio 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY-FIVE YEARS 
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Gets a Shovelful of Dirt 
in 10 minutes 


f 
wom rugs and carpets ..sEUREKA DEALERS MAKE 


Zs in most homes 
% y) THIS SENSATIONAL GUARANTEE 
> TO THEIR CUSTOMERS 


“Use the Eureka “3-in-1" Wonder Cleaner in your home 
10 days. Then if you are not completely satisfied that it 
removes more dirt from your rugs and carpets in less 
time and with less effort, your money will be refunded 


and your 10-day trial will not have cost you a cent.” 


REMOVING DIRT FROM RUGS AND CARPETS ISA 
VACUUM CLEANER’S PRINCIPAL JOB 
A good 90% of the use of any vacuum cleaner is the 
cleaning of rugs and carpets. Eureka gets more dirt... 
by actual test, therefore, Eureka dealers may give the 
Eureka Automatic Model S-250 to anyone and feel com- 
pletely certain that it will remove more dirt in less time, 
and with less effort than any cleaner they have used before. 


%) Here’s the 3-in-I 
’ \Campaign coverage you 
) get this fall! 





tell the sure-fire Money-Back Guarantee story. It’s a story that quickly 
NATIONAL catches and holds the attention ... that stimulates action, plenty of 
MAGAZINE AND action, right away. Excited prospects say, "Prove it to me! | want to 
” . . 
NEWSPAPER ADS see for myself!’ That means demonstrations ...oand demonstrations 
sell the ''3-in-1"" Wonder Cleaner. 








then potivh 


sparking beste 5) 
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“WONDER 


- PRO OTION ON Sin 


ETS QUICK SALES ACTION FOR YOU! 


4 Yi 
| ee 


HE SENS 


ld . - 


WONDER CLEA 


Never before has such a powerful and 
convincing sales story been made the central theme in a national 
promotion on a vacuum Cleaner...and it is our sincere belief 
that such a sensational guarantee can be made only by dealers 
of the amazing Eureka Automatic Cleaner Model S-250, now 
featured everywhere as the “3-in-1"" Wonder Cleaner. 

In national magazines... on radio and television... and in 
leading newspapers, your customers will see and hear the 
“Money-Back Guarantee” that assures them of the super-per- 
formance of this marvelous new cleaner. 

In the absence of a striking and dramatic store demonstration 
. »» (a conspicuous lack in most stores) . .. dealers will find the 
Eureka “Money-Back Guarantee” the fastest and the easiest 
sales-maker they have ever used...a really effective way to 
actually close sales on a quality cleaner at a higher price. 


It's a beauty! Striking colors and flashing lights! 
This spectacular new store and window display 
piece features the sensational Eureka ‘'3-in-1" 


EUREKA 
"3.-in- 1 ” 


Wonder Cleaner 
STORE AND WINDOW 
LIGHTED DISPLAY 


Wonder Cleaner with power-driven floor polisher. 
lt tells a fast sales story ...and tells it well. 
Good size (54” x 39")—rugged construction. 


Introducing Marvelous New 


“En 
Waste Food, 


DISPOS-O-MATIC 


with 7," short hopper and exclusive, patented 
“Hammermill” grinding action which does 


not clog or jam. Sense with \4 H.P, 


Capacitor—Start Motor an 


forged brass 


impellers. Meet the growing demand with a 


better product... pile up big new profits. 


Model 75-A 
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Write, Wire or Phone for full information 


* Soot 


Eureka Williams Corporation - Bloomington, Illinois 
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The lron That Gives Yo, 
MORE 


| 


“WANTED FEATURES" 


™~ 


Rival 
STEAM-O-MATIC 


D 
ees More Than All Other lrons 


Clai 
vise tStusivE —vim 
UAL FILLING 


NEW 
i IRONING COMForT 
yp ) _ 
Ur 
wh 
| 


Flip Open " 
the to ' 
the water ang (0P, to f 


ronin 


Cc 
Water-Level in time with the ne 
STEEL , 
mo LIGHTEST STEAM jp 
ON 
When F 
* Rives STEAM-O'MAGIC 
< TIC . Circle 
and ORY | 
. led oo, Matic we'ghs For easier, faster 
You never have to “reach” for sales arguments when you're selling N most diy sembly O-Matic distributes. stone Steam: 
P e . Breater area thas 
Steam-O-Matic. It’s loaded with wanted sales features... features nary ‘steam irons, °* ‘an ordi- 
that make it easy to pick up a Steam-O-Matic and point them out. 
Show it to your customer. Let her see for herself, point after point, 
why Steam-O-Matic does more than all other steam irons claim! 
That's why it’s easier to sell Steam-O-Matic—the original, fully auto- 
matic Steam and Dry Iron. 


USE ORDINAR 
TAP WATER” 


S 
aa buttons—but j, Staint 
er them ons right tainiess 


N 0 W woe button eee” new ‘‘Buttoneer” aches 
ih : 1 t. Fi 
3 lrons in | 


Steam Iron 


““NO-Bunchin ” 
BEVE : 
= L BACK STeINLESS STEEL 
Over 37,000,000 customers will see Rival Steam-O-Matic in M CHAMBER 
Dry lron LADIES’ HOME JOURNAL, GOOD HOUSEKEEPING, BETTER 
HOMES AND GARDENS, PARENTS’ MAGAZINE, etc 
Travel Iron 


-0- in 
STEAM-O-MATIC Travelin’, 


_ 


\ combination : “8 a Steam-0-m 


_— t ue i 
COMBINATION ‘ P : t . “0% has a new com. 


M Ste 
$ aps 
NEW F 
SELECTOR IS 


\ A cat.no —— 
'\A) NO. 


R500BK 
a T pexe x 
s GH 
\) 
Traveling Case Combination. This handy case is perfect " 


Ir 
for storage and trips. Handsomely finished simulated On All Fabrics at ail h 
alligator, lined. Includes lock, key and fireproof Fiberglos Correct ™_ Control se} the NO more s 
insert. st Ount of fh re Prinkling, 
tPrices subject to change without notice *™ eam automatically eat ang Presses as it iron 8, Steam- 


toatie’s a wondertul peyea™-O- 
ron, 
RIVAL MANUFACTURING COMPANY 
KANSAS CITY, MISSOURI 
Rival Manufacturing Company of Canada, ltd. + Montreal 


Lightweight Steam-O-Matic is frst again with a new 


~ 
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way 
_ Protection 


Cm FOR RAYTHEON DEALERS! 


. 
2s 


SQW 


television performance 





THE PACER 
Model M-1626 


Nationally advertised to help you sell! 


RADIO—every Sunday afternoon John Cam- 
eron Swayze highlights the news over the 
full NBC network for Raytheon TV. 

MAGAZINES— in big national magazines read 
by your customers—LIFE, POST, TIME, 


GOOD HOUSEKEEPING and others! 


Plus plenty of unusual and selling mer- 
chandising aids for dealers. For further 
information on Raytheon TV and what it 
can do for you, contact your Raytheon 
distributor or write us. 


BELMONT RADIO CORPORATION 
5921 W. Dickens Ave., Chicago 39, Illinois 


Subsidiary of RAYTHEON MANUFACTURING COMPANY 


RAYTHEON 
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* ALL PRESENT TV CHANNELS— Raytheon TV brings 
’em in sharp, clear and steady —gives the finest per- 
formance of any television set ever built. Extra 
easy to operate, quality built, truly dependable. 


* ALL NEW UHF CHANNELS — Every Raytheon 
TV with the continuous VHF tuner can be equipped 
with the new Raytheon UHF continuous tuner— 
the finest, simplest, most accurate tuner ever built. 
No gadgets outside the set—no readjustments 
needed —dials all stations like a radio! 


% OK FOR COLOR Tv—Every Raytheon TV is OK 
for color now—you can attach a Raytheon color 
adapter to receive color transmissions in detailed 
black-and-white—or the new Raytheon “Color 
Companion” can be connected to receive full, bril- 
liant color programs. 


mee $499 98 


Including Federal Excise Tax 

—werrenty extra. 

Slightly higher 

South and West. 
TELEVISION 





A MESSAGE TO AMERICAN 


iN DUSTRY @ 


ONE OF A SERIES 


Will Defense Production 
Be Caught in the Squeeze? 


When Congress revised and extended the 
Defense Production Act, it relaxed a squeeze 
on business profits. 

President Truman asserted that this action 
by Congress cripples the government in its 
effort to prevent inflation which, as he puts it, 
could lead to “enrichment and profiteering for 
the few, economic hardship and misery for the 
many.” 

He asked Congress to rescind its action. 

This editorial —the second on problems pre- 
sented by “escalator’clauses—aims to throw 
some light on this conflict of opinion. 


The Squeeze 


The squeeze on profits was imposed in the 
name of price stabilization. The idea behind 
it was simple. The selling prices of industrial 
products were to be held under a tight lid. 
But many industrial costs are affected by “es- 
calator” clauses of one kind or another which 
tend to boost production costs. Thus, with 
rising costs and fixed prices, profits would be 
squeezed and much of the cost of defense 
would thereby be shifted from those favored 
by escalator clauses to business concerns. 

The mechanics of this squeeze on profits 
were complicated. But here, in brief, is how 
it was to work. The first step was to require 
manufacturers to set ceiling prices, effective 
May 28, for their products, 


These ceiling or maximum prices were to 
allow for increases in manufacturers’ costs 
that had occurred since Korea. But they did 
not allow for all increases. Manufacturers, for 
example, could not include increases in in- 
direct costs—office or selling costs. Neither 
could they, in calculating their new prices, 
include increases in the costs of materials or 
direct labor that had come after March 15. 
This was the first phase of the squeeze on 
profits. 


The second phase was prepared by not put- 
ting a ceiling on costs. The Wage Stabilization 
Board said it could not disturb the operation 
of “escalator” clauses by which wage rates are 
geared to the cost of living. Moreover, nothing 
could be done to curb the operation of the 
farmers’ “escalator” clause, the farm parity 
arrangement. Under it, the federal government 
underwrites higher prices for farm products 
to match increases in the cost of things farmers 
buy. So this left wages and many materials 
costs free to rise against a ceiling imposed on 
the prices of what industry has to sell. 


Relief — at a Loss 


On two conditions only would the Office of 
Price Stabilization permit a company to raise 
its prices and escape this squeeze. One of these 
was that increased costs had more than wiped 
out its profits; in other words, that it was 
operating at a loss. The other condition was 
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that the industry of which the company is a 
part was not, as a whole, making “excess 
profits.” That is, the industry, as a whole, could 
not get price relief if its overall profits before 
taxes were greater than 85 percent of its aver- 
age profits during the best three of the four 
years from 1946 through 1949, Many com- 
panies expected that their profits would be cut 
drastically before they could get through this 
narrow escape hatch. 


When this squeeze on profits was set up, 
we were told that industry as a whole was 
reporting record profits. But, it was equally 
true that wage rates and farm prices also were 
at record high levels. And it was also true that, 
under the impact of rising taxes and the dis- 
locations caused by the defense mobilization 
program, profits actually were on the way 
down 


Profits — Going Down 


By the time Congress acted to relax the 
squeeze, corporate profits, after taxes, were 
running at a rate 20 percent lower than they 
had been six months before. And the clear 
prospect was that they would continue to de- 
cline. 

So the issue put up to Congress was simply 
this. Should business firms stand so much of 
the brunt of the defense costs while “escalator” 
clauses continued to exempt organized workers 
and farmers from paying their share of those 
costs? 

But this question actually is much broader 
than one of fairness or unfairness alone. One 
certain effect of such a squeeze on profits 
would be to undercut the capacity of private 
industry to install the new plants and equip- 
ment needed for our mobilization effort. Today 
—unlike World War II—private industry is 
financing almost all of our huge program to 
expand production. And about two-thirds of 
the money that has been plowed into the ex- 
pansion and improvement of our industrial 
machine since World War II has come out of 
profits. 





In view of all this, Congress decided last 
summer to relax the pressure on profits. This 
was done by the controversial Capehart 
Amendment to the Defense Production Act. 
This amendment has serious administrative 
weaknesses. But some measure with the same 
purpose is needed to maintain profits at a high 
enough level to finance the huge and continu- 
ing expansion of our industrial machine that 
is now underway. 


Basic Issues 


As soon as the amendment was enacted, the 
President asked Congress to revise the law 
again. The heart of his proposal was to restore 
to the Administration the powers it used last 
spring to arrange the squeeze on profits out- 
lined here. 


This controversy will continue. There can 
be no final answer to it as long as we have 
the economic controls made necessary by mo- 
bilization. 


But if we look beneath the surface of this 
technically complicated controversy, we shall 
see clearly that the basic issues are: 


1. Whether we really shall make an effort 
to distribute fairly the burdens of inflation 
caused by our defense mobilization — 


2. Whether farmers and organized workers 
should be exempted from these sacrifices by 
escalator clauses—at the expense of the na- 
tion as a whole— 


3. Whether profits should be squeezed still 
more — at the risk of putting a fatal squeeze 
on the effort of industry to build new plants 
and install new tools. These new facilities are 
essential to maintaining American living 
standards—and they are the heart of our 
ability to defend ourselves and the rest of the 
free world. 


Americans face no more important economic 
issues at this time. 


McGraw-Hill Publishing Company, Inc. 
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the one electric blanket 
that offers both 


VALUE 


for your customers 


PROFIT 


margin for you 


THE QUALITY There is no finer electric blanket! 
Lectricover has many great extras because it’s made by 


the world’s largest manufacturer of electric blankets! mere valve! 


THE RETAIL PRICE Lectricover sells for $5 to $10 
below any comparable full size electric blanket on the 
market! It’s America’s Greatest Electric Blanket Value! mere volume! 


THE MARGIN FOR YOU Lectricover is the real 
money maker in electric blankets because there’s a big- 
ger spread for you! Just compare the figures and see! More profit! 


«.. get the facts about Lectricover. Ask your distributor — or write Lectricovers, Inc., 330 Fifth Ave., New York 1, W. Y. 
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“You mean | can 


keep it all?” 


Yes, it sounds almost too good to be true — falling 
into a fat wad of profits, seemingly, from an active 
business in kitchen equipment. The profits are there, 
positively! But all too often there have been extra 
costs, leaks and losses to snatch away the major part 
of the kitchen dealers’ gross profits. 


TRACY Mainline KITCHEN System operates to climi- 
nate the needless deductions from dealer revenues 
such items as 

Excessive selling costs 

Burdensome inventories 

Complicated installation 

Service expense 

Awkward training and operating procedures 








TRACY offers a simple and practical program, of 
particular interest to dealers seeking a sure-footed 
and effective method of making money on kitchen 
sales. It starts with a premium quality line of mer- 
chandise to be sold at competitive prices. It includes 
packaged and customized sales — higher units of sale. 
It concentrates promotion support in the active dealer's 
own market. It provides a spectacular background of 
acceptance. It develops volume sales without larg: 
stock inventory. All these advantages spell “Protected 
Profits,” the difference between trading dollars and 
doing an active, full-profit kitchen business. 


Write or wire for complete information on the TRACY 
Mainline KITCHEN System; don’t wait —do it TODAY! 


HIGH 


QUALITY 


DOWN 


T 
EARTH & 


KITCHENS ante 


TRACY MANUFACTURING COMPANY Division of Edgewater Steel Co. 


PETTESBQVURGH 33... PA 





lncrease Store Tattie 


with the colorful, new 


Two-TONE REGENT 


Here's a new idea in washers that women will want to 
see — sunshine colors setting off in sparkling fashion one 
of America’s finest washers. 











The very newness of the colorful REGENT will bring women 
into your salesroom and increase store traffic — now, just 
when it’s needed most. 


The REGENT has been styled by a nationally known de- 
signer in a carefully selected two-tone combination that will 
blend with the color scheme of any home. The color feature 
opens the door to many sales promotion possibilities and 
gives you a strong, new sales approach. 


The same beautiful styling and deluxe features are avail- 
able in the GIANT model in gleaming white and Dupont 
Dulux enamel with chrome trim. Two other sizes, including 
a fully skirted promotional model complete the line. 


Get the facts and you'll want the line! The liberal discount 
structure on Woman's Friend washer earns you up to 10% 
more profit! REGENT’S color adds up to new sales appeal. 
more store traffic and a colorful tune on your cash register. 


Ft ind 


g 15 A gs ORO Es, 
wer of sat eatu® 


MODEL RPT* 
$164.95 








“PVE YEAR DemRANTLE t 
zy a mene saune eam hg 
es --— es . - 4 
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“hie ch See 
TRE TIN, 








AUTOMATIC ELECTRIC TIMER | FAMOUS LOVELL WRINGER EXCLUSIVE S-YEAR WARRANTY 
h not just “another Dependable Lovell wringer Reflects manufacturer's con 
is exceptionally equipped with fool-proof fidence in the washer 
y Simply set dial safety device and other backed by a hal 


MODEL RPT - $164.95 (Retail) 


} 


minutes wash proven Lovell features such know-how 
3 ‘ c Heading a line 


s required 1 ti rolls with ad and workmanship 
le pressure possible } 

1 rich 

trous white en 

Dulux Enamel 

features listed 

thers which | 

oe 4 an impressive sales story 


MODERN ~ EXCLUSIVE 


LONGER-LIFE PARTS TROUBLE-FREE POWER UNIT 
itstanding feature Fully skirted treatment and World Famous G E HP 
s agitator post ‘exclusive blended pleasing design motor removes any doubt as 
cast iron trans make this REGENT model to motor quality and ade 
ising steel cut tops in eye appeal and sales quacy Higher powered than 
ist iron gears bronze ippeal Looks well in any most washer motors needs 
a surroundings city or farm no oiling Fully quaranteed 


” 


y joni WASHERS 
¢ Full 
Get the Facts on the Complete mans f 

Woman's Friend Line 6. el L CORPORATION 
RUBBER AND stte 

service calls, this is the line for you! Four CENTRAL Findlay, Ohio 


attractive models cover the price range and 


If you like to pocket more profit and reduce 


size requirements — all built to the same exact 
ing standards of quality that have earned for 
our washers the name —- Woman's Friend. 





Build new Sales volume! 


with the complete line of Woman's Friend washers 


LO LTT AE 


OL AOOALAP LIAL EA 


MODEL EP- $134.95 (Retail) 


Also has large capacity tub 
all of the top quality 
used in the higher 
nodels. Uses simple, 
yy-duty transmission 
nly four moving parts, pow- 
ered by dependable GE 1/3 
H.P motor. Very competitive. 


INCREASED MARK-UP IS IMPORTANT 


Yes, we mean it! There’s a greater margin 
in the Woman's Friend Line of Washers. 
There is not only greater profit in the initial 
sale but more retained profit in the form of 
fewer service calls because of such quality 
features as Lovell wringer, GE Motor, DuPont 
Baked Enamel, bronze parts, etc. 


Newsmats, product illustrations, stuffers and 
other promotional material available to help 
you attract more business. 


Get more information — learn more about 
this line of washers that has been quietly 
making friends of both users and dealers 
for fifty years! 





MODEL KPT - $154.95 (Retail) 


Same beautiful styling as the top 
model except in all white DuPont 
Finish. Also has automatic electric 
timer and 2/2” rolls on deluxe 
Lovell wringer. Chrome plated drain 
boards. Readily handles 8-10 
pounds of clothes. Available without 
pump at $144.95. 


: 
1 
Ng 


om 
> 


MODEL BP - $114.95 (Retail) 


The popular economy model does an 
outstanding job as “anchor man” in 
the line. Has slightly smaller capac 
ity (7 lbs. of clothes) but otherwise 
offers most of the features of the 
three higher priced models. Note 
fully skirted tub unusual in lower 
priced washers. . . a real buy! 











There’s good news for appliance dealers 


in the new association of 


with 


C= 
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Now behind the long-respected 
Coolerator name are all the world-wide re- 
sources, the financial strength, the extensive 
research and the manufacturing facilities of 
International Telephone and Telegraph 
Corporation. 

This means Coolerator’s good position 
in the industry will be immediately im- 
proved. It means substantial increases in 
advertising and promotion. It means plant 
expansion and modernization. It means a 
new and even finer line of refrigerators, 
freezers and ranges for 1952. 


Above all, this will mean more con- 
sumer recognition and demand—and more 
sales for Coolerator dealers. Watch for fur- 
ther news of great developments from the 
association of these two organizations. 

For full details on Coolerator appliances 
—see your local Coolerator distributor or 
write to The Coolerator Company, Duluth 
1, Minn. Ask about a Coolerator franchise. 


ET.. 


INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
67 Broad Street, New York, N. Y. 
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THIS SCENE was repeated 100 times in Dixie Home stores throughout the Carolinas to wind up a month-long promotion which reached 500,000 food shoppers a wee 


ONE PROMOTION GETS 


Two Million Washer Prospects 


Booming sales of washers, food and soap result 
from a three-way tie-in promotion in which Alli- 
son-Erwin Co., Charlotte, puts automatic washers 
on demonstration-display in 100 North and South 


Carolina super markets 


By A. B. WINDHAM 


HE problem was to introduce as 
many people as possible to auto 
matic washing machines in a 
limited period of time. Harry W. 
Burke, district manager for Altorfer 
Brothers, makers of ABC washers and 
ironers, had an idea of just how to 
do it. 

“Figuratively speaking, it was the 
housewife that we wanted to hit right 
between the eyes with the promotion,” 
says Burke, “and to do that, three steps 
would be necessary. First, the washer 
would have to be where she could see 
it; second, there would have to be an 
incentive for her to look at it or 


watch a demonstration; and third, the 
dealer would have to be given an op 
portunity to cash in on the other two 
steps. 

Burke went into a huddle with Joe 
L. Pleasants, vice-president of Allison- 
Erwin Co., of Charlotte, distributors 
for ABC in the Carolinas. The plan 
which came out of this conference 
added up to a pretty stupendous oper- 
ation. It called for enlisting the co 
operation of the largest grocery chain 
store group in the area, the coopera 
tion of a top soap manufacturer, and 
the cooperation of scores of retail deal 

(Continued on next page) 


e To see how the promotion worked, turn page 
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TWO MILLION WASHER PROSPECTS continued 


PROMOTION IDEA of ABC's district manager Harry W 


Burke (second 


became reality with agreement between Joe L. Pleasants of Allison-Erwin 


Watkins, M. W. Merritt 


‘ 


»f Dixie Home; and G. H. Franks, ABC 


’... it was the housewife that we wanted to hit and 


to do that the washer would have to be where she 
could see it, there would have to be an incentive for 
her to look, and the dealer would have to be able to 


as 


cash in. 


ers, as well as the cooperation of news 


papers, radio stations and advertising 
igencies in two states 


The Dixie Home 


super throughout 


with 100 


North 


chosen as 


stores 
markets 
South ( 


and 
the 
washers 
Burke 
trathe of 
ilmost 500,000 shoppers, regularly ran 
full 
papers 
fullest 


irolina, was 
which the 
lL hese 


iveTage 


medium through 


were to be shown stores 


knew, had an weekly 
idvertisements in 65 news 


would 


page 
ind cooperate to the 
extent 

The plan was to sell Dixie 
stores 100 ABC-O.- Matic 


the distributor, at 


Home 
washers 
through a special 
price Che stores would display the 


washers, promote them through their 


idvertising and, eventually 


to lucky 


Retailers of 


give them 


way registrants 
ABC washers also were 
tied in with the They were 


to work with managers of local Dixie 


promotion 


Home stores, install the machines, pro 


vide demonstrators and the 


The 
fact 


literature 
iswers to shoppe rs 


payott for the 


questions 
dealer was in the 
that the registration cards were to be 
turned over to him for a prospect list 
und the washer displays on exhibit in 
ich store would bear his name as 
sponsoring 

We 
of Procter 


The 


on the 


igent 


next obtained the cooperation 
says Mr. Burke 


soap manufacturer would tie-in 


& Gamble 

program with three 
Oxydol, Tide 
that with 


leading 


ind Duz, the idea 


soaps 


being each washer given 


away by a super market, a year’s supply 
of soap would go along with it 


The 


scheduled 


promotion launched, as 


with a 


was 


fanfare of advertis 


the Carolinas. ABC-O 
washers with glass lids were in 
the 100 Dixie Home 


were kept in the wash cycle with water 


ing all 
Matic 


stalled in 


over 
stores 


and towels for eight hours every day 


and were prominently placed at the 


front of each store Posters used 


throughout the stores were changed 
every week and thousands of printed 
registration blanks were passed out t 
every customer who made a_ purchase 
it the store. Along with the registra 
tion blank a small brochure, stamped 
with the local dealer's name, went into 
very bag of groceries. 

The net result was probably one 
of the 
staged in 


Burke 


awarded to 


largest scale 


the 


promot ions ever 


Carolinas,” declares 
“After the were 
the lucky the 


registration slips were turned over to 


washers 


registrants, 


retail dealers for use as prospect lists 
enough to keep their salesmen busy 
for months to come 

Allison-Erwin estimates that during 
the four weeks of the promotion more 
than six carloads of washers were sold, 
representing an increase of 300 percent 
plus over the usual monthly sale. Ot 
course, the results of the campaign will 
months to 
their iddi 


continue to show up for 


come is dealers contact 
tional prospect lists 

Dixie Home stores increased their 
cash register sales by a great percentage 
and were highly pleased with the pro 


The 


creased its sales proportionately 


gram. soap company ilso. in 


‘Summed up, it was a perfect promo 


tion with everybody doing his part 


share of the 
End 


fully and getting a fine 


profits.” 





Hits 





EVERY ONE of 100 Dixie Home stores set up ABC displays featuring glass-lidded 


washers in action 
washer given away 


Procter & Gamble offered year’s supply of soap free with every 
during the promotion 





DEALERS like A. K. Anderson (right) of the Anderson Electric & Supply Co., 


Charlotte, tied in with the promotion with displays of their won 


installed 


and 


serviced washer 


NOVEMBER, 


Anderson, who 
his display 


in one store, shows Harry Burke 
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SEE ABCD Mat 


AUTOMATIC WASHING MACHI 


Awoteson FLECTRIC & SuppLy C 
orner Gh. CMege 
Come Ie POR FREE Pramcrpe st, titos 


; dropped their slips for the drawing 


REGISTRATION BOXES into wh.c 


for a free wa r carried the ia cation yn of an A8C-O-Matic dealer in the 
locality. Some dealers als demonstrators 


¥ 5 ae ae ean 


DEPARTMENT STORES like Ivey’s, one of Charlotte’s biggest, took advantage of 
the heavy advertising and interest to feature ABC-O-Matic machines, in som¢ 
instances right out by the elevators where traffic is heaviest 
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SALES LITERATURE on the washer was dropped into every grocery bag that left 
the Dixie Home stores during the campaign. These were in addition to the 
2,000,000 registration blanks that were passed out 


FOLLOW-UP on the 2,000,000 names secured through the registration blanks is 
long-run job of dealers like A. K. Anderson (right) to get most out of promotion 
Here Burke helps him plan ad campaign 








MEETING NIGHT of Ashland, Ky., women’s clubs often finds them assembling in Sturgill’s appliance store where, in addition to conducting their club affairs, they see a 


wn kitchen movie and collect 50 cents each for their treasury 


Kitchen Prospects for 90 Cents 


Groups of from 20 to 200 crowd Darwin Sturgill’s Ashland, Ky., store ten times a month to see a movie 


about kitchens, hear a short sales talk, tell him their appliance needs, and conduct their club affairs. 


BREBASARSRE* RRR RRBERRERERBRRERS ERK ABAARHERGSS 8 ER 


THE DAY AFTER she saw ‘‘the Youngs PRELIMINARY kitchen arrangements are discussed through SALES FEATURES and prices for individual components of her 
town Kitchen Story’’ a housewife receives the use of miniatures. Lattin points out her kitchen lends new kitchen are the next items on the presentation. Some 
hen specialist Charles Lattir itself to an L-shape compromises are made 


“TTLILLLILILILLILILLILiLLiLitictiiL_iii iii ti tl 
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a 
CLUB IDEA is USEFUL COOKING SCHOOLS for men are a successful variation of DAYTIME CROWDS were attracted by ‘Band Mother’s Day” 


the club meeting program, help show advantages of kitchen promotion which offered five percent of gross sales made to 


IN OTHER PROMOTIONS. TOO modernization to husbands. treasury of Band Mothers Club. 


YJ HEN it turgill, Ash ind pay their treasurer for each mem fit of the club, it is surprising how enough to permit household chores to 
W la sat down in May ber that showed up eager the prospects are about our prod be finished and early enough so that 
f out what he The system has worked. Even bank uct, too.” the movie and a short pitch still leave 
could de ( se his o ers strive to get other members of, say, “Our salesmen have approved the time to talk to some of the individual 
Youngstown kitchens, | ide othe Sunday school class, or any other telling of the Youngstown story with a prospects. 
use a new approach—pay the customers — group, out to Darwin's presentation 20 minute, 16-mm sound movie, be The real purpose of movies for 
to see and hear the pitch. If he paid It seems funny that a man like a cause it warms the prospect to the ad- groups, is to permit the firm to tell the 
just any person that walked in off the banker will use the phone all day long vantages and beauty long before we Youngstown story to more people than 
streets, he would collect: panhandlers or drive around in his car to pick up could do it to a cold turkey,” adds ordinarily would be possible. Very few 


} 


or anyone, trying to get that free hand other members so that the treasury can Sturgill sales are made right on the spot. Cards 


out of coin. The best solution seemed = collect another 50 cents,”’ Sturgill re Usually, the groups are invited to are given out to all persons when they 


to be to invi us Clubs or groups lates. “When it is for the general bene the store in the early evening, late (Continued on page 86) 
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OLD KITCHEN leaves much to be desired, but refrigerator is nearly new and they NEW KITCHEN proves that all the advantages claimed in movie are really obtain- 
decide to keep both refrigerator and range. able and the customer proudly shows Lattin convenience of storage space. 
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EXHAUSTED | r of polishing floors by hand, Mr 


wistfully at Hale 1d whic f 


Ntenance 


Hale’s Appliance Stores, San Francisco, capitalizes on 


women’s often desperate desire to find an easier way 


to maintain floors simply by telling them there is a 
way and showing them the appliance that does the job 


By CLOTILDE G. TAYLOR 


Photographs by Howard Emerson 


PASSING Halk 


tised, is impressed with fact that it looks simple to operate 


$s window few day ter st e¢ ame cleaner that was adver 





They Shine 


OT long ago a survey made in 
western Canada by an elec 
trical house organ addressed to 

utility customers revealed that of all 
the appliances featured in that pub 
lication, the reader 
was shown in electric floor polishers. 


greatest interest 
rhis is not as surprising as it may 
seem to those dealers who have never 
considered the selling possibilities of 
this device. The fact that you may 
be stocking it now and yet have had 
few queries concerning it does not 
prove a thing, as Hale’s experience 
in San Francisco can prove. 


Plenty of Need 
Almost all 


days have hard finished 
Use of asphalt tile and 
leum, in addition to hardwood finish 


There is plenty of need. 
homes these 
floors. lino- 
is increasing. And then consider the 
small businesses, such as beauty pat 
lors, lunch rooms drug stores, doctors’ 
and dentists’ offices 
Time was not so long ago when a 
dollar to 
hand 
Some 
housewives rented commercial equip 


boy could be hired for a 


push about a heavy brush by 


But labor costs have gone up 
ment, but this involves calling for and 
returning a heavy machine 


More and more 


of owning an casily operated and not 


women are desirous 
too-expensive floor polisher themselves 
Most of them, however, have no idea 
that such equipment exists. Customers 


just do not know enough to ask fo 


them 


Hale’s Does Some Advertising 


\bout a year ago Hale’s Appliance 


Stores, with four major outlets in 


California (two in San Francisco, one 


n Sacramento and one in San Jose) 


became convinced that floor polishers 
would sell if they advertised 
The San Francisco store got a ship 


were 
ment of 52 brush polishers and ran 
an ad announcing the fact. They dis 
played them in the window and dem- 
onstrated them on the floor. The 
entire lot sold out in a few days 
Since that time they have run frequent 
promotions and have kept 
constantly in thei 
advertising, on display and in demon 
stration. An amazing number of the 
pe have 
been sold and several hundred of the 


polisher 
this equipment 


heavy-duty, more expensive 


vertical rotating brush machines which 
are priced below $30. 

Recently the San 
took on the Scotch-made 


Francisco store 
three-brush 
sells for $69.95 
They ran a full-page ad in a Sunday 
paper, featuring the device—perhaps 


Vactric line which 


the first time that much space has been 


devoted to a single appliance noi 
classed as 


followed 


heels of an earlier featuring of a two 


usually major. The pro 


motion immediately on the 
brush polisher, but results, according 
to Claude Stout, 
ager for all of Hale’s appliance stores 


merchandise man 
were excellent 

Experience of the store in selling 
polishers, according to Mr. Stout, has 
revealed that large latent 
market for this appliance, but not a 


there is a 
spontaneous demand, The public feels 
the need but does not know that ex 
cellent equipment can be obtained at 
a reasonable price. Queries which do 
come in of themselves are apt to be 
for a vacuum-cleaner attachment to do 
the job. It follows that you must ad 
vertise to let the customer know that 
you have for sale an appliance which 


will do the job effectively at a reason 


FLOOR DISPLAY of various brands gives her a chance to compare polisher 
confirms her memory of the reasonable prices and increases desire to buy. 








With Floor Polishers 


cost. Stout, 


informative type 


able \dvertising, 
should be of the 
with both performance and _ price 
stressed. The full-page Vactric ad was 
of this type, with a picture of the ap 
pliance, and full information on uses, 
effective performance and price. A 
mail-order the bottom of 
the page brought a surprising number 
of inquiries based on the ad alone. 
Sull more came into the store. Here 
an effective window display and a 
prominent showing of the equipment 
inside on the sales floor continued the 
job. 


Savs 


coupon at 


Demonstration Sells Them 


Most important of all, however, was 
the demonstration. Women who are 
familiar with earlier types of polishers 
have it firmly fixed in their minds that 
the thing is difficult to control apt to 
slip about and injure valued furniture 
\ brief a multiple- 
brush model convinces them in a 


chance to guide 
few 
There 


demonstration, 


minutes of its ease of operation. 
tricks to this 
experience has taught 


re no 
but Hale’s a 
When floor 


first being promoted, 


few things not to do. 


polishers were 
the store turned the salesman loose 
with a polisher near the entranceway 
him to 
buffer 


could be as contrasted with the infre- 


illowing illustrate with 


ind 


wax 
just how beautiful results 
quently polished remainder of the tile 
floor. Interest on the part of the pub 
lic was but, after woman 
slipped on the polished surface and 
very nearly broke a hip, this method 
of demonstration was given up. Dem- 
the 
side of the store behind a counter in 
an area trafic is likely to 
intrude. Moreover, no wax is 


great, one 


onstrations now are carried on at 


where no 
used. 


EASE OF OPERATION 


is the main sales point made by 


It is nice to show the customer just 
how to apply the wax and bring it to 
a shining finish, but it is not strictly 
Hale’s has found. Most 
women likely to buy such a machine 
are familiar with the problem already, 
and have polished many a, floor with 
less-easy-to-operate equipment. 


necessary, 


Simple to Handle 


Ihe demonstration therefore con- 
cerns itself particularly with the ma- 
chine. The customer is shown its 
sturdy construction, the ease with 
brushes are attached and re- 
moved, its simplicity of operation, 
with nothing to get out of order. She 


which 


is encouraged to change a brush her- 
self. In the case of the machine manu- 
factured in Scotland, it is important 
to reassure her as to servicing and 
availability of parts. 
of standard 


Ihe motor, being 
American make, can be 
serviced or replaced anywhere in this 
country. Servicing on none of the 
machines is a problem, as there is 
little to get out of order and _prac- 
tically no chance of misuse. You can’t 
overload it as you can a washer. A 
few words are said about wax, usually 
in response to a question—and then 
the handle of the machine is put into 
her hand and she is shown how to 
set it in operation. Ability to get into 
corners cover narrow as well 
as broad surfaces is pointed out. That 
all. As soon as the woman 
understands that it will do the job 
and that can control it easily, 
the sale is made. 

Unlike the vacuum cleaner which 
full set of attachments to be 
put through their paces, the polisher 
is a relatively simple affair—and the 
demonstration takes only a few min- 


and to 
is about 


she 


has a 


Bishop Ruland, who 


quickly convinces her that multiple brushes eliminate possibility of loss of control 
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handle a 


utes. This is a great advantage where 
the appliance is being handled by the 
same salesman who handles refriger- 
ators and ranges. Many a vacuum 
cleaner prospect in such a case has 
been skimped in the presentation by 


a salesman who wants to get back to 
selling more profitable items. 


Hale’s 
has long departmentalized its help. In 
the downtown San Francisco store one 


man handles sewing machines, vacuum 
cleaners and floor polishers. Even this 


keeps him busy and he is happy to 
device which needs no 
lengthy sales talk. 
A Natural for Husbands 
The floor polisher is a natural for 
selling to husbands. It is generally 


the man of the house whose job it 
is to push around the heavy hand- 


operated waxing brush—and when he 


hears of an electrically operated de- 
vice easy for a woman to handle, he 
is readily sold on the idea of making 
his wife a present of the new machine. 


Salesman Ruland of Hale’s San Fran- 


cisco store welcomes such prospects, 
but he has learned through experience 
to insist that the wife be consulted 
before the purchase is made, because 
what the husband is doing in most 
cases is getting out from under a job. 
Henceforth it will be the wife whose 
hand guides the polisher and she prob- 
ably has very definite ideas as to what 
she wants. Unless she is sold on the vir- 
tues of the particular polisher before 
it is purchased, she may regard the 
whole arrangement with dissatisfaction 
and prejudice. A post-sale demonstra- 
tion will usually straighten matters 
out, but the demonstration before the 
sale is much simpler and more satis- 
factory 


BEFORE SHE TAKES the polisher home, 


Wax is a natural accessory to pol 
isher selling, but the set-up at Hale’s 
where the appliance stores are run as 
independent enterprises under a de 
partment store supervision, makes it 
difficult to trespass on the prerogatives 
of other departments. Where there is 
no such restriction, it would be natural 
for the salesman to go on to sell the 
customer a supply of floor wax as 
well, and thus to establish her as a 
return customer. In most cases, the 
wax for initial use is given free with 
the purchase of the machine. In about 
fifty percent of the sales, the customer 
continues to purchase her wax at the 
dealer's store, thus offering oppor- 
tunity for the sale of other items. That 
this is a desirable but not a necessary 
feature is shown by the excellent re 
sults of Hale’s promotions. Every 
featured ad has brought an immediate 
splurge of sales, followed by a con 
tinuing interest. More and more 
queries are based on the fact that a 
friend or a relative has such a pol 
isher and finds it satisfactory. One 
polisher sells another. At the present 
time an ordinary month will show 
about ten polishers sold, with no spe 
cial promotion. A little advertising 
pressure steps up the rate. 


A Dream Come True 


The dream of every dealer’s life is 
to stock something which everybody 
wants and which nobody has. Hale's 
believes that at the moment floor pol- 
ishers come very near to fulfilling that 
dream. You stock them; you advertise 7 
them; you display them; you dem 
onstrate them; you sell them. But sur 
prisingly few dealers have sensed the 
opportunity. Hale’s has and is cash 
ing in on it. End 


Ruland gives her complete instructions 


on operation so that she can change brushes and snap on buffing felts 





HOW MUCH FUEL oa spoce heater will consume in a typical north Florida heating 


season is graphically 


heater and fuel tank 


illustrated in a Cohen Brothers window display by putting 
side by side. Low operating costs are stressed 


HEATERS ON THE FLOOR represent small part of the nearly 600 units which 


J. B. Druse (left), 


in one winter season 


major appliance manager, and Cohen Brothers salesmen move 
Now the firm does good volume in summer months, too. 


For Cohen Brothers, Jacksonville, Fla., which makes canny use of promotions, weather, advertising, and display .. . 


Space Heaters Are a 30-Grand Business 


ASI 
of Cohen 


year, the appliance section 
Brothers department 
store in Jacksonville, Fla 


that the 


found 
firm's sale of 
dollar 


refrigerators and 


space heaters 


was second in 


volume only to 


washing machines 


Unusual as this seems, it nevertheless 
illustrates the possibility of profits in 
space heaters when sold as a major 
appliances with proper promotion and 
plugging 

We did not 
ties of the space 
mer of 1950 
of 1 heavy 


“At hat 
line and began our first 


realize the potentiali 
heater until the 
Drus 


sum 
says |. B manager 
appliance department 
time, we took on the Evans 
promotion. | 
believe we've racked up something of 
a record in them since 

Something of 


ing the 1950-51 


a record is right. Dut 
Cohen 


Brothers sold almost 600 space heaters 


winter season 


to the tune of $30,000 and expect 


inother whopping sale this season 
The company’s decision to push 


space heaters along with other major 


appliances began with an oppertunity 
to make a close 


Ralph Wirick 


divisional merchandising manager, saw 


a special purchase of 
out lot in mid-1950 


the possibility for a fine campaign on 


the heaters and the prospect of open 
selling field in major 
ippliances for the Cohen sales force 
Conditions in north Florida 
ideal for lending support to the pro 
mouon which Wirick and 
Ihe climate in 
that little or no heating 
is needed for nine months of the year. 
In the remaining three months 


ing up a new 


were 


Druse 
this sec 


cooked up 


tion is such 


how 
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ever, sudden cold snaps are frequent 


freeze Is not un 


heat 


and an occasional 


known, At these times, efficient 


ing which circulates throughout the 


house and warms every room is both 


desirable and necessary 


Special Price Offered 


Thanks to the 
buy, Cohen 


fortunate close-out 


Brothers was able to offer 
i special price of $69.95 on the heaters 
including installation of fuel tank and 
stand An intense 

paign sparked 


first tull 


advertising cam 
The 
space heaters ap 


of 111 


following 


the 1otion 
page id on 
July 9 


sold during thi 


p ired on and a 


heaters were 
eek 


Ol course, the attractive price was 


he big factor in selling them,” says 


Druse, “but the ads also had to edu 
cate the buying public in the use and 
desirability of The 


ilso pushed them with special demon 


heaters salesmen 


drive for 
tomers. We did not let up on the 


strations and a new cus 


promotion, either. Ads of equal promi 


nence followed in the next three 


Evans heaters dur 


week, 


right on 


weeks, we sold 65 


and sales 


through the 


ing the second con 


tinued high 
summer! 

The advertising campaign was not 
factor, rolling 
heaters. Dis 


plays were created in Cohen Brothers’ 


the only however, in 


up the sales volume in 
windows, featuring heaters surrounded 
by copper tubing and vent pipes, and 
special showings were arranged on the 
floor The salesmen in 
the department also made an increased 


display five 


} 


effort to sell the 
and 


heaters, both outside 


inside the store Installation 


service and operating suggestions also 
played a part in the campaign 

Phat first big promotion in space 
heaters convinced us of the potential 
market for them,”’ declares Druse, “and 
launched us on our way to establishing 
one of our best 


the space heater as 


sellers in the appliance department 


Ihe success of selling space heaters 


according to Druse, is in convincing 


the customer that it is his best bet 


to take care of heating problems when 


} 


they arise. Cohen salesmen sell the 


prospective buyer on the heater’s 
ability to heat a given space with the 
required amount of heat. For ex 
they and so inform the 
that BIU of 


needed for the average room. 


know 
10,000 


imple, 
buyer heat is 
“It's an easy matter to explain this 
to the customer,” says Druse, “and al 
understand the 
that a 
units are 


though he may not 
term BTU, he 
number of heat 
He therefore understands why 
takes consideration the 
height of his ceiling and the size of 
his rooms, when advising the type and 
model of heater 
cidentally, we would rather lose a sale 
than selkh heater of smaller heating 
capacity than 10,000 BTU per room.” 


knows certain 
necessary 
a sales 


man into 


the house needs. In 


Demonstrations Thorough 
In demonstrating the space heater, 
Cohen 
convenient 


salesmen point out the unit's 
medium and high 
speeds, which control heat distribution 


perfectly, and the efficient 


low, 


way in 
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heat 
also 


circulates 
They 


versatility of the fan 
heat 


which — the heater 


throughout the house. 
demonstrate the 
or blower which channels into 
any desired direction 

to demonstrate 


It is an easy matter 


the heaters right here in the store,” 
declares Mr 
lighting it, best position for the blower 
different circumstances, 
filling the tank, 
explanation of its heating capacity are 
about all that 


Ihe low cost of operation also is a 


Druse ‘Prope r way of 
fan under 
methods of and an 


need to be shown.” 
decided factor in selling space heaters. 
In Jacksonville 
talking point 
a 50,000 BTL 


five-room 


this item is a strong 


that 
heater in 


Fests have shown 
capacity space 
will use, 


than 


an average house 
during the heating 


160 gallons of kerosene at a 


season, le ss 
cost ot 
approximately 11 cents a gallon. It 
salesmen a fine talking point. 

Cohen Brothers sells the space heater 
(Evans, Quaker and Duo-Therm) as 
a package deal with a flat charge ot 
$20 included in the total price for 
All installation of pipes, 
is done by the com 


gives 


installation. 
tubes, stand, etc., 
pany’s own installation crew. 

“We do all our promotion and sell 
ing without benefit of help from 
outside sources,” explains Druse. “You 
boil selling the 
heaters down to good promotion, wise 
demonstration and displays which ap 
peal to the buying public. We think 
the space heater has an even greater 
future in this area, and we will con- 


can our success in 


tinue to go all-out to keep it in the 
ranks of the best sellers.” End 
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Knapp’s Encourages TV Parties 
Interest in TV grows when owners have TV parties, so Knapp’s advertising encourages buyers to invite their friends to see TV. The policy creates sales even 


Will You Get Your Share 
When Your Town Gets TV? 


When Lansing, Mich., got its own TV station in early 


1950 Knapp’s Department Store was ready with a well- 
planned program which is paying off with 18 sales a day 


By FRANK A. MUTH 


WO years ago a number of sales were much higher than they had 

dealers in Lansing, Michigan ever been before. 

(pop. 91,694) were trying hard “Just before the Lansing TV station 
to capture the early fringe area tele was to go on the air (May, 1950), we 
vision sales of the community. At that — started loading up on our stock of TV 
time, Lansing was barely able to pick sets and announced that we would 
up a signal from Detroit, Kalamazoo, — have plenty of them,” says Neal Hoek 
Grand Rapids, and other towns. How sema, manager of Knapp’s appli 
ever, one appliance firm, Knapp’s De ance department. “We started off 
partment Store, was patiently sitting with five lines—including Sparton. We 
back and waiting until the time was arranged to hold information clinics 

Separate Sales Staffs Exchange Leads ripe for TV. on every one of the five business nights 


Instead of plugging sets when pi of the week, with representatives 
Appliance salesmen, who often find their way into customers’ 


homes, are not permitted to sell TV at Knapp’s because they 
might neglect one for the other during slow periods, but they 
frequently exchange leads with TV salesmen. 


tures were very hard to receive from each manufacturer present to tell 
Knapp’s worked on radio sales, al people about their sets. The station, 
though they supposedly were in a WJIM-TYV, although not actually send- 
decline. Consequently, their radio (Continued on next page) 
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Lat Neng OPO RATAM i esctehete 


+ oto neem" 


A KNAPP’S CUSTOMER, Mrs 


about the wonder 


Henry Plotnick (left 
f her new television set 


boasts to a neighbor 


WHEN YOUR TOWN GETS TV (continued) 


ing programs, piped in a signal to 


real TV 


only 


show consumers what 


was Ol 


recep 
tion 
people ‘ 
me tim 

\s a 


struggle in 


course about 00 


nuld sit in our auditorium at 
so we did this several times.’ 


result of sitting out the early 
fringe T\ 


in the store has 


that « 


selling at Lan 
never sold a set 
muldn'’t get the 
Many 


fring irea 


best signal pos 
sible dealers who tried to sell 
reception doing 


There 


went on 


were not 
very well,” Hoeksema relates 
local 


did all we 


lore, when the station 


the air, we could to ensure 
Its SUCCESS 


Mor 


vertising was purchased aa 


than the normal volume of ad 
least 
night The sta- 
6:00 


four or five spots a 


tion broadcast only from p-m. 


until 11:00 p.m., so Knapp’s, more or 


less 


televiewing 


helped to subsidize the early 


Ads for TV Parties 
Through the 
worked on the 


summer the stor 


principle that 
early buyers would have TV parties an? 


many 


invite friends in to see the programs 


Advertising copy and sales promotion 
were slanted toward this idea and it 
helped boost sales 


By fall 


comparatively 


Knapp’s was producing a 
sales 
IV depart 
They 
real 
they had to 
provide excellent service. For a de 
partment 


volume of 
their 


large 
for the short 
had 


realized 


time 


ment been in operation 


that in order to be a 
leader in the community 


store, it was deemed im 
practical to have their own shop, so 
Knapp’s made a contract with an in 
dependent rhis 
policy has worked exceptionally well 
Hoeksema 


the service company dependent on the 


service company 


believes, because it makes 


department store, and they good 


give 
service even during peak periods. An 


other point in favor of working with 


an outside service firm that they 


have expert knowledge in ard to 


hiring technical men, and this has 
saved Knapp’s considerable time and 


money 


Deliverics No Bottleneck 


\ problem that was quickly solved 


by the department store was that of 


delivery. Deliveries were much more 


from 
irom a 


directly 
than 


prompt when initiated 
itself rather 
Many 


stored in 


the store 
warehouse sets of the various 
and in 
other available space throughout the 
With the dock right 
behind the department, 
quick possible. We 
have than any 
other department in the store,” Hoek- 
sema modestly 


lines are hallways 


store loading 
television 
deliveries are 
faster delivery service 
admits. 
really 
when other 


“This gives us 
the chance to satisfy the cus 
tomer dealers in the com 
munity lag behind.” 


One man is responsible for storing 
the sets in the various spaces available 
it the store and for checking them over 
for perlormance before delivery. He 
ilso makes shipment when a model is 


ve rid 


is to scotch-tape the instruction manual 


\n important step before delivery 


to the top of each set before it goes out 
Seldom do we get calls complaining 
over the the booklet when 


delivered 


absence of 
our sets are Hoeksema ex 
plains 

\ valuable point for a firm to con 
sider before starting television sales 
is pointed out by Hoeksema: a good 
high-class line of merchandise is re 
quired. Then you can depend on regu 
“We 


pro- 


satishied customers, 
and it 


our 


lar sales and 
handle the Sparton line 
duces about 40 percent of sales,” 


savs Hoeksema. 


Sales Reach $300,000 

rhe third 
ment had been organized, sales climbed 
to $26,000. By the end of fall, total 


Only six men are 


month after the depart 


sales ran to $300,000 


mploved, but they alternate on the 


A FOLLOW-UP CALL by a Knapp’s salesmen a few days after Mrs 


Plotnick’s 


backyard conversation finds her at home 


SALES PITCH oat the new prospect’s home includes Mrs 


mendation 


floor 
the store, 


will be in 
will follow 
up inquiries and make appraisals as 


One day a salesman 


the next day he 


well as check sets already sold. 
From the check-up on = customers, 


lesmen receive many leads on neigh 


bors. The customer generally believes 
he is helping his neighbor by recom 
mending the set he bought, especially 
if he is pleased with its performance 
Additional leads come from the sales 
working in the white goods de 
Although the 
salesmen does not get 


sale, leads for TV 
forthcoming 


men 
partment white goods 
credit for the 
salesmen are olten 
their calls in the 
salesmen, in 


from 
And TV 


home turn, s¢ 
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mm 


. = 
ins ie Sta 


Plotnick’s recom 


results in appointment to visit store 


cure leads fon 


appliance salesmen. 
Many times the customer will inquire, 
“Do you also sell television (or ranges 
as the case might be)? That is what we 
would like to buy next.” 


Keep Advertising 


fo maintain the sales leadership of 
the community, it to ad- 
vertise continually even during slump 
periods,” 


is necessary 


Hoeksema points out. “This 
summer we did a lot of advertising 
(usually about three percent) as well 
as promoting sets. Whenever a manu- 
facturer offers some particular setona 
promotional basis, we use the oppor- 
tunity to get people into the store. Of 
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t operation makes certain that Mrs. Plotnick is happy and 
gets the names of neighbors who might be prospects 


WIDE VARIETY of sets on show room floor is shown and explained to the 


prospect 


course, frequently we can work them 
into the purchase of a more expensive 
set, but the original ad brings them to 
the store. During July, when other 
dealers about the TV 
slump, we had a good volume of sales. 
In August sales really began to pick 
up. By the end of the month as many 
as 18 sets were sold in a single day. 
Eleven of those 
television-radio-phonograph sets.” 


were crying 


sets were combination 


Urge Full Year Warranty 
While -manufacturers give  three- 
month warranties with their sets 
Knapp’s always insists that the cus- 
tomer buy nine additional months 


ELECTRICAL 
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Thirty percent of Knapp’s leads come from customers. 


Then, the day following the set’s in 
stallation, the salesman comes around 
to be sure it has been installed pro- 
perly and that the customer knows how 
to operate it. “This practice eliminates 
the complaint which usually comes at 
the expiration of the warranty period— 
that the set never had operated satis- 
factorily from the day it arrived. At 
least. we know that proper readjust- 
ment had been made once since the in- 
stallation,” Hoeksema emphasizes. 


Separate Salesmen 


In department store selling, or any 
area in which TV is a new field, Hoek- 
sema believes that it is necessary to sep- 


1951 


vin Ne 


Z ? 


ENTHUSIASTIC Mrs. Plotnick is so eager for her neighbor to get the same 
kind of set that she even points out her house to salesman. 


FINAL CHOICE is the set displayed in the window 


Knapp’s sells average of 


18 sets a day, closes 30 percent of customer-acquired leads 


arate the television salesmen from the 
white goods department. Salesmen re- 
sponsible for both lines will follow the 
line of least resistance when one is 
down. Separated, both groups work 
hard to keep up their commissions. 


Advertising Display Separate 

Most of the departments at the store 
use general store display in the news 
paper ads, but the appliance depart 
ment uses separate ads most of the 
time. When the first TV lines came out 
and when new models were introduced 
each year, large ads were used. Now 
smaller but much more frequent ads 
help to maintain Knapp’s prominence 


in customers’ minds so they remember 
the firm when they decide they are 
ready to buy a set. 


Call-backs Are Available 

“Call-backs on customers are one way 
to keep them buying from us,” Hoek 
sema affirms. “The call-backs also pro 
duce good leads. Over 30 percent of 
our leads are derived from this source. 
Of that number 30 percent result in 
immediate sales. Another 30 percent 
produce sales within 60 days. So we 
have continued to broaden our selling 
picture by each sale. Last year a third 
of the total television sets sold in 
Lansing were sold by Knapp’s.” End 
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BAD DEBTS are BAD BUSINESS 





A booming economy is fooling many dealers into thinking everybody is “good for it.” 


They are not—and you can not afford to take a licking like the one described below, 
especially when, with a little care, bad debts and bad credit risks can be avoided 


presumably successful electrical 
A appliance and radio-TV dealer 
recently admitted that he had 

just borrowed $1,000 to pay his bills 
In 1950 this dealer did a volume of 


$62,000; his net 
sales 


was 7.9 percent on 
$5,000 deducting 
$3,000 in salary for his services 
$8,000 in all 


about after 
as busi 
ess ‘manager, or a good 


And he 


had to 


return for a dealer of this size 
didn't why he 
to pay his bills 
look at his ace 


showed $2,500 in 


know for sure 


wrow 


money 
But a ounts recely 
unsecured out 

than 90 days old 
amount definitely bad, 
back three years. If this 


dealer earns the same net in 1951, he 


able 
standings 
$1,010 of 


more 
that 
some going 
must sell $13,000 in goods or services 
to make up for the bad debts he'll have 
to write off 

His terms were 30 days for open ac- 
count customers and when asked why 
put collection 


he didn't pressure on 


these delinquents to make them pay 
up, he remarked almost flippantly that 
he hadn't worried about getting his 
money because there was full employ- 
ment, lots of money in circulation, and 
so, he figured he would have no trou- 
ble collecting eventually even though 
some debtors might be slow in settling 


up tor their work. 


WHAT’S A GOOD LOSS? 


There is a wide variance between 
the bad debt write-offs on the books of 
electrical merchandisers. Some keep 
these losses down to a minimum, about 
14 of one percent. But too many have 
been thinking like the aforesaid dealer 
and the 
more lax as the 
full 
that money will flow as freely as 
when the 


become even 
program 
Such dealers as 


tendency is to 
armament 
gets into swing 
sue 
water tanks and guns begin 
rolling off the assembly lines in greater 
number, that they can give credit more 
freely than heretofore and worry little 
collecting. Whatever they do 
lose will not be worth worrying about. 


[hese dealers overlook four important 


about 


things: 

1. Higher prices and higher taxes 
will siphon off any excess currency that 
the hands of the 
nee he will 


ets in consumer, 
have less spendable 
funds than he has had for some time. 
If so, he will have to let some creditor 
wait for his money and it is sure to be 
the creditor who doesn't push for settle- 
ment on the due date 

2. A seller's market of World War Il 
come back 


Retailers 


experiencing 


proportions may not into 


the picture 


here ire 


igain every 


lower volume 


than in 1950 and seemingly the con 
sumer isn't contemplating a spending 
spree similar to that experienced dur 
ing the last war and in the early post 
war years. Inventories are still a head 
ache to many merchants who stocked 
up on the assumption that purchasers 
would be standing in line again. A 
number of economists are predicting a 
decrease in sales and profits. True or 


false, it pays to play safe and no 
dealer can afford to relax on credits or 
collections. Losses may run too high 
in ratio to profits. 

3. The dealer who freezes too much 
money in outstandings loses liquidity. 
More than have found so 
much money tied up in outstandings 
that the dealers could not their 


own obligations promptly and so lost 


once we 
pay 


profitable discounts or had to borrow 
from the bank to pay their bills 

4. The older the account, the harder 
it is to collect, the higher the bad debt 


loss. 


wh 


This has been the experience of 
credit men in good times and bad, wa 
and peace. Even if money flows like 
wine at a political banquet, the dealer 
will have trouble collecting accounts 
long past due and if he gives credit 
too freely these outstandings will run 
high—and so will bad debt losses. An 
account that is 90 days old is much 
harder to collect than a 30-day account. 
On the average, say collection experts, 
it costs three times more to collect it 
and bad debts average 25 percent 
more. If the dealer's are 30 
days, the accounts receivable on his 
balance sheet should not total more 
than 1/12 of his annual credit sales if 
he grades 100 percent on collections. 
rhe over 1/12 of his annual 
credit sales indicates the slippage from 
Grade-A collection efficiency. 


terms 


excess 


KEEP “PAST-DUE” RECORD 


To keep his accounts from growing 
whiskers the dealer should have an 
efficient collection system, but that isn’t 
all. Some dealers who have good svs 
tems have a surprising number of de 
linquents on their books because they 
do not prepare past-due sheets monthly 
to give them a quick review of the 
age of their outstandings 
should have 
headed: 


This past- 
columns 
Name of 


60 days, 90 days, over 


sheet five 
the top 
debtor, 30 days, 
90 days 

When ire totaled at 
the end of each month the dealer can 
tell at a glance where he stands on 
delinquents. Accounts that are cur- 
rent, not due to the date of the state- 
ment, are not listed 


due 


across 


these columns 


LITTLE LOSSES ADD UP 


Small bills, under $10, are a 
of heavy losses to some dealers, particu- 
larly if the debtors renege on payment. 
Che best way to by-pass this headache 
is to get cash for goods or service of 
small monetary value. “It doesn’t pay 
to try to collect”, is the usual reply 
when 


source 


one suggests pushing these de- 
linquents for payment. One 
had to write off $475 in small accounts 
under $10, which represented a_ loss 
over three years. At 5 percent net 
profit on sales he sell $9,500 
worth of goods or service to make up 
for this loss. Even if the small accounts 
are turned over to a collection agency, 
the charge for getting the money is 
usually about 50 percent on small bills, 
which means that the creditors stand 
to lose plenty if a 
fects settlement. 


dealer 


must 


collection agency 


LIMIT CONSUMER CREDIT 


Another source of loss on receivables 
is the over-extension of credit. From 
our field studies, we would estimate 
that at least half the collection losses 
suffered by dealers in this field are due 
to excessive credit-granting. Customers 
are given more credit than they de- 
serve. Had they been limited to less, 
they would have paid. They were 
given too much credit; they found it 
easy to buy this way; they over-ex- 
tended themselves and paid nothing. 

In many localities there are credit 
agencies which will check the credit 
of customers wanting to buy on open 
account. For a yearly fee they will 
present a report on these people that 
will guide the dealer in granting credit 
wisely. If the dealer knows of no such 
agency in the territory or if he does 
not care to invest in this service he can, 
at least, make some attempt to find out 
something about a customer asking for 
accommodations. Tactful questions 
should bring fruitful replies. An hon- 
est person does not resent such ques- 
tioning. 

Often references of other establish- 
ments with which the credit-seeker has 
done business will be enough to give 
the dealer a good line on paying 
habits. However, the dealer should 
find out how long the credit-seeker has 
been trading with the references he 
gives, because a trick well known to 
dead-beats is to buy one or maybe 
two small orders from one or two busi- 
ness organizations, pay promptly, then 
use them as references with other mer- 
chants to get an extensive line of credit 
and fail to pay. So, don’t pay too much 
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attention to a reference if his credit 
experience with a customer covers only 
one or two orders. 

Even on financed sales it pays to do 
some credit checking because finance 
companies grade a dealer’s business on 
the paying habits of his customers, on 
the cost of collecting his accounts, on 
repossessions, skips and bad debt losses. 
If the paper financed is recourse paper, 
which means that the finance company 
can demand payment of the dealer if 
a customer doesn’t pay, he has a stake 
in seeing that the accounts he finances 
are safe credit risks; hence he should 
make some form of credit investigation 
before turning over the accounts. 


PUSH COLLECTIONS 
EVERY YEAR 


Many dealers push collections ener- 
getically one year, then grow lax the 
next year. This happens more often 
with dealers who have been in business 
a long time and think they know their 
customers pretty well. It is always haz- 
ardous to back-slide on collections. 
When auditing books, we can always 
tell when dealers are slipping in this 
regard. Their books show a high per- 
centage of delinquent accounts and 
bad debts. It never seems to fail. It is 
much like sales promotion. When you 
stop promoting sales, business drops 
off. Remember, you can’t relax on 
your selling or collection efforts if you 
expect to get maximum payment for 
maximum volume. 


WRITE OFF BAD ACCOUNTS 


Another bad practice is to hold bad 
accounts on your books after they have 
been ascertained worthless and then 
write them off. A number of years’ ac- 
cumulation in bad debts charged to 
one year makes that year show heavy 
losses compared to other years. This 
is also unwise from the standpoint of 
the income tax because the regulations 
state that a taxpayer must write off 
a bad debt in the year it is ascertained 
worthless. If he writes it off in a 
later year the Treasury may disallow 
it. Moreover, this practice distorts 
profits in one year against those of 
another year and makes comparative 
analysis difficult. 

The way to eliminate this trouble- 
some condition is to open a reserve 
for bad debts and charge off a flat 
percentage each year. The percentage 
depends upon the dealer’s experience 
with bad debt losses. For example, if 
bad debt losses in ratio to credit sales, 

(Continued at bottom of page 99) 
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PPLIANCE and radio-TV retailers can pro- 
A mote Christmas sales in more ways than 
with the usual excellent services of gift 
inventory, gift wrapping service, delivery, con- 
venient parking, etc. The average holiday shopper 
of today demands special services as a matter of 
course and for the gift retailer to really stand out 
something different is required. 

So, here is a list of eight extra ways in which 
retailers throughout the country have obtained a 
better overall sales volume from their Christmas 
potential even though competition was at its most 
intense peak. 


1. A PLACE TO SIT DOWN 


A Denver, Colorado, store operator scored a real 
hit with shopping-weary gift purchasers when he 
deliberately cleared out badly needed display space 
in the store to install six comfortable lounges be- 
tween counters. Readily visible from the street, the 
lounges offered a haven of comfort and rest for 


crowd-fatigued women, and in gratitude for the 
pleasant break which this afforded, many of them 
responded by purchasing gifts from the store. “It 
is no secret that most women, as well as men, 
dread the annual Christmas shopping competi- 
tion,” it was pointed out. “If the storekeeper can 
find his way clear to install comfortable seating 
in the store, readily available to the public, he 
will find that the traffic in his store will suddenly 
increase.” 


2. WATER FOR THE THIRSTY 


A St. Louis retailer discovered that the pur- 
chase of an electric water fountain, installed just 
inside the door where it could be easily seen from 
the sidewalk was an excellent investment. When 
city-operated drinking fountains on the corners 
of downtown streets are frozen over during the 
Christmas period, it becomes exceedingly difficult 
for the shopper to find a refreshing drink of 
water—and even though the weather may be cold, 


SELF-SERVICE 
WAAPPING COUNTER 
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most shoppers are bound to be thirsty after a few 
“combat moments” at the gift counters. His drink- 
ing fountain brought in a steady stream of cus- 
tomers who might not have otherwise ever entered 
the store and exposed them to intriguing displays 
of gifts in all price classifications nearby. 


3. LET ‘EM WRAP 


A “self-service gift-wrapping table” at which 
the store supplied all the materials, but left it up 
to customers to handle the labor problem was a 
sensationally successful idea introduced during the 
1950 Christmas season by a Des Moines, Iowa, 
retailer. Noting the dismay of many women to 
find long lines of customers awaiting service at 
the store’s regular gift-wrapping counters, highly 
disheartening to a weary shopper, the storekeeper 
decided to develop a short cut. Under the plan, 
an 18-foot counter was set up, at the rear of which 
were bolts of cellophane, wrapping materials, 

(Continued on page 92) 
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SIX WOMEN is the permitted at home 


ducted by the Electri Cente \.H 


maximum demonstration partie 
Jeker because it gives him an 


1 chance to use and like the m 


His Sewing Partie 


FOLLOW-UP on o prospect created at a demonstration party is usually at pros- 
pect’s invitation. Redeker uses no high pressure at parties, simply lets women 


use machines and « questions until they become interested and ask him to call 


And it’s not unusual for all six to become customers. 


right of Redeker is the hoste ind 


provide the facilities of her home 


home demonstra- 
ore than six 
repairs by the 
i sold the 
r direct mail pro- 
well teamed up 
Center, Cheyenne, 
“Och” Occhi- 
50,000 worth of them 

less than two years. 
chipinti and M. H. Redeker. head 
f the hine department, 


lally 


have beet ) 
gener 
Electric: 


dealer 


sewing 
feel that no city is too small to provide 
a profitable sewing machine volume, 
providing that merchandising methods 
employed are tailored to local buying 
habits. 

Until two years ago, when Redeker 
joined the firm, sewing machines sales 
were far down in the list, well behind 
refrigerators, laundry equipment, ra- 
dios and even small appliances. At 
that time, however, Occhipinti became 
determined to capitalize on Redeker’s 
15 years of experience in sewing ma- 
chine and his 

ing know-how. 


sales own appliance 
Together, the two 


worked out a sure-fire program. 
Formula For Sales 


There are a lot of special considera- 
tions which must be kept in mind in 
selling sewing machines, chipinti 
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like most of his cu m 


The lady standing to the 


vo.untcered to 


Always Make Sales 


points out, but, basically, the formula 
consists of: 

1. Several choices of nationally- 
advertised lines which do not limit the 
store to a set price range or brand. 

2. A big parts inventory which 
guarantees ability to repair any ma- 
chine without customer-irritating de 
lay. 

3. Home demonstrations parties, 
with groups small enough so_ that 
every woman gets a chance to operate 
the machine herself and to actually 
produce results. 

4. Service by the same man who 
sold the machine, to keep the customer- 
store relationship personalized. 

5. Direct mail consisting of actual 
samples of a sewing machine's work, 
interesting enough to make the house- 
wife sit up and take noti 

All of these points are tightly linked 
together in the Electrical Center's 
smoothly operating sewing machine 
sales program. First, salesman Rede- 
ker gives a home demonstration party 
at least every other evening each week 
in the year, all of which are concen- 
trated on actual prospects rather than 
suspects. Home demonstrations are 
always scheduled in the homes of sew- 
ing machine owners of six months or 
so standing, well sold on the machine 
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Most of M. H. Redeker’s $25,000 volume in sewing machines for the Electrical Cen- 
ter, Cheyenne, can be traced directly to demonstration parties at users’ homes 


they’re using and enthusiastic enough 
to volunteer the use of their homes for 
the purpose. 

“When we first began on these home 
demonstrations, we had to solicit users 
for the privilege, and to offer refresh- 
ments as well,” Occhipinti says. “Now, 
however, all of our users actually 
volunteer to act as hostesses in their 
own homes . and what’s more, we 
haven’t bought a sandwich or jug of 
coffee in more than 18 months. Our 
users are so well sold on their sewing 
machines that they actually are anxious 
to get friends started off with identical 
machines. We always have a waiting 
list of users who bend over backwards 
to help us, 
and drinks.” 


supplying all of the food 


“Let ‘em Learn!” 


Redeker presides over every such 
demonstration, but lets each woman 
sell herself so far as is really practica- 
ble. An expert in every phase of 
sewing machine use, he demonstrates 
such impressive production as blind 
stitches, making buttonholes, embroi- 
dery work, monogramming, etc., (once 
for each of the six or less women on 
deck at the home demonstration party) 
and doesn't take his leave until each 
woman can do demonstrated 
task. Often the home demonstration 
parties run over two hours in dura- 
tion. 

Skillful salesman Redeker makes 
no high pressure effort to close im- 
mediate sales, but prefers merely to 
answer questions until he is invited 
to call on the housewife concerned. 

“The amount of fun which the party 
guest enjoys at her first demonstration 
has a lot to do with transforming her 
into a herself 


every 


hostess later on,” he 


ALL ASSEMBLY AND SERVICE is done by one man—Redeker himself. 


points out. “Thus, none of our demon- 
stration parties are built around 
selling, but more around education.” 

It isn’t an unusual feat for Redeker 
to sell all six of the women on hand 
for a demonstration and, in fact, this 
happened at least a dozen times during 
1950. He follows each up determined- 
ly, making repeat call after call, until 
eventually he gets results. He puts 
goodwill first, secure in the knowledge 
that friendly relations with the cus- 
tomer means more home demonstra- 
tions and more new prospects in the 
future. One vital point which he 
stresses as soon as a user calls in and 
offers to use her home for a demon- 
that she provide actual 
prospects, rather than curiosity seek- 
ers, reminding her of her own experi- 
ence. Results always are good. 

“We're particularly proud of the 
fact that we've never had to pay a 
user a reward for prospects,” Occhi- 
pinti declares. “We'd be willing to 
pay $10 or more to every housewife, 
but such offers have been refused— 
often indignantly. Our customers like 
Mr. Redeker fine and show it in their 
help.” 


stration is 


Club Demonstrations 


Redeker doesn’t limit his home 
demonstrations entirely to six-woman 
groups. He appears about four times 
a month before women’s clubs in small 
Wyoming towns near Cheyenne. A 
smooth line of patter and the ability 
to make the sewing machine do a lot 
of unusual tricks has made him much 
in demand, with the result that the 
Electrical Center invariably has half 
such affairs booked well in 

As to sales possibilities, a 


a dozen 
advance. 
typical example was a demonstration 


It takes 


time, most of his morning hours, but it pays off in user satisfaction and confidence 


in the firm. 
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at the Pine Bluff Woman’s Club, at 
Pine Bluff, Wyo., a hamlet of less than 
1200 population. Redeker put on a 
two-hour demonstration and in a few 
months had sold 51 machines in the 
Pine Bluff trading area. “It was a 
chain reaction,” he says. “I covered 
a lot of miles staging home demonstra- 
tions, but didn’t lose one woman in 
ten who went through the smaller 
group demonstrations.” 

Naturally, home demonstrations 
alone aren’t enough. The Electrical 
Center spends $50 per month in news- 
paper advertising on its four lines of 
sewing machines and with invitations 
to call in. More effective yet is the 
unique direct mail piece which Occhi- 
pinti developed last year, and which 
is mass produced by all store personnel 
during slack hours on four sewing 
machines out on the sales floor. 


Samples Arouse Interest 


This is a penny postcard to which 
are attached a dozen samples of work 
performed by the store’s sewing ma- 
chines, including binding, hemming, 
embroidery, button sewing. decorative 
specialty stitches, etc. A dozen bright 
colors, actual snap fasteners and but- 
tons on the postal card, all securely 
sewed on a panel of silk, get sharp 
and immediate attention from the re- 
cipient. Occhipinti and Redeker mail 
these out to all newlywed wives in 
Cheyenne and surrounding counties, 
with an invitation to come in and see 
how the work is done on the store’s 
machines. It takes 15 minutes or so 
to turn out each card, a fact which 
few women fail to appreciate, and the 
response is far and away better than 
folders, letters, or other types of 
direct mail. The message is scribbled 


out in longhand, which for some 
reason shows more returns than print- 
ed cards. Response is better than 35 
percent. 

Whether she is sold or not, every 
sewing machine prospect is shown the 
big parts inventory maintained in a 
separate basement sewing machine 
shop. Likewise, she is told that Rede 
ker himself will answer all service 
calls. The veteran Cheyenne sales- 
man personally sets up every machine 
for display and demonstration from the 
shipping crate, a fact brought out to 
all prospects, and this familiarity 
means a lot more confidence in his 
service work. 

“We'll admit that this means plenty 
of extra work,” Occhipinti says. “and 
close scheduling so that the previously 
sold customer’s machine can be fixed 
up without interfering with sales 
demonstrations. However, sooner or 
later the housewife begins thinking of 
sewing machines and Mr. Redeker as 
synonomous, a highly valuable situa- 
tion for us. He makes at least one 
out-and-out goodwill call on every 
customer within a week after the ma- 
chine is installed, and thereafter he 
responds whenever adjustments or 
minor repairs are needed. It all adds 
up to the type of goodwill which has 
built our home demonstration coopera- 
tion. We don’t have to ask for favors, 
the housewives thrust them on us!” 

The Electrical Center's volume went 
over $100,000 last year, most of the in- 
crease due to sewing machine sales, 
and has continued to climb during 1951. 
“We can’t add a thing,” Occhipinti 
sums up. “If the dealer follows the 
steps above, and is willing to pitch in 
with a lot of evening work, sewing ma- 
chine sales create themselves.” End 


DIRECT MAIL pieces are samples of sewing machine production. Each takes about 
15 minutes to make, requires the help of store owner Occhipinti (right). Interest 
creating samples were Occhipinti’s idea, get return of about 35 percent. 
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STOCK SHOW finds 1-H and Lock’s ¢ operating with three Texas dealers FLEXIBLE ADVERTISING program helps all dealers. A special staff pro- 


nd give away a refrigerator duces tailor-made ideas to fit the requirements of any community 
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EDUCATION includes all angles of selling, servicing and handling customers DEMONSTRATION INSTRUCTION is given to dealer salesmen by Miss Mae 


; sponsored by Lack’s in cooperation with International Harvester Houston and J. E. Cranston (left) of I-H prior to a store opening. 





tle 


SERVICE, Leo Gordon (right), service DISPLAYS. Helping dealers like H. F. Squyres (center) set up displays and EXHIBIT SPACE. Lack’s showroom 


manager, helps dealers in the field window exhibits is a service in which Lack’s specializes is used constantly by dealers like R. W 
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DIRECT SALES HELP. 


Richard A. Brown 


(left), of Lack’s accompanies 


dealer salesman Cecil Garner on a demonstration trip 


ADVICE AND SUGGESTIONS. G. E. Brannan (right), Houston, discusses prob- 


lem with John L. Moore (left), I-H, and Rube Farmer, general manager of Lack’s. 


Kelloy (left) to demonstrate appliances 
to their prospects 
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INSTALLATION problems get Lack’s help. J. G. McGlothin (left), dealer 
of Cuero, Texas, gets help on a home freezer installation. 


AWARDS AND INCENTIVE, Ear! Hemby (right), head of Kellett & Hemby, 


Houston dealers, accepts a check from Abe Lack for sales leadership. 


the Pace for Dealers 


Lack’s Wholesale Distributors, Houston, offers its own program as proof that 


retailers get the best help when manufacturer and wholesaler work together 


ERCHANDISE is not sold 
until it is in the hands of the 


consumer. . That is the 
basic idea on which Lack’s Wholesale 
Distributors, Inc., of Houston, Texas, 
conducts its business. And it assures 
the steady movement of electrical ap- 
pliances into the hands of the consumer 
by making certain that the 300 retail 
dealers in the 44 east Texas counties it 
serves get the best possible sales 
cooperation. 

The Lack formula for success is 
team work. The distributing organiza- 
tion has teamed up with International 
Harvester, whose products it sells, to 
create a marketing spearhead which 


1951 


both helps the retail dealer in immedi- 
ate sales, and also opens up new sales 
possibilities. 

“When the manufacturer and the 
distributor set the pace, the dealer’s 
sales are automatic,” declares Abe I. 
Lack, president of the company. “Be- 
lieving this firmly, we have geared our 
machinery of distribution and coordi- 
nated it with that of the manufacturer 
to help our retail dealers get merchan- 
dise into the hands of the consumer in 
the quickest and most satisfactory ways 
possible.” 

Doing a steady business today in 
excess of two and a half million dollars 
yearly, the big Lack organization is a 


far cry from the single retail store 
from which it grew. Mr. Lack, a Lat- 
vian by birth, came to this country in 
1913 at the age of 10. After a succes- 
sion of jobs which taught him how to 
sell he opened his own store in 1932 in 
downtown Houston. Today, he heads 
27 of his own retail stores and super- 
vises the operation of 50 affiliated 
stores. In the spring of 1949 he be- 
came an International Harvester dis- 
tributor. Because of his merchandis- 
ing know-how, with the accent on dis- 
tributor-manufacturer team work, the 
manufacturer immediately improved 
his refrigeration coverage in the Hous- 
ton district by 300 percent. End 


PAGE 69 





PACKAGING MATERIALS worth $39.25 at retail, but offered free with every 
are used by a Radio Center salesman as an inducement to buy and to illustrate his explanation 


of the economies of freezer owning 


FREEZER-KIT 
Helps Promotion Click 


The Radio Center, New Orleans, sells 
14 freezers in one day by offering a 
set of freezer packaging materials 


as a premium with every purchase 


attack 


nium 


advertising 


OUPLI 
with in itiractive pre 


selected to tie in with one 


chosen ippliance, then follow through 


with strong window and in-store dis 


play, and add the final touch of alert 
ing every salesman to the details of the 
promotion. Finally, count 14 closed 
the first 
pull of the 
tion for many days afterward 

That's happened on a Ben- 
Hur farm and home freezer promotion 
put on by the Radio Center, 2601 
South Claiborne Avenue, New Orleans, 
La 

Although the 


sales at the end of 


day and 


benefit from the 


promo- 


what 


promotion was a na 


one put on with cooperating 


dealers by the manufacturer, adding 
its Own promotional touches brought 
extra benefits to the 
itself as “The 
Appliances.” 


adver- 
Home 


store that 


tises Home of 

“The deal,” explains partner Loris 
Levy, “was a giveaway premium fur 
nished by the manufacturer One 
reason we tied in with this was that, 


in our that of my 


Marcuse- 


opinion—mine and 


partner George -the pre 
natural be 


wasn't one of these farfetched 


mium was something olf a 
cause tt 
giveaways, but something which could 
be used with the appliance featured. 

“Here is what we gave away—a com- 
plete kit designed to assist the freezer 
customer in actually getting started on 
home freezing for family savings: 

1 Ben-Hur ice cube maker and rack. 

1 eight-ounce West Bend 
and colander 


food 
blancher 
dozen Freez 


l6-ounce Crown 


Tainers 
1 doven 25 ounce Freez-Tainers. 
1 roll—100 feet—of Marathon-Tite 
laminated locker wrapping paper. 
15 pint size Marathon Freeztex pack- 
ages 
12 quart size Freeztex packages. 
36 ©=Polyethylene 


s17es, 


bags in assorted 

1 roll of Permacel tape. 

1 automatic marking pencil, com 
plete with refills. 

1 Ben-Hur plastic defroster paddle 


freezer sold 


freezer is worked out 


on the budget blank 


FINAL SALES STEP in the Radic 
trate the 


_ valuable in ma 


features of the freezer 


king sales because 


These were all packaged together in 
a single premium container, with an 
outside label listing the contents.” 

30th Levy 
importance of 


and Marcuse stress the 
the fact that the pre 
mium was one immediately useful with 
the product as a factor in getting the 
sale. “Nevertheless,” notes Loris Levy, 
“it was the idea of a 
ting something extra without charge— 
that intrigued customers far more than 
the intrinsic usefulness of the items 
contained in the premium package.” 
The promotion was kicked off with 
a tremendous advertising blast. Radio 
Center took two facing pages to sell 
(1) the immediacy of the need to pur- 
chase while the useful kit (valued at 
retail at $39.25) was offered and (2) 
the advantages in family budget econ- 
omy of owning a freezer. 


giveaway—get- 


When prospects streamed into the 
store next morning, they found sales- 
men ready with all of the promotion 
facts at their fingertips, and special 
demonstrator kits on hand for show- 
ing. Levy and Marcuse hold continu- 
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Center salesman’s attack 


JUST HOW the housewife can save money with a Ben-Hur 
for her particular budget and family 


is to demon- 


itself. Store calls the freezer kit 


it can be used with the appliance.” 


of their salesmen. At a 
meeting before the freezer promotion 


ing meetings 
got underway, the facts of the promo- 
tion were outlined sales force 
and manufacturers’ literature was dis- 
tributed for special study. Salesmen 
were urged to familiarize themselves 
with ways the housewife would use 
each “get started” item in the give- 
away package. 

Store display wasn’t neglected. “We 
put up streamers and banners in the 
store,” reports George Marcuse, “and 
allotted special window space facing 
the heavy South Claiborne Avenue 
traffic to the freezer promotion.” 

Finally, Marcuse points out that 
“the in-store display, the advertising 
barrage, and the advance informing of 
salesmen were all factors which helped 
this promotion to click for us, not only 
in the number of freezers we sold— 
which was well worthwhile—but also 
in pulling traffic onto our sales floor. 
However, the payoff factor was the 
giveaway premium, something which 
could be immediately used. End 


to the 
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Focus attention on your store with the Lewyt “Authorized 
Dealer” Sign! It makes your store headquarters for the s s 
world’s most-modern ... most-wanted vacuum cleaner! Kit includes: 
Cash-in now—while the greatest advertising blast ever 
put behind any cleaner is pre-selling all America the famous 
“No dust bag to empty” Lewyt. . s “ 
Spotlight your store with the complete Dealer Identification ] Electric Window Sign 
Kit. Use the colorful window streamer... the timely Top-O- — no 
Lewyt displays to stop street and store traffic and get more : pest tells everyone you are an Authorized Lewyt 
Lewyt volume than ever before. Sh. Dealer. Only 6 inches high — 15 inches wide. 
Ask your distributor about this sensational, low-priced Doubles as a Night-Light. Comes complete 
4-piece Lewyt Dealer Identification Kit and tell the town you jap < § with lamp, cord, and hanging chain. 
DO IT with LEWYT! , 











- Ko _ eta aN 1 & Big Window Streamer 


every Lewyt in your store a 4-colors! Hard-selling! Stops 


silent salesman. Take up no more 
room than the cleaner. Beautiful 
colors on durable cardboard stock. 


street traffic! Pulls prospects in for 
demonstrations. 


* ORDER FROM YOUR 
LEWYT DISTRIBUTOR NOW! 


LEWYT CORPORATION, VACUUM CLEANER DIVISION, DEPT. M-11, 6C BROADWAY, BROOKLYN 11, N.Y. 
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Some 164 Pittsburgh appliance dealers 


take a trimming each month from the 


Duquesne Light Co. a 


nd are happy about 


it. The utility offers a free window deco- 


rating service which t 


national advertising 


ies in products with 


This Utility Trims It 


Iront win 


res 


RYING to mak l 
dow of applian st SeTVe 


more than just the purpose of 


! the 


illowing light to enter the 


store 
Duquesne Light Company, Pittsburgh, 
fers a window 


» Reddy 


dealers 


trimming fre¢ 


Kilowatt 


SCTV ICE 


electrical appliance 


Realizing that many people fail to 


take advantage of the national adver 


tising of name brands and that prac 
' 


Il was put on it 
Du 
it could help 


of 835 (in 


t 1] } t 
ICally no emphasis i i 


point of sal bv dealers 


ind organizing 
ram, it agreed 
s would co-operate 


the 


i different 


window each 


nonth 


ipphi 
eact 
electric 
dit 


range 


promoted three 
ind 


electric 


Each of the 


heaters, 


irea.) seven items: ranges, 
combination re 
frigerators, home freezers, electric bed 
makers 
ire considered good promotional items. 

In June, 1950, the first 
were set up by the utility. After three 
109 


dryers, water 


covers, and automatic coffee 


windows 


months dealers were signed up, 
164 windows are deco- 
The 
the Pittsburgh Display Advertising Co. 


for The 


and now about 


rated each month utility pays 


$6.00 each window. dealers 


pay nothing 

In addition to the advertising that is 
through the newspapers— 
Pittsburgh dailies, four com- 


37 community week- 


centered 
three 
munity dailies and 
lies—with a circulation of 600,000—ex- 
tensive radio spots on six stations, 12 
breaks, 65 outdoor 
(changed monthly) 
463.000 electric 


Kilowatt 


television poste! 
combined 
bills, 


mes 


panels 
s,s on 


Reddy 


sales 


Che company’s total expenditure for 
idvertising is from $350,000 to $400,- 


O00 a vear 


BREAKERS of the display bottleneck and originators of the window 


trimming plan were A. W. Kakilty 
R. W. Heller 


levelopment director 


residential sales manager 


director of promotional service 
and A. G. Irwin, marketing 


WATER HEATERS, one of seven appliances eligible for display in utility trimmed 


windows, are featured in July and October 


Kilowatt’’ merchants 


Dealers need only to be ‘Reddy 


agree to the program and furnish the appliance for display 


Dealers’ WINDOWS 


ACTUAL TRIMMING once each month is done by professional display advertising 


firm which receives $6 per window from the Duquesne Light Co 
advance warnings prior to appearance of 


given several 


“Knowing that many people saw na 
tional ads each month in newspapers 
and magazines, we thought that many 
dealers failed to capitalize on it at the 
point of sale,” R. W. Heller, manager, 
residential sales department, states. 

he windows that people pass every 
day ideal for bringing that 
them. The actually 


sees the appliance which is brought to 


are mes 


sage to customer 
his attention by the barrage of adver 


tising—he needs only take a few 
steps and be in the store.’ 

All the 
ice is to be a member of 
Kilowatt program Ten 


his window is trimmed, a notice 


dealer has to do for the 
the 


sery 
Reddy 
days before 
is sent 
stating the appliance that is to be fea 
tured that Phre« 


is sent 


month days before 


1 remind card 


\ phone call 
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Dealers are 
decorating crews 


s made on the 


On the 
have the old display removed, the win- 


morning of ¢ rim 


ming day he must not only 


but also have 
model of that appliance all 
crated 


dow washed and ready 


one un 


and ready to set up in the win 
dow. 
Che display cards, paper su 


furnished by 


imcrs, 
etc., are distributors and 
the manufacturers and the Duquesn 
Light Co 


a month 


Total cost runs about $900 


In addition to having the featured 


appliance on hand, the dealer also 


must have all the seven in stock and on 
the display floor all during the year. 
The 
which needs to be shown only during 
the four hot 


(Cont 


only exception is the food freezer, 


months 
Qq 


weather 


inmued on page 


MERCHANDISING 





Their 


TV Antennas 
~ Never Blow Down | 


The last big storm in windy Fond du Lac, 
Wis., wrecked 107 TV towers, but didn’t 
injure any of the 250 erected by Dallman 


& Cooper, a firm that makes every job im- 


prove its reputation and increase its profits 


By TOM F. BLACKBURN 


RS. Rumblebumble was in bed 
one wild, night with 
1 the wind screaming around 
heard a crack like 
shot. A few minutes later 
were hammering on_ her 


“Your 


winter 


her house when she 
a pistol 
neighbors 


front door and shouting, house 


is on fire!” 


block, 


fire wagons rumbled up and big, bold 


The lights went out in the 


firemen saw her in her chemise du nuit 
cracked 
gation in the 


as they down the conflagra 
After it was all 


started leaking in 


attic 
over, the rain 
through the roof 

Her 


down 


The cause of it all 
had 
power line 
Things like 


city 


television 


aerial blown and fallen 
across a 
this are causing the 


like Milwaukee, 
South Bend and other places to weigh 


fathers in towns 


the idea of ordinances 
and consider licensing television serv- 
ice men to rout out the incompetents 
who put up such lousy jobs. 


restrictive City 


For a television tower need not blow 
down, any more than you need to lose 
your upper plate at the 
Michigan and Madison. 

In windy Fond du Lac, Wis. (pop. 
32,000) , where the speed of ice boats is 
famous, the winds off Lake 
Winnebago during the last two storms 


corner of 


wet icy 


took down 107 television towers in that 
city, 

On the morning's aftermath a weary 
insurance man called up Clarence C. 
Frey, head of Dallman & 


service 
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Cooper, and asked wearily, “How many 
damaged towers have you to report?” 

“None,” replied Frey. 

“Then,” said the poetical insurance 
man, “your name like Abou Ben Ad- 
hem leads all our lists. You have put up 
approximately 250 since you 
came to Fond du Lac, and not one has 
tumbled over. That is something of an 
achievement. We would like to have 
you replace 15 towers which were in- 
sured by us and which have gone with 
the wind.” 


towers 


All Depends on the Tower 


In the growing importance of the 
fringe market, all hope of reception 
hinges on the tower which will pierce 
the upper reaches of the air and pick 
up the television signals. There has 
been the usual epidemic of tall tele- 
phone poles, pipes hoisted to the 
hydraulic pump-ups and _ the 
like. But the type of tower that seems 
to be doing the 
around 40 


ozone, 


business goes up 
feet off the ground, is 
mounted on a roof top like a miniature 
windmill and permits the operator to 
sit astraddle the roof and push up the 
tower rather than do any shagging up 
a woblgy contraption. 

And the whole thing boils down to 
this adage: A tower is no better than 
the raan who installs it. 

Builders have found out that nobody 
ever crawls up on top of a roof to 
inspect it. Here is a place where they 
can get away with murder. In the tele- 


1951 


RIGIDITY of 90-foot tower atop Dallman & Cooper building in Fond du Lac, Wis., 
is a testimonial to the excellence of all the firm's tower installations 


vision field there has been too great a 
tendency on the part of service men 
to scotch-hobble the customer on towel! 
installation work. The dumb com- 
panies haven't sense enough to know 
that the tower is plain to everybody's 
eye, and when it collapses it gives the 
firm a black eye, arouses the ire of the 
power company, the city fathers and 
the fire department, and sooner ot 
later, if persisted in, will result in legis 
lation that will put Mr. 
outside on the sidewalk. 

Frey is a good man for television 
firms to copy. His record is something 
like this: 

I'V towers erected—250 


Serviceman 


Towers blown down—0 
If his success can be summed up in 
one detail, you can say it is due to good 
guy wires. 


Guy Wires Are the Guts 


The guy wire is the heart of the tele 
vision installation. The tower 
itself weighs only from 80 to 100 Ibs. 
and can be carried up to the roof by 


tower 


one man. If set up there alone it might 
blow over in any wind over 25 miles 
an hour. With proper guy wires, it will 
stand 80 to 100 mile an hour winds 
provided the guy wires are properly in- 
stalled. Few break. They pull out or 
the cast iron turnbuckle snaps with 
the pop of a pistol, and in the high 
wind the tower usually curls up like a 
pretzel under the torque developed by 
the wind. 


In Frey's there are three 


failures 


opinion 
causes of tower 
1. Guy 
2. Tower buckles, due to being mad 


of too light metal. 


wire fastening lets go 


2 


3. ‘Too narrow an angle to guy wires 


or too few guy wires. An 80-degre 


angle is best. 
Bouncy Roofs Make Poor Anchors 


installation 
Dallman & Cooper 


Two teams work for 
and when 


come on a job they test the roof 


they 
You 
would be surprised at how many rools 
will like a 
ball many 
the boards are 


bounce unde rubber 
that 


too rotten to sink a lag 


you 


and indicate in ways 


screw into. 

\ smart operator taps around with 
until he locates the 
underneath and will run a 12 
bolt all the through th: 
rafter, putting a nut and washer on the 
bolt inside the attic. ‘Those that merely 
sink a lag screw through into the 1x6 in. 
sheathing board are inviting disaster 
even though there is little strain on the 
platform of the tower itself. 

Good tower installations are plumbed 
very carefully, so that the tower stands 
erect. any one 
guy trouble, and 
even a layman can detect a yokel job 
if the tower leans. Once in position 
and bolted down, the tower acts as a 
platform for the service man to work 
from. The pipe holding the aerial is 

(Continued on next page) 


his hammer 
rafter 
inch 


2x6 


way 


loo much strain on 


wire is a cause for 





NEw G 
‘FT IDEAS Fo INCREASE 


} 

For § 

XMAS SHOPPERS! a PROFIT BUILDERS! 
Nove oon 1 


yRN MMED 


EXcE 


THEIR TV ANTENNAS 


pushed up into the air a section at a 
time and held up there by means of 
cotter pins. It can be easily rotated to 
get the right direction and then tight- 
ened in position. 

“We always use four guy wires of ¥% 
braided cable which will take a 500-Ib. 
pull,” says Mr. Frey. “Three wires are 
frequently used, but they are not 
enough to take care of torque that the 


(Continued) 


the roof will not leak. In many jobs 
they are called on to repair they find 
that ordinary clothes line hooks have 
been sunk into the rool—even into 
sheathing boards which pull loose 
easily. There tension on 
guy wires and they work loose if not 
wound well. 

After placing heavy eyes which will 
hold many times the pull that will 


is constant 


high wind generates. Most owners 
want the guy wires attached to the 
roof, not the ground. Therefore, we 
take great pains with them.” 
Dallnan & Cooper 
%-in. eye and are 


into a ralter, 


ever be put on them, Mr. Frey’s crews 
are careful to draw the guy wires tight 
and wind up the loose ends at least 
half a dozen times. Turnbuckles are 
these are partly cast 
a tendency to break 
in cold and are af 





avoided because 
iron, which has 
under a stress or 


always use a 
careful to sink it 


carefully caulking so that 


DALLMAN AND COOPER 


Here's a ‘'sleeper 
for ‘‘away-from-homers 
seller at Xmas —year-rounc 
irons in bright self-disy 
AC-DC. ORDER No. 1178. 


pertect gift item 
A fast 
1, coo! Six 





lay carton 


—_— List: $6.95 EA. 





A a. a. 
ELECTRIC ICE CREAM FREEZER 


r. Large washer per 
na ir mer. Creates 
new sales for you! 


* yeas 
we 


DELUXE JUICIT 


Ce 


LIST: $37.95 


ih 
\ 


Z Zs 
AY # 7 LOOSE GUY WIRES permit high winds to develop torque in tower, eventu- 
“As ally would give way. Wires also cut into shingles, might cause roof leaks 
WA t the whole family 

ns up a brand new marker for 

Makes ice cream 
veniently — electrically 


ORDER No. 2201. 
No. 2204. 


§ gitt tor 


qui kly, con 
AC ONLY, UL. 


LIST: $18.95 (1 QT.) 
$24.75 (4 QT.) 


NR 


sere 


& 


“Ww . 


ts at Xmas! Sunkist 
Extracts 30% more 


ice trom every 
j 


Pp ; 
ipproved ] 
vitamin-tilled 3 

range ite htes ain tenes ahead 


AC ONLY, UL. ORDER No. 2701. LIST: $21.50 
ot es 
Rue we Ome Z 


LOOSE WINDING, like that demonstrated by a Dallman & Cooper employee 
on a short length of wire, invites loosening of wire, disaster. 


rrr 


Zz 
Zz 
-A 
eA 
| 


An unusual and appreciated present! 
Pops corn automatically. A food 


qe & 8 a 
“KEY.20 PL 5 =| ALI iy 8 — chafing dish, too! Popping 
owl lifts off to uncover hor plate! 
sod ~ & * 5d a e AC-DC, UL. ORDER No. 2101 LIST: $6.95 

2 id 





For Every Gift Occasion 


4 Sends hot 
nee. otal * 


CHICAGO ELECTRIC MFG. CO., 6333 W. 65TH ST., CHICAGO 38, ILL 


* 


INSECURE ANCHORS, says D & C’s Clarence Frey, 
iron and break under stress or in cold weather, 


are made partly of cast 
so he never uses them 
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tected by ice. Some experts tie the 
guy wire into a square knot, but Frey 
believes this interferes with future 
handling of the wire. He is careful to 
use no aluminum for support at all, 
believes it lacks the strength required 
for the job. 

Dallman & Cooper television tower 
installations take two men from four 
to five hours and the workmanship is 
guaranteed by the firm. The house gets 


100 refrigerators and freezers (Gibson) 
were sold in the last 12 months, 
around 130 Admiral and Philco tele- 
vision sets, and 50 washers. Clarence 
C. Frey and Jack Dallman are in 
charge of television. Unique feature 
is the fact that virtually no appliances 
are sold on time. A large percentage of 
the store’s business is with farmers who 
pay cash. 


| WHAT EVERY SERVICEMAN SHOULD KNOW ABOUT ELECTRIC RANGE UNITS 


CHROMALOX 
“SUPREME “D=yntt-cn 1” 


There are some 800 television sets in 


around $135 for an installation of a 
40-ft. Baker with a P-238 Tricraft 
tenia. 

The firm was founded in 1893 and 
is a combination appliance and hard- 
ware store, headed by Ed Bemis. Some 


an- Milwaukee. The surface has only been 
scratched, but if it is to be scratched 
further the sets sold must deliver good 
programs—which calls for satisfactory 


aerials. End 


REPAIRS BAD INSTALLATIONS 


Sir 


TIGHT GUY WIRES and an eye bolt sunk deep into one of the roof rafters 
(not just into the sheathing) make for a stronger installation. 


TICHT WINDING as practiced on all Dallman & Cooper installations is 
insurance that wire won't work loose. Plenty of caulking prevents roof leaks. 


iy ee 


SECURE ANCHOR for a guy wire is this 12-inch eye bolt run right through 
the roof soffit and given extra strength with a two-by-four 
ELECTRICAL 
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Fond du Lac, which is 52 miles out of 


¢ 





WHMER HOT-SPOT saves up to 45% of the OUTER HEAT COIL for uniform, economical 
electricity used in small pans and percolators. cooking in large frying pans and utensils. 


* Alert Dealers Profit with Chromalox Units 


BECAUSE: You fill service calls in minimum time with maximum satisfaction 
with Chromalox Units for repl ts or pl range-top 
modernizations. Chromalox Adaptor Rings insure perfect fit in 
any range opening regardless of age, make or model. 





t Smart Homemakers Prefer Chromalox Units 
BECAUSE: Chromalox “2-Units-in-1" design give the Right Heat for every 
cooking need; the Right Area for every utensil! Too, Chromalox 
Units give economical cooking, cooler cooking, easiest deaning— 
last longer! 





(a >= Ds) 


FOR NEW OR OLD RANGES, PROFITS COME FASTER 


—CHIROMALOX 
Supreme Kange Unita 


EDWIN L. WIEGAND CO.,7525 THOMAS BLVD., PITTSBURGH 8, PA. 
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‘‘There is no better way to tell the B. F. Goodrich 


ADVERTISED IN 


story than an |§§44 promotion,” 


says Guy Gundaker, Jr., General Sales Manager, Replacement Tire Division 


or the second consecutive year, a LIFE promotion has 
* done a superior job for the B. F. Goodrich Company 
on a huge seale. Over 1,000 B. F. Goodrich dealers and 
stores took part in this promotion. 
B. F. Goodrich executive, Guy Gundaker, Jr., tells the 
story this way: 
“Once 1,000 B. F. 


dealers and stores have participated in a country 


again, approximately Goodrich 


wide ‘Advertised-in LIFE’ promotion. 


“And, once again, we in Akron are enthusiastic 
about this promotion because we feel there is no better 
way to tell the B. F. Goodrich story —namely, that B.F. 
Goodrich is the headquarters for nationally adver- 
tised merchandise. 

“Our LIFE promotions also create great enthusiasm 
among our retailers. And they are high in praise of 
the impact of these promotions in their own markets. 


“Tt is our plan to continue staging ‘Advertised-in- 
LIFE’ promotions because we know of no better way to 
tell so many people that nationally advertised products 


can be purchased at B. F. Goodrich.” 
There are two good reasons why LIFE can do the same 
sort of job for you: 
1. LIFE has the readership. Each week, 25,950,000 
Americans read LIFE. In the course of thirteen issues, 
this audience grows to a vast total of 62,600,000 dif- 
ferent people.* 
2. LIFE holds the attention of its readers from cover 
to cover. And this attention carries over onto LIFE’s 
advertising pages. 
If you want your customers to know that you carry the 
best of nationally advertised products—feature “Adver- 
tised-in-LIFE”’ products in your store. You'll be joining 
the leaders of American industry. 


*From a Study of the Accumulative Audience of LIFE by Alfred Politz Research, Inc. 
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GOODRICH District Managers say... 


In Detroit, Mich., T. C. Yarnall says: 


“LIFE has wonderful coverage in my dis 
trict. The LIFE tie-ins gave our stores a lift 


and strengthened the idea that we feature 


nationally advertised products.” 


In Seattle, Wash., O. K. Lynn says: “LIFE 
advertising plus the thorough tie-in job of 
merc handising whic h we practice definitely 
gets across the point that B. F. Goodrich 
carries the best in nationally known names.” 


In Minneapolis, Minn., G. D. Motherwell 
says: “The promotion package featuring 
LIFE-advertised products was used to good 
advantage by the stores in this district as 
an integral part of the selling process.” 


In Houston, Texas, P. E. Slack says: “The 
tremendous consumer audience reached by 
LIFE is, we believe, very favorably im 
pressed by LIFE promotions, which further 
identify the retailer's goods as Quality.” 


In San Francisco, Calif., W. R. Dakan 
says: “We needed a medium to tell people 
about our top products, and I think our 
LIFE promotion is the best way. It has 


brought results ...and much satisfaction.” 


In Washington, D. C., C. E. Sears says: 
“We have received concrete customer-re- 
action to our LIFE promotion, and we 
know that it will continue to produce ex- 
cellent results. We are more than pleased.” 


B. F. GOODRICH Store Managers say... 
a Uleromeaatse 


In Evanston, Ill., Lee Bell, manager of this 
store says: “LIFE came to our rescue during 
a very slow period. The results prove that 
LIFE tie-ins are smart merchandising.” 


In Washington, D. C., L. A. Costabile, 
manager of this store says: “The program 
was a huge success. More than one custom- 
er, incidentally, stated, ‘I saw this in LIFE.’” 


In Houston, Texas, W.S. Daniels, mana- 
ger of this B. F. Goodrich outlet says: “Our 
LIFE promotion has helped us now and 
will have a beneficial effect in the future.” 





FOR PRODUCTS SOON TO BE ADVERTISED IN LIFE, SEE NEXT PAGE 
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Tie-in very soon with these famous 


LIFE-advertised products in your store 


MAJOR APPLIANCES 


Nov. 5 Thor Spinner Washer—page, color 

Lewyt Vacuum Cleaner—¥4 page, color 
Eureka Vacuum Cleaner—'4 page 
Thor Spinner Washer—4 28-line ads 

Nov. 12 General Electric Vacuum Cleaner—pg.. ¢ 
Bendix Dryer—'4 page, color 

Nov. 19 Eureka Vacuum Cleaner—¥% page 

Nov. 26 Crosley Refrigerator—spread, color 


SMALLER APPLIANCES 
AND HOUSEWARES 


Nov. 5 General Electric Bulbs—page, color 
Schick Electric Shaver—page, color 
Sunbeam Mixmaster—page, color 
Westinghouse Bulbs—page, color 
Honeywell Automatic Controls—page 
Mary Proctor Ironing Set—'4 page, c 
Camfield Toaster—'4 page 
Cadie Polishing Cloth—28 lines 
Tack-A-Nail—14 lines 

Nov. 12 Remington Electric Shaver—page, color 
Sunbeam Coffeemaster—page, color 
Sunbeam Shavemaster—page, color 
Serviset by Sutherland—!4 page, color 
Brillo—Y%4 page 
Clorox—¥ page 
Valpor Room Deodorant—28 lines 

Nov. 19 Schick Electric Shaver—page, color 
Sunbeam Toaster—page, color 
Eversharp Electric Shaver—' page, ¢ 
Proctor Toaster—!4 page, color 
Sunbeam Ironmaster—!4 page, color 
Camfield Toaster & Coffeematic—'4 pg 
American Thermos Bottles—'4 page 
Osterette & Osterizer—' page 
Universal Stroke-Sav-r lron—'%4 page 

Nov. 26 Borg Scales—page, color 
Sunbeam Shavemaster—page, color 
Silex Coffeemaker & Warmer—}, pg., ¢ 
General Electric Toasters—'y page 
Electresteem Radiator—4 page 


HOME FURNISHINGS 


Nov. 5 Chatham Electric Blanket—page, color 
Simmons Hide-A-Bed—page, color 
Flexalum Plastic Venetian Blind Tape— 

V4 page 
Step-A-Lite Lamps—% page 
Welsh Juvenile Furniture—¥4 page 
Nov. 12 Simmons Beautyrest Mattress—page, c 
Koolfoam Pillow—page 
Nov. 19 Cannon Towels—spread, color 
Flexalum Piastic Venetian Blind Tape 
V4 page 
Nov. 26 Daystrom Kitchen & Dinette Furniture— 
page, color 


Lane Tables—page, color 











Wamsutta “White Sales’”—page, color 
Westinghouse Electric Blanket—page, c. 


RADIOS, TV, RECORDS 
AND INSTRUMENTS 


Nov. 5 Arvin Television—page, color 
General Electric Clock-Radio—page, c. 
Motorola Television—page, color 
Philco Television—page, color 
Raytheon Television—page, color 
Stromb:rg Carlson Television-Radio- 
Paonograph—page, color 
Sylvania Radio & Television Tubes— 
yp) page 
Nov. 12 RCA Victor Radio & Television—page 
Nov. 19 Admiral Television—spread 
Hammond Chord Organ—spread 
General Electric Television—page, color 
Motorola Television—page, color 
Philco Television—page, color 
RCA Victor Radio & Television—page 
Raytheon Television—Yy page 
Nov. 26 Magnavox Radio-T elevision-Phonograph 
—page, color 
Sylvania Clock-Radio—page, color 
Western Auto Radio & Television—pg 
General Electric Television Tubes—page 


GLASSWARE AND SILVERWARE 


Nov. 5 Community Silverplate—page, color 
plus 4% page 
Libbey Glassware—page, color 
Holmes & Edwards Silverplate—page 
Nov. 12 1847 Rogers Bros. Silverplate —page, c 


1881 (R) Rogers (R) Silverplate— page 


Nov. 19 Community Silverplate—page, color 
plus %4 page 
Holmes & Edwards Silverplate—page, 
plus 44 page 
King Edward Silverplate—l4 page 


JEWELRY, CLOCKS 
AND WATCHES 


Nov. 5 De Beers Diamonds—page, color 

General Electric Clock-Radio—page, c. 
Seth Thomas Watches—page 
Wadsworth Watches—page 
Cyma Watches—l4 page 
Girard Perregaux Watches—!4 page 
Keepsake Diamond Rings—}4 page 
Flex-Let Expanding Bracelets—'4 page 
Movado Watches—\4 page 

Nov. 12 Elgin Watches—page, color 


Swiss Federation of Watch Manufacturers 


—page, color 


Telechron Clocks—page, color 
Vacheron-Constantin-Le Coultre Watches 
—page 
Artcarved Diamond & Wedding Rings— 
V4 page, plus 4 page 

Westclox Clocks—'4 page 

Nov. 19 Telechron Clocks—spread, color 
Swank Jewelry—page, color 
Feature Rings—Yy page 
Girard Perregaux Watches—!4 page 
Keepsake Diamond Rings—'4 page 
Flex-Let Expanding Bracelet—'4 page 
Kiddigem Jewelry—4 page 
Krementz Jewelry—% page 

Nov. 26 Hamilton Watches—page, color 
Helbros Watches—page, color 
Sylvania Clock-Radio—page, color 
Telechron Timers—page, color 
Croton Watches—page 
Le Coultre Watches—page 
Forstner Watch Bands—¥4 page 
Westclox Clocks—'4 page 
Krementz Jewelry—l% page 


STATIONERY REQUISITES 
AND CAMERA SUPPLIES 
Nov. 5 Eastman Kodak—page, color 
Royal Typewriter—page 
B. B. Pens—\ page 
Flo Ball Pens—42 lines 
Nov. 12 Gibson Greeting Cards—page, color 
Texcel Cellophane Tape—'4 page 
Waterman Pens—\4 page 
Scripto Pens—42 lines 
Nov. 19 Scotch Cellophane Tape—page, color 
Texcel Cellophane Tape—'4 page 
Nov. 26 Eastman Kodak—page, color 
Gibson Greeting Cards—page, color 
IBM Electric Typewriter—page, color 
Sheaffer Pens—page, color 
Texcel Cellophane Tape—'4 page 


OTHER 
Nov. 5 Thayer Doll Carriages and other doll 
products—page, color 
Arranbee Dolls—¥4 page 
d-Con Rat & Mice Killer—4 page 
Ocean City Reels—'4 page 
Ideal Toys—28 lines 
Nov. 12 Doughboy Plastic Toys—'4 page 
Nov. 19 Chris-Craft Boats & Motors—spread, c. 
Lionel Trains—page, color 
Doll-E Toys—page 
Arranbee Dolls—4 page 
Doepke Model Toys—'4 page 
Nov. 26 Toy Manufacturers Association of U.S.A. 
—7 consecutive pages 
American Character Dolls—¥4 page 


First in circulation 
First in readership 


9 Rockefeller Plaza, New York 20, N. Y. First with appliance dealers 
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“DURE a Cateao 


WARNING STOPS PARKING CHISELERS: Merchants of Wichita, Kan., found that 


USE SALESMAN’S FAMILY: Salesman and son for one of Bill Mull’s three North 
the above sign stops nearly all the chiselers who leave their cars in shopping 


Carolina stores work together to show refrigerator prospects just how much storage 
districts which provide parking for customers, and then go out of the neighbor- 


space they get. Mull boasts his topflight salesmen include an All-American foot- 
hood. Local police cooperate with dealers 


and few cars have to be impounded ball player and a former big league baseball player, in addition to civic leaders 


AWAY with 7 
fed OB IN TH . 7 
WS a 


Youncs Town Disp 





ORIGINAL TV SET DRAWS TRAFFIC: Described as the original model television CONTRAST THE OLD AND THE NEW: Right in the middle of the floor of his 
set, developed in the General Electric laboratories in 1927, this receiver was spotless Denver appliance store, Herb Names set an old, battered garbage pail 
brought under armed guard from Schenectady, N. Y., to Associated Stores, Inc., filled with refuse. Rubber rats climbed the sides and peered into the interior 
Miami, to be used in a TV contest. Charles McCarthy, store manager, is at left The contrast with a new Youngstown disposer brought a record number of inquiries 
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AD NO. IN A NEW SERIES 


SFLO7~ (istributors 


Get Acquainted With Your Aor Distributor Executives! 


If you’re a Thor dealer . . . no one needs to tell you thing they’ve got in advertising . . . merchandising ... 
that Thor distributors are an uncommonly able group sales and service know-how! 
of sales executives. 








Pictured below are a few more of the Thor distributors 
You know from experience that they are no “Johnny who serve our dealers in 5 territorial divisions 
Come Latelys” to modern appliance merchandising. Look to your Thor distributor for the kind of help that 
They know the score. They know what it takes to get pays off at your cash register. Your Thor distributor 
sales results at the retail level. And they give you every- makes a business of helping you get more business! 


Western Division Midwestern Division Southern Division Central Division Eastern Division 


MR. RENE LARRIVA JACK WHITNEY MR. E. H. WILLIFORD MR. HERBERT F. EIDT MR. LOUIS SOLOMON 


Appliance Distributors Columbian Electrical Co. Carolina Sales Corporation Brennan Appl. Distributors, Inc. National Sales Company 
213 11th Avenue 2603 Grand Avenue 1420 Evans St 1965 Porter St. 365 North Street 


Phoenix, Arizona Kansas City 8, Missouri Greenville, North Carolina Detroit 16, Michigan Rochester, New York 


MR. LEON M. BORNSTEIN MR. R. P. FORD MR. L. L. DAVIS MR. RODNEY B. YOUNG MR. E. B. FREEMAN 

Lee Distributing Co. Modern Appl. Distributors, Inc. Moore-Handley Hardware Co. Home Products, Inc. Reliance Distributors Inc. 
P.O. Box 1389 15-21 E. Grand 492 Craighead St. 707-711 Sycamore St. 343 W. Jefferson St. 

San Diego, California Oklahoma City, Okichoma Nashville, Tennessee Cincinnati 2, Ohio Syracuse 2, New York 


ree. U.S. PAT. OFF. 
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are the best in America! 


Profit With the Help of Your 202” Distributor’s Salesman! 


What's the latest idea in selling washers? Ask current conditions and trends. He’s got the facts 
the man who knows—your Thor distributor’s sales- that you can turn into sales! 

man. He takes pride in keeping in close touch with Just for the fun of it—test your Thor salesman 
with the following short quiz. Score 25 points for 
each correct answer. If he doesn’t score 100, we'll 
buy you a new Stetson Hat. Please use the coupon 
below. 


Try this quiz! 
WIN A NEW STETSON HAT! 


= 





QUESTION 
What is a good Thor Sales Builder for November? . 
How can I merchandise Thor advertising? 
What is the world’s fastest washer? . . . . . 


How can I use direct mail as a low-cost promotion? 


“ASK IF YOU WANT TO RECEIVE!” 











M. R. WILSON, General Sales Manager 


The above “quiz” further underlines the fact that your 
Thor salesman will spare no effort to help you steer 
more traffic to your store—and to sell that traffic before 
it leaves your doors! Your Thor salesman will appre- 
ciate your testing his knowledge of the latest Thor 
selling tools. Do him and yourself a favor by making 
this test next time he calls. 


M. R. (BoB) WILSON 
General Sales Manager 


Thor Corporation, Chicago 50, Illinois 


SEND ME A HAT! See QUIZ attached! 
I stumped him! 


My Name 

Firm Name 

Street 

City Zone State 


My Thor distributor salesman’s name is 


Yhor CORPORATION, Chicago 50, Illinois 
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PACKAGE 


NEW COUNTER 
DISPLAY CARTON 


EXTRA CHRISTMAS PROFITS 
WITH THESE POPULAR 
AND USEFUL GIFTS 


Famous Lux Minute Minders grow more popular each year! More 
people now than ever want them to time appointments, phone 
calls, home permanents, sun lamp treatments, scores of other 
chores in home, office or workshop. No winding required —simply 
set for period from 1 to 60 minutes — it rings when time is up. 
Fully guaranteed. Stock these two favorite models— feature them 
for Christmas Giving! 


NEW PORTABLE MINUTE MINDER: “Set it —take it with 
you — it ‘dings’ when time is up”. Fits easily in apron or coat 
pocket. Attractive new gift box, colorful “How-to-use-it” folder, 
hard-selling counter display carton. 


No. 2428 Single “ding”, suggested retail price $3.95 


“LONG RING” ALARM TYPE MINUTE MINDER: for home 


or office. Lustrous plastic case in mahogany, ivory or white finish. 
No. 1928 “Long-ring”, suggested retail price $4.95 


|LED.S 
=e LUX CLOCK MANUFACTURING CO., INC. 


WATERBURY 20 CONNECTICUT 


Makers of alarm and novelty clocks and the world-famous Minute-Minder 
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PRIZE FISH displayed in a freezer of the Triangle Sports Shop, Chippewa Falls, 
Wis., get more business both for the store and Richard’s Electric, which loaned 
the freezer at the suggestion of the sport-store’s owner 


Catching Fisherman 


With Freezers 


Richards’ Electric helps a Chippewa Falls, Wis., 
sport-store show prize-winning fish and catches 
a few sales and good will for its own business 


NYTHING connected with fish o1 

fishing in the northern Wiscon- 

sin resort city of Chippewa Falls is 

guaranteed to draw more than passing 
interest. 

Al Richard, Richard's 
Electric Sales and Service Co., and 
himself an angler of some note in the 
dairyland country, discovered this 
summer how he could capitalize on the 


owner of 


general attraction for things finny. At 
the same time, he was able to, in effect, 
present to the non-fishing public dis- 
play windows at both ends of the city’s 
business district. 


Sport Store Owner's Idea 


The idea was simple, and had its 
inception at a sportsmen’s club meet- 
ing, where Richard Blocynski, proprie- 
tor of the Triangle Sports Shop, ex- 
pressed his wish that he could have 
some means of exhibiting prize catches 
by the area’s anglers. His main com- 
petitor had had a monopoly on the dis- 
play business by virtue of possessing 
an ordinary ice cream cabinet. 

A few days later, just as muskie 
season was getting under way, Rich- 
ard’s deliverymen installed a new Hot- 
point eight-foot freezer in Blocynski’s 
Complete with a 40-inch 
mirror mounted on the inside of the 


window. 


top lid, the freezer afforded passersby 
a clear view of the interior. 

Big Fish Pour In 
\fter a shove-off contest that 
awarded a tackle box to the angler 
bringing in the first fish too long to fit 
in the bottom of the freezer, the big 
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fish began pouring in and Blocynski 
was reporting at least 100 percent more 
interest in his window displays. 

\s an indication of the interest 
aroused by the Hotpoint freezer 
window, the Triangle Sports Shop re 
ceived and displayed half of the 24 
prizewinning fish in the District Fair’s 
big state-wide fish contest—which was, 
incidentally, run by his big competitor 


Two-Way Value 


And what did the display do for the 
Richard Electric Co.? Well, the 
$90,000-a-year concern—whose owner 
prides himself upon being an exclus 
ively-Hotpoint dealer—did quadruple 
its freezer business in the months fol 
lowing installation of the display, but 
Richard figures that the stunt’s biggest 
value was in good-will advertising. 

“IT see you’ve got a freezer full of 
fish up the street,” was a remark con- 
stantly made by the store’s customers 

On one occasion, a farmer stomped 
into the sports shop and declared he 
wanted to take the freezer home with 
him that afternoon. After Blocynski 
had quickly relayed this information to 
Richard’s Electric, the customer found 
himself doing that very thing. At 
least two other sales came about in 
much the same way. 

Only trouble with the whole deal 
though, according to Richard, is that 
he himself wasn’t even able to break 
into his own freezer with any prize 
winning fiish. Like all fishermen, he’s 
got an excuse, of course: business was 
so good he couldn’t find the time t 
go fishing. End 
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Outsell Competition 


ON ANY DIRECT COMPARISON 
WITH EASILY DEMONSTRATED 


DUCHESS FEATURES 


n 
nee, pease retu' 
¢ quae on card 


sereesstrati 


TRIPLE FLEX SPIRAL AGITA- STRAIGHT SIDE, WIDE BOT- SILENT BALL BEARING TRANS- DOUBLE WALL HOLD-HEAT 
TOR — Scientifically spiraled TOM TUB — This big, spa- MISSION — Rugged power- JACKET — Keeps water hot 
fins all the way up the cious tub provides greater ful, quiet. Worm hardened longer. Hi-Bake gleaming 
center post wash ALL the load capacity and a free- and ground to 1/10 of white enamel finish. Hard, 
clothes ALL the time. Faster rolling space for thorough, 1/1000 inch. Worm gear is durable, beautiful. Wipes 
— easier on clothes gentle washing action. throat cut—costly but better. clean with a damp cloth. 


it’s Compare Duchess in any price class and you'll sell Duchess 
Without double talk or sleight-of-hand the Duchess outperforms and outvalues its competition 


¥ A 4 Y in any price bracket. None can wash faster — better — with less wear on clothes than the 
Duchess. None are built of finer materials — with greater precision. None can show lower service 


costs. .. . Demonstrate Duchess performance and Duchess exclusive features for more 


sales — easier sales — profitable sales at Duchess liberal discounts. 


APPLIANCE MANUFACTURING CO. «© ALLIANCE, OHIO 





Feature the Duchess Air a NONE BIGGER 


Dryer in your Christmas 


Promotions. Push this Oe 

new Duchess money ‘ NONE BETTER 
maker as the ideal gift |; 

for hobby shops and rec- } | AT ANY PRICE 


reation rooms. Retails for 
ae? 
¥ WAS « be ® S 
at 


only $129.95 
THE DUCHESS AIR DRYER 
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IT’S ALWAYS EASIER TO SELL THE BEST! 


Dollar for Dollar, the 1952 Shelvador 
Is the Finest Value You Can Sell! 


Many successful appliance dealers who have seen 
the new Crosley line of refrigerators agree there 
are plenty of reasons why new 1952 Shelvadors are 
going to sell better—satisfy more! The complete 
line of 1952 models offers you—and your custom- 
ers—a wide choice of sizes, features and prices. 


Crosley’s refrigerating unit offers dependable, 


plus functional design beats anything ever seen! 

For more sales, sell the new 1952 Shelvador— 

the most complimented—the most copied ree a 

erator in the appliance field! BF 90s 
Crosley Division, AVCO Manufacturing Cor- * aft . 

poration, 1329 Arlington St., Cincinnati 25, Ohio. 


THE PACE-SETTING IDEAS ARE COMING FROM CROSLEY! 
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DO YOU SELL ONE OF 
THESE FAMOUS MAKE 


ALLEN'S 

BARNES 
BENNER-NAWMAN 
BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Canoda) 
CREST (Canado) 
CREST-AIRE (Conoda) 
CUSTOM AIRE 
DOMESTIC 

DRACO FIREBALL 
OUO-THERM 
ENTERPRISE 
ENTERPRISE (Canada) 
ESTATE HEATROLA 
EVANS 

EVEN-TEMP 
FAWCETT TORRID- 


OIL (Canada) 
FESS (Canada) 
FINDLAY (Canada) 
FLOOR-O-LATOR 
FLORENCE 
GILLEN 
H. C. LITTLE 
HERCO HEAT FLO 


ynada) 
INTERNATIONAL 
JUNGERS 
KEMAC (Canada) 
KLEER-KLEEN 
taco 
LONERGAN 
MAGIC CHEF 
MARCHAND (Canada) 
MONARCH 
MONARCH (Canada) 
MONOGRAM 
NESCO 
NORGE HEAT 
ORAN 
PERFECTION 
PREWAY 
QUAKER 
QUAKER (Canoda) 
SAFEWAY 
SCOTSMAN 
SIEGLER 
SILENT FLAME 
SUPERFLAME 
THERMO-PRODUCTS 
TORRIDAIRE 
VIKIMATIC 


WASHINGTON 
FRUGAL 


E HEATERS ? 


oa 


if you do... | 


NOW YOU CAN EARN 


EASY ADDITIONAL 
PROFITS BY SELLING 
A-P AUTOMATIC 
HEAT CONTROLS 


Yes, if you sell one of the famous-make space 
or trailer heaters listed here you caa offer 
every customer the luxury of true automatic, 
thermostatically controlled heat! This means 
easier selling, because you can offer comfort 
and convenience equal to the most expensive 
kind of heating, with no wasted heat — and 
substantial fuel savings! 


What's more, this easy-to-sell comfort means 
AppirionaL Prorits for you. Write now for 
Bulletin T-2 on A-P Comfort Controls. 








EASY TO INSTALL ; 


There’s an A-P Electric or Mechanical 


Comfort Control actually engineered 


to fit these heaters. Just mount conver- 
sion top on present manual control; 
connect to thermostat and plug in 
transformer. Mechanical thermostat 


even eliminates wiring! 





DEPENDABLE Controls 


A-P Comfort Controls are designed and built to exact space- 
heater specifications by A-P Controls Corporation — for 19 years 
America’s foremost manufacturer of controls and valves for oil 
and gas-fired furnaces and space heaters. Makers of famous A-P 
valves, controls and accessories for refrigeration equipment. 


A-P CONTROLS CORPORATION 


Kitchen Prospects for 50 Cents 





enter. They fill in their names and ad 
dresses and check their interest on dish 
washers, disposals, sinks, or complete 
kitchens. Iwo outside salesmen 
kitchen specialists, follow these leads 


for closing the sale 


Most Sales to Old Homes 

In less than two years of handling 
the Youngstown Kitchen, Darwin’s sold 
only two kitchens in new homes. All 
of the sales are to remodeled homes 
The real secret of selling the kitchen is 
putting in the window, declares Stu 
gill. “It must be in the right place 
Many of the homes that we get for 
installation have old-fahioned windows 
that come about 18 inches from the 
floor. We seal this up right away and 
cut a new window to follow the layout 
plan that we illustrated in the movie 
and with the building blocks on the 
follow-up in the home. 

“Of course, there are other important 
factors in the decorating. Aside from 
the window, which still has great im- 
portance, the tile, linoleum and other 
finishing touches have great bearing on 
the beauty when the job is finished. 
People seem to take that into consider 
ation as well as the convenience of the 
cabinets, dishwasher, and disposal. 
Putting in windows gives me an extra 
profit as well as makes my finished 
product look much better.” 


Movie Alone Won't Work 


Using movies won't do the job alone, 
Sturgill has discovered. When he first 
started the project in May, 1950, he 
could attract few people. He decided 
to pay 25 cents a head for those who 
attended. When that didn’t bring 
many crowds to the store, he raised it 
to 50° cents Then the stampede 
Now, groups clamor to be 
shown the “Youngstown Kitchen 
Story.” At the present time, there is 


t long waiting list. This gives Sturgill 


started. 


CONTINUED FROM PAGE 57 





an additional advantage. He can select 
the groups that will produce the best 
prospects. 

Groups usually range from 20 to 
200 persons. The smaller ones seem 
to be better. In order to keep them 
small, Darwin's has run as many as 
three groups through in one evening 
However, too many showings will 
flood his two kitchen specialists with 
prospects and prevent them from fol 
lowing up soon enough 


Ten Groups a Month 


\t the present time he is showing the 
movie to about ten groups a month 
“It is easy to explain the story to a 
group,” Sturgill points out, “but to 
really sell kitchens you have to be in 
the home There are a few sales made 
right after the These are to 
people who have seen one of the four 
movies before.” Naturally, Darwin's 
would run out of groups in Ashland 
(pop. 35,000), so he invites groups 
a second and often a third time. With 
four different 20-minute movies he can 
provide interesting and varied pro 
grams for the club members. 

The best method for handling « 
group is to keep it small and not talk 
too long. After a few introductory 
statements or a joke, Darwin's show the 
movie, then give a short pitch after 
wards. No showing lasts more than 45 
minutes. If you take longer, Sturgill 
believes the interest declines. Those 
who want to know more ask questions 

hen the others are leaving 


show. 


Corrections Needed 
\fter a year of experience and er- 
rors, Sturgill has evolved some rules 
for a good presentation. They are: 


1. Don’t try to sell other products 
during the same show. 

Don’t talk too long before and/or 
after the movie 


> 


Continued on page 90) 








(formerly Automatic Products Company) 
2400 N. 32nd St. e Milwaukee 45, Wis. 
In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 


“WHAT'S SO FUNNY?’ 
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More Demonstrations Mean More Sales! 


SOLD ON SIGHT! 


Millions of eye-compelling TV demonstrations 
on both Alliance Tenna-Rotor and 
Tenna-Scope, the Alliance Booster, pay off! 


Advertising that penetrates to the fringe in 
every TV area—Television plus Newspapers 
—assures your success with ALLIANCE! 


ALLIANCE MANUFACTURING COMPANY 
Alliance, Ohio 


familia ae 
TENNA>+ ROTOR 


FROM COAST-TO-COAST 


Tenna-Rotor is a TV 


* 
a alliance rs 
TENNA + SCOPE 
Tenna-Scope 
is a Television Booster 


SOLD THE MOST 


because they're 


SEEN THE MOST 


30 MILLION VIEWERS IN 10 MILLION HOMES AROUND 70 
TV STATIONS SEE ALLIANCE TV DEMONSTRATIONS! 
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North Shore Washer Service, 223 S. Genesee St., Waukegan, Ill 


He sells mechanical savvy 


to housewives! 


Nick Petropoulos started with one 


washer, one refrigerator and 


$10,000 in debt. Now, as a result of his 


unique selling ideas, his store does more 
than $75,000 a year—within sight 


of Il other appliance outlets! 


NICK PETROPOULOS believes housewives 
like to know what makes their appliances work. 
And he can prove it. 

This is but one of the ideas which last year 
helped him gross more than $75,000 in his three- 
man shop, the North Shore Washer Service, at 
223 S. Genesee, Waukegan, Hlinois. 

Located in the same block with six competi- 
tors, and within three blocks of five more, Nick 
in September, 1951, was exceeding his 1950 
volume by better than 10°. 

How does he do it) “I don't go by the rule 
book,” he says. “I just use common sense. No 
iwo customers are alike, so you can’t work up 
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a system that applies to everyone. 

“Say a woman walks into the store. She’s 
looking for a washing machine. That’s our spe- 
cialty here. She is interested in cleaner clothes 
and easier wash days. But according to the 
rules, she doesn’t care about what goes on inside 
the machine. 

“T lead her around the store and show her 
our stock of Easy, ABC and Whirlpool washers. 
So far, she doesn’t know any more than when 
she came in. I’ve given her no reason to buy 
from me. 

“When I spend $300, I want to know what 
I'm getting. My customers are working people 


(Advertisement) 


NOVEMBER, 


NICK PETROPOULOS 


like me. I figure they feel the same way about 
spending money. So | show the lady my cut- 
away models. I tell her, step by step, the reason 
my machine is a better buy for her. And I don't 
talk down to her just because she’s a woman. 


He does their laundry 


“Maybe she wants to think it over. | keep her 
on the hook with an offer to do her next wash- 
ing for her at no obligation. I tell her it’s impor- 
tant to me that she get the right machine be- 
cause it saves call-backs for me, and it builds 
good will, too. 

“The free laundry offer is hard to pass up. So 
I either put the machine in her house on ap- 
proval or have her bring her laundry to the store. 
At this point, very few prospects turn back.” 

Nick calls sincerity the priceless ingredient 
of selling. “It’s contagious,” he says. ‘People 
feel like buying when they see that I am hon- 
estly enthusiastic about my merchandise. To 
make sure that I can be sincere, I thoroughly 
investigate every line before I sell it. I go to 
the factory and learn how the machine 
really works.” 

When he investigates a new appliance, Nick 
analyzes it for ease of servicing. He refuses to 
sell anything which he cannot service in his shop. 

An accomplished service man himself, Nick 
keeps his two assistants up to the minute on 
new appliance construction by sending them 
to schools sponsored by his suppliers. One of 
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his employes is his younger brother Gus, who 
is also becoming a crack salesman. 

“By doing our own service work,”’ Nick says, 
‘we keep in personal touch with our customers. 
The dealer who farms out his work has to take 
a chance on how his customer is treated.” 


How he cuts call-backs 95% 


There is one thing a customer likes better than 
good service, Nick says. That’s an appliance 
that needs no service. 

So that his merchandise will require as little 
service as possible, Nick gives a complete dem- 
onstration with every installation, followed by 
a question and answer session. He says that an 
extra half hour of explanation with each instal- 
lation has cut his call-backs as much as 95%, 
and saved him hundreds of dollars in profits. 

“We pride ourselves on our stock of appliance 
and housewares parts,” he says. “It’s the largest 
in Lake county. All the parts are labeled and 
classified. If we don’t have what you need in 
stock, we can get it on short notice. People 
like to trade where parts are quickly available.” 

Nick hasn’t been hurt much by price-cutting. 
He puts his cards on the table with the discount 
seeker, explaining the important extras he can 
deliver for the few dollars’ difference in price. 
His genuine interest in the customer’s needs and 
his down-to-earth approach go a long way 
toward winning prospects over to his way 
of thinking. 


Chain sales reaction 


Nick is an expert at keeping customers happy. 
Recently, he sold a woman a $339 washing 
machine. After the deal was wrapped up, he 
sent out a carton of soap flakes and a plastic 
cover for the machine as a good will gesture. 

Before long. he sold five more washing 
machines in the same block. Each of these 
washers was sold to a friend of the first cus- 
tomer, whose enthusiastic recommendations 
brought Nick a neat profit. 

Within the limits of government regulation. 
he offers credit terms to fit the customer’s needs. 
He personally handles anything to be paid for 
within 30 days. For purchases made over longer 
periods, he uses the services of a local finance 
company. Through a special arrangement with 
this company, his customers make their pay- 
ments in the store. This is another of Nick’s 
ideas which pays off in extra sales through extra 
contact with customers. 

Nick has stayed out of the television and radio 
business because he feels that it would require a 
much larger staff and larger quarters to deliver 
his brand of service on these additional lines. 


$10,000 plunge 


Several years’ service in the army was enough 
to sell Nick on the idea of working for himself. 
In the five years that have passed since he 
started at the store doing odd jobs, he has come 
a long way. When his boss decided to sell out in 
1947, Nick seized his opportunity to get a busi- 
ness of his own. He had to borrow $10,000 to 
do it. Then he launched his new career with 
only two appliances to sell—a refrigerator and 
a washer. 

Unknown, without selling experience and sur- 
rounded by experienced competition, Nick 
Petropoulos had to overcome obstacles which 
might have discouraged anyone. But in 1948, 
he doubled his first year’s volume, and he has 
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Using a cutoway model washer, Nick shows housewives the mechanical reasons for cleaner clothes and easier wash days. 


attracted a bigger share of Waukegan’s appliance 
volume in each succeeding year. 

He credits his advertising for much of his 
progress. “I have confidence in my ability to 
hold a customer,” he says, “but advertising has 
to carry the burden of getting new prospects 
into the store. It is largely responsible for my 
gains in volume.” 


$10 ad sells 6 washers 


During the past several years, Nick has been a 
regular participant in Selective Area campaigns 
in the Chicago Tribune. Although Waukegan is 
40 miles from Chicago, Nick says that his ad- 
vertising in the Tribune has important influence 
on his sales volume. 

Under the Selective Area plan, he buys only 
that part of the Tribune’s circulation which 
reaches people in his trading area. The cost is 
divided among the manufacturer, the distribu- 
tor and other dealers located in distant parts of 
the Chicago area. This division of cost makes 
Nick’s share so little that he can maintain a 
consistent schedule of participations. 

“My most recent Selective Area ads have 
been with Easy, ABC and Norge,” he said. 
“The ads are always a profitable investment 
for me. For example, imagine selling six washers 
in one week for an advertising expenditure of 
$10. That’s what happened when I participated 
in an Easy ad. 


Big ads get action 


Another campaign showed me that the ads get 
customers for me from outside my immediate 


trading area. Two women from Fox Lake, which 
is about 25 miles away, bought washers as a 
direct result of the ads. These two sales, inciden- 
tally, led to two more in the same community. 

“Results like these are not unusual. Big space 
ads in the Tribune get action. Now with the 
Tribune’s Selective Area plan, a small dealer 
like me can cash in on it.” 


* * * 


VANUFACTURERS: Your advertising is most 
productive when il gels your dealer lo give special 
altention to your line. 

With the Selective Area plan, your dealer sup- 
ports your line with greater enthusiasm because he 
gels advertising results that he can see in his own 
slore. He gets retail-store-lype copy over his own 
name in Chicago's No. 1 hardlines medium, 
reaching the prospects best able to trade with him. 
The cost is right for his budget. It is the kind of 
advertising he understands and prefers. Yet the 
enlire program is faclory-controlled and 
agency-placed. 

So effective is the plan for dealers, distributors 
and manufacturers thal already more than $1,500,- 
000 has been invested in Selective Area advertising 
in the appliance field alone. Far more than half of 
the appliance retailers in Chicago and suburbs 
have made il a part of their promolion programs. 

Selective Area advertising can gel stronger dealer 
support for your product. Designed from the re- 
lailer’s point of view, it can help you build the 
consumer franchise you want in the multi-billion 
dollar Chicago market. 

Your Chicago Tribune representative will gladly 
give you complete information. Ask him to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


Chicago 
A. W. Dreier, 
1333 Tribune Tower 


New York 
E. P. Struhsacker, 
220 E. 42nd St. 


Detroit 
W. E. Bates, 


Penobscot Bldg. 


San Francisco 
Fitzpatrick & Chamberli 
155 Montgomery St. 


los Angeles 
Fitzpatrick & Chamberlin, 
1127 Wilshire Blvd. 





MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


(Advertisement) 
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Kitchen Prospects 
ees CONTINUED FROM PAGE 86 


5. Don't try to sell the Youngstown 
Story to people as a group, only 
to individuals. 

Don’t make too much of a pitch 
at the showing instead of in the 
home. 

Don't show movies to too many 
people. It is impossible to follow 
up the leads before they are cold 
prospects again. 

6. Show the movie often. “We 
showed it once a month—until 
we realized how good it was. Now 
ten times a month.” 


Over 95 percent of kitchen prospects 
have been obtained for complete 
kitchens with the pay-you-to-hear-it 
system. Darwin’s has used one other 
project to bring people to the store. 
He offered to give five percent of the 
gross sales of one day to the mothers’ 
club of the high school band. While 
the band played, crowds came to the 
store to hear the concert and buy 
merchandise. At the end of the day 
over $5700 worth of merchandise had 
been sold. Many additional sales were 
made the following week as a result of 
that promotion. 


Movies Have Merit 


The movie story system seems to 
have the most merit, Sturgill believes. 
A group of 30 people will produce 
about ten good leads for three imme- 
diate sales. Then a few weeks later, the 
total sales will run to about seven. 
The average kitchen installation costs 
about $700. Some run as high as $1500 
and a few up to $1900. A great deal 
depends on the amount of engineering 
work required. Over 50 percent of all 
sales are for cash. Those that are to be 
financed are put through on FHA 
loans (as of August I, 1951, 10 percent 
down and 36 months to pay) . 

“Usually, advertising is centered 
around all the lines carried in the 
store, such as Maytag washers, refrig- 
erators, Philco products, Zenith radios 
and television, Ironrite ironers, and 
Coleman heaters. In fact, without ad- 
vertising, 1 could not do more than 
exist,” Sturgill says. “But, for selling 
Mullins Youngstown Kitchens, the 
most effective way is through movies. 
Total advertising runs at least 348 
inches a month. 

“The best way to advertise the 
Youngstown product is to feature the 
before-and-after shots of kitchens we 
have installed. Each week-end we run 
one of these in our ads,” he says. “We 
also give a brief account of the family 

Nichrome* is - that bought the new kitchen. Outside 


‘ ™anufactureg of these, we run about one page on 
/ ) onl 
Vlver- Ha Y by 


‘ individual products, like the sink, dish- 
Y'V75 ¢ washer, and disposal. About $350 is 
0 spent each month on advertising. This 

NEw | amount, as well as the 50 cents that is 

paid to the groups, is furnished by co- 
alld dae | operative advertising with the manu- 
Saheen 2 ' Canada by = facturer and the distributor, Tri-State 
» LTD Appliances in Huntington, West Vir- 
ginia.” 

Last year Darwin’s grossed over 
$257,000 in sales. Up to May 30th of 
this year, slightly over $200,000 had 
been sold. During March and April 
$27,000 was for kitchens alone. End 


Clevelg 
Manufacture md, bos 


G WIRE Cc 


. ' 
Ham Iton, Ontario Canada 
0 
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BETTER HOMES & GARDENS 
SATURDAY EVENING POST 
GOOD HOUSEKEEPING 
AMERICAN HOME 

HOUSE BEAUTIFUL 
PARENTS’ 


MAKE SURE YOU MAKE THE SALES... 
MAKE USE OF THIS 
HAMILTON ADVERTISING MATERIAL! 


® New Billboards ®@ Envelope Stuffers 
® A complete new direct mail campaign 


® Special sales presentation that works free .. . to sell 
more Hamilton Dryers for you 


HAMILTON MANUFACTURING COMPANY + TWO RIVERS, WISCONSIN 
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Exclusive Hamilton Features: 


Patented “Carrier 
Current” drying action 
cradles clothes in warm air 

Hi-Power Exhaust System 
controls condensation and 
linting problems. 

Sun-E-Day Ultra Violet 
Lamp leaves clothes 
fresher, sweeter 


Hamilton Liat Control, 
twice as efficient, far easier 
to clean 


PAGE 91 








The value 


leaders in 


We 


SESSIONS 
TIMERS 


Because Sessions Timers are 
lower-priced than other depend- 
able makes, they are helping a 
growing number of alert clock- 
radio producers hold down costs. 

Make any comparison. See for 
yourself the price-value superi- 
ority of Sessions-equipped clock- 
radios. In today’s competitive 
clock-radio market, especially, 
assurance of 


there’s no greater 
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successful sales. Other plus fea- 
tures of Sessions Timers include: 
quieter operation, unbeatable ac- 
curacy, and attractive styling to 
manufacturers’ specifications. 
Sessions Timers offer more fea- 
tures than are available in any 
other timers. 

The Sessions Clock Company, 
Timer Division, Dept. L111, For- 


estville, Connecticut. 


|and in the center of the store. 
| was Offered as 
| purchases, one toy balloon, for ex- 








clusters of ribbons, seals, etc., which 
could simply utilize for 
themselves. Thus, if the purchaser of 
a toy, for example, did not want to 
wait patiently until the store’s regular 
wrapping girls could get to her case, 
she could simply step to the counter. 
pick her own wrapping, finish up the 
job, and leave with no delay what- 
soever. Thus, at the low cost of a 
supply of wrapping materials and the 
sacrifice of a certain amount of table 
the Iowa store won a lot of 
goodwill and kept store turnover mov- 
ing swiftly. 


4. ZEBRAS FOR FREE 


Premium gifts in the form of elab 
orate toy animal balloons proved 
exciting enough to considerably stimu 
late the sales of a Columbia, South 
Carolina, store during the 1950 Yule 
tide. Under the plan, a complete 
display of giraffes, zebras, hippopot- 
amuses, reindeer and other pneumatic 
rubber toys was shown at the entrance 
Each 
“a premium” on unit 


customers 


space, 


ample, going to the shopper who pur- 
chased $3 worth of merchandise, two 
for $6, three upon the purchase of 
$9 worth, etc. The colorful balloons, 
thus available at no extra cost, proved 
particularly appealing to the parents 
of small children, who saw in merely 
shopping at this store the opportunity 
to provide a few additional surprise 
gifts for youngsters. Bought in huge 
quantities at the outset of the Christ- 
mas season, the rubber toy stock never 
theless proved insufficient to meet the 


demand and it 


required arduous 
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efforts on the part of the managemen' 
to obtain a replacement stock. “Fre¢ 
gifts of this nature, when tied in with 
purchases of other merchandise, in- 
variably stimulates sales to parents, we 
have found,” the retailer reported. 


5. MAKE UP THE CUSTOMER'S 
MIND 


The indecisive Christmas shopper 
who is consistently unable to make up 
her mind as to the gifts to purchas¢ 
for particular names on the shopping 
list, was given a helpful hand by a 
Los Angeles, California, retailer, when 
the store made up a mimeographed 
“shopping list” on which the Christ 
mas-gift purchaser could merely mak« 
checkmarks to keep her purchasine 
records straight. More than 250 ite: 
the mimeograpte 
sheet, in four columns, with a bian! 
space behind each entry in which t 
write the name of the person foi 
whom the gift was selected. Even mo 
simply, it was possible for the shopp« 
to merely make a checkmark indicat 
ing the number of gifts she had de 
cided to buy. A stack of these 
issued at the door by a pleasant host 
ess who could explain the system in a 
few short sentences. There was a lot 
of goodwill and appreciation im 
mediately forthcoming, as women sat 
down at a convenient table nearby 
and, with pencil in hand, decided to 
wrap up their shopping problems 
there and then. Armed with the 
mimeographed sheet, and with check 
marks designating the purchases onc 
by one, it was possible for the house 


were listed on 


was 


wife to complete her Christmas gil' 
(Continued on page 94) 
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THE NEW SESSIONS “SHADOBOX"” CLOCK 
SET at only $6.95* is going to be a downright 
lady-killer for sales. They'll be scouring the 


town for it when these ads appear in November. 
9 P When ordering be sure to 
It’s the clock that will make every clock dealer ask for this colorful sales- 
j " . a pulling counter display, free 

a Sessions Clock Dealer. with your order for 4 
‘ . “Shadobox™ Clock Sets 
Flag your share of these sales-minded ladies suitable for either counter 

A or window. 
by displaying this advertisement in your win- 


dow—by sending for the attractive counter 
display now, and by featuring it prominently! 


& 
(P.S.—Every time a new Sessions model Cs S 2 Ons 
catches public fancy, the sales of all Sessions 


models boom! Better check your inventory!) 


SELF-STARTING + ELECTRIC 


*Approximate retoil price subject to Federal Excise Tax. 


> «nor NO a ae THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
” Guaranteed by > —_— > In Chicago: The Merchandise Mart Plaza; In San Francisco: Western 
Seed teeing { i ul Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
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What's your “10” 


on Porcelain Enamel? 

















When customers fire questions at you about Porcelain 
Enameled products, it will help fatten your sales 
curve if you know the answers. And it will help you 
gain the good-will of buyers too. 

Here are four of the most commonly-asked questions 


and the correct answers. 


Is Porcelain Enamel a baked-on synthetic finish? 

No. It is made of rock-like minerals and is permanently 
bonded to the base metal at a high temperature (1550 F.). 
At this point the Porcelain Enamel actually melts and fuses 
with the red-hot special enameling iron. 

Is Porcelain Enamel heat-proof? 

Since it is processed at 1550 F., Porcelain Enamel will 
withstand any temperature it is likely to encounter in 
home service. Hot skillets or forgotten cigarettes can’t 
harm its hard, glossy surface. 

Is Porcelain Enamel easy to clean? 

It is one of the easiest of all surfaces to keep clean. There 
are no tiny pores to collect dirt and moisture. Porcelain 
Enamel is not rubbed away by frequent use of accepted 
kitchen cleansers to remove grease or stains. 

How long should it last? 

Porcelain Enamel is often called the “lifetime finish.” 
Most Porcelain Enamel today is acid-resisting, and is not 
affected by fruit juices, aleohol, alkalies and common 


chemicals that often mark or destroy other types of finishes. 


Remember these selling points for Porcelain Enamel 
on Armco Enameling Iron. Your customers will be 
better satisfied when they know that parts of the new 
appliances or housewares they buy are made of the 
“World’s Standard Enameling [ron” 


nationally ad- 


vertised for 37 years. 


ARMCO 


STEEL CORPORATION 


2641 Curtis St., Middletown, Ohio e Plants and Sales Offices from 
Coast to Coast e Export 


SAMY 


V/, 


The Armco International Corporation. 
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list without danger of having over 
looked items which would necessitate 
another trip into the downtown dis 
trict. he store, in fact, achieved so 
much success with the low-cost mimeo- 
graphed gift list, that for the 1951 
mail 
them out in large quantities to every 
family on the charge account plates 
to allow working out the gift list in 


season, it has been decided to 


advance at home. 


6. SURPRISE, SURPRISE 
Surprise delivery, although it re- 
quired a lot of careful planning and 
the hiring of extra delivery 
enabled a St. Missouri, elec 
trical appliance dealer to get a leg up 
on his competitors. Realizing the fact 
that many electric appliance gifts, par 
ticularly the bulky 
classification, are not purchased as 
gilts because of the fact that there can 
be no surprise value, the dealer came 


men, 
Louis, 


those in heavy, 


out with a newspaper ad guaranteeing 
Surprise Christmas Delivery.” Inter 
ested husbands, for example, when 
telephoning in response to the ad, 
were told that a special crew was on 
hand, which could rush the dishwasher 
the kitchen 
install it 
or so, while the husband spirited his 


into on Christmas Eve, 


ind in a matter of an hour 


wife away to a movie, or a visit to 


friends, etc. Needless to say, many hus 
bands, who felt that they would have 
to buy such appliances later on any 
how, fell in with the idea, and by using 
some eight extra men for the purpose 


refrigerators, ranges washing ma 


chines, dishwashers, garbage disposals 
1utomatic laundry 


equipment, et 


sold in large quantities. In some cases 
the installation 


until 


delayed 
all in 


actually 
itself. In 


was possible to 


was 
Day 


however it 


Christmas 
stances, 
ffect a complet 
he full value of the 


surprise—and thus 


gift was retained 


7. PHOTOS UNDER THE TREE 


Christmas photos 

tree” the 
Birmingham, 

tore brought in more 


the Christ 
means by which a 
Alabama, retail 
than 650 addi 
ional visitors per week, to snap photo 
‘raphs of their under a 
1uge Christmas tree with a Santa Claus 
obligingly provided by the store 
Under the plan, an 18-foot Christmas 
tree was located in a clear space at 
the center of the store, directly oppo 
site the camera department. Powerful 
floodlights were set around the tree 
to provide plenty of illumination, and 
the store obligingly lent 
small children folding or box cameras 
with which to make memorable photos 
to forever record the event. The cus 
tomer, of course, purchased the film, 
ind any flash bulbs used in the pho 


“under 
nas was 


arge 


youngsters 


parents of 


tography, and the store camera depart 
nent arranged for finishing, mounting 
in special Christmas frames, and 1 
turn of the photographs to the cus 
tomers by mail. Started as merely an 
attention-promoting gimmick, the pro 
motion snowballed to 
that it 


appointments 


such propo 


tions was finally necessary to 


make when mothers 
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could bring their youngsters in for the 
purpose. Many additional sales of 
Christmas gifts resulted from the extra 
traffic into the store and the store sur 
prised itself by selling the largest vol- 
ume of low-priced cameras in its his- 
tory—as parents of small children, 
pleased with the results, decided to 
make similar photographs in their own 
homes. 


8. CALLING CARD FILE 


A Salt Lake City, Utah, store scored 
an “automatic increase” in not only 
Christmas gift sales, but also in gifts 
through the entire year through a 
clever “personal card” program. Under 
the plan, all regular charge account 
customers of the 
to provide the store with a stock ot 
their personal cards. The retailer 
pointed out to each customer that by 
maintaining a dozen or so such cards 
in an envelope, it would be possible for 
them to “personalize” a gift merely o1 
dered by mail or over the telephone 
the store enclosing the personal card 
to identify the giver. This idea worked 
out surprisingly well, inasmuch as i! 
was found that there were scores o! 
women who preferred to do their shop 
ping from advertisements and who 
could thus insure that the gift was 
properly identified by the recipient 
merely by saying “Enclose one of my 
cards please”. The idea, begun on 
test basis, during the Christmas season 
worked out so well that it bore fruit 
during the St. Valentine’s Day, Easter 
graduation, and other seasons of the 
year. Gift purchases for brides, for 
birthdays, wedding anniversaries, eté 


store were solicited 


began to flow in over the telephone 
merely the purchaser 
linked with the store through 
the medium of the personal cards on 
fiie. Getting an early start on th 
Christmas that 
regular customers leave personal cards 
with the store will particularly pay the 
retailer whose Christmas gifts are in 
the standard brand category and which 
the customer may order by mail or tele 
phone End 


because was 


closely 


season by requesting 
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“THAT'S CLEVER. IF THE RADIO DOESN'T WAKE 
YOU UP, THE SMELL OF BURNING TOAST, EGGS, 
BACON AND COFFEE DOES.” 
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in the 


Big-Picture receivers for every taste 


dncby 


Mn } 


DUAL-BEAUTY MEANS: 


BEAUTIFUL PERFORMANCE 2 BEAUTIFUL CABINETRY 
Bsc Enduring designs, modern and period 


Matchless pictures — new brightness — 17”, 
19”, 20” and huge 24” tubes 
Steadiest, sharpest pictures with new A.G.C. 
e Superb Stromberg-Carlson tone 
e Engineered for performance a man can 
appreciate 


Fashioned from choicest hard-woods 


Ten-step finish with complete hand rubbing 


PERNT la 


Decorative perfection every woman 
demands for her home 


Hab remin 


ELECTRICAL 


STAFFORD. Value-packed table 
model. 17” TV. Inclined safety 
glass. Phono jack. Compact 
cabinetry in mahogany veneers 
Model 317 TM, $289.95° 


MANDARIN. 17” TV in Chinese 
design. Inclined safety glass. 
Phono jack. 12” speaker. Model 
317 C5M, $395°. Hand-deco- 
rated, Model 317 C5Dec., $445° 


CHINESE CLASSIC. World- 
famed hand-decorated combina- 
tion. 19” TV—-AM-FM—3-speed 
automatic record-player. 119 
M5Dec., $975°. Mahogany, 119 
M5M, $850° 


Be Sin and Ty 


NEWCASTLE. Exclusive top tun- 
ing... huge 24” TV—newspaper- 
size pictures. Inclined safety 
glass. Exquisite period cabinet. 
Model 324 CDM, $725° 


; 
Vivato £66... CF tm 


DYNATOMIC, Smart 


WOODSTOCK. Radio 
combination. AM Radio 
3-speed automatic rec- 
ord-player. Generous 
album space. Choice 
mahogany veneers. 
Model 1608 PFM, 


MUSICLOCK. Smartest 
thing in clock-radios, 
Wakes you up .. . lulls 
you to sleep . . . times 
appliances. Beauti- 
ful cabinet. Ebony, red 
and silver-gray. $38.95, 
Zone 1. 


table radio in modern 
plastic cabinet. Model 
1500 HB, brown, 
$34.95. With maroon 
(1500 HR) or ivory 
(1500 HI), $37.50. 
Prices Zone 1. 


$289.95, Zone 1. 


*Zone 1. Includes excise tax. Installetion, warranty extra. 


“There is nothing finer than a STROMBERG-CARLSON, 


Stromberg-Carlson Company, Rochester 3, N. Y. — In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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AN 
Tear up your old ideas of bargain values— 


Electric Ranges 


write a new protitable page 
in appliance merchandising 


You'll find Preway a forceful, fighting starter line feature-packed, 
quality-built electric ranges that go out after business and get it by saving 
homemakers a real wad of folding money. And did you ever find a woman 
who wouldn’t look a bargain in the eye? 

That’s the hard core of Preway’s success, of Preway’s magnetic sales 
appeal... for here are ranges with a better than average markup that 
really sparkle with “good engineering” and that match the appearance, 
features and performance story of the so-called Fancy Dan brands. Every- 
thing you need for selling is yours in Preway, highlighted and sharply 
defined. 

Yes, here is an aggressive, progressive line of opportunity that goes 
right to the heart of the appliance dealer who recognizes the simple fact 
that the answer to SALES is SALESMANSHIP. Because scores of wide- 
awake dealers from coast to coast see it this way, too, Preway has become 
the fastest-growing line of major appliances in America today. 

Phone, wire, or write now for complete information. 


PRENTISS WABERS PRODUCTS CO. 
9111 SECOND STREET, NORTH WISCONSIN RAPIDS, WISCONSIN 
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All Gas and Electric Ranges Oil-Burning Space Heaters Oil-Burning Floor Furnace Oil-Burning Furnace 














Robertshaw oven 


control unit 


Standard 
Specifications 
v4 
high-speed Tuttle & Kift 
Monotube units 


seven-heat Tuttle & Kift 
switches 

Aah ida Gilelsl mel thm} Mailers hme aelils 
automatic pilot for all 
surface units 


special Preway 15. wide 





automatic oven light 


oven door construction 
specieitddiesiqned removable Apartment Range — weight 182 Ibs. 
oven unit — 2200 watts 


specially designed removable 
broiler unit — 3000 watts 


huge one-piece welded and 
sealed oven, over 5440 
cubic inches 


floodlight in 
back rail 


six-position, non-tilt 
plated oven racks 


non-sagging,; blanket-type 
Fiberglass insulation 


porcelain enamel smokeless 
broiler roaster 





extra heavy diagonal De Luxe Range — weight 252 lbs. 


iruak eilitoction with all features highlighted above plus — 





full Titanium porcelain enamel 
— acid and stain resistant 


porcelain enamel spill-over 
bowl under each surface unit, 
can be emptied without 
removing burners 


original safety 
backguard design 


convenient appliance outlet- 


approved by 
Underwriters Laboratories 
meets all requirements of acne Somearee 
National Electrical 
Manufacturers Association Master De Luxe Range — weight 260 lbs. 
with all features highlighted above plus — 


to surface unit 


\ 


appliance outlet 


Minute-Minder timer 


deep well cooker 


7 
\ attractive full-width 
\ polished chrdme handle 


large bottom drawer for storage 


deep x 7°: high 


\ 


Wilcolator oven 
control unit 


spacious storage compartment — 
16" wide x 20° deep x 18':'' high 


automatic electric 
clock and timer 
for automatic oven 
operation 
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GUARANTEED 


You haven't sold a complete MIXER if it doesn’t have a GRINDER! 


DORMEYER OFFERS YOUR CUSTOMERS ALL THESE FEATURES! ITW3A MIXER _— 
PE " 
Y Electric Food Grinder and Y 10 Recipe-Tested Speeds on dial y Famous Magic-Mix Arm assures ’ 
juicer, all accessories and big selector — just a flick of the finger quick, thorough, even mixing from 
recipe book at NO EXTRA for perfect results every time with side through center of bowl — cakes 


ee 

7 

COST with the Dormeyer the quick, easy-to-use Dormeyer are higher, lighter, tastier with the \ . £ 

Food-Fixer! Food-Fixer! Dormeyer Food-Fixer! , : oy | 
hg é y 


Y Removable, Light-Weight Mixing » f Automatic Governor - Controlled 
Built-in Power Drive for Head and simple, automatic finger- 

grinder, juicer—no awkward, tip controlled beater release speed 
costly adapters, needed with kitchen tasks with the Dormeyer 
the Dormeyer Food-Fixer! Food-Fixer! 


Motor, beautiful modern design, 
and sturdy, long-lasting quality 
means years cf service with the 
Dormeyer Food-Fixer! 


PUSH) DORMEVER- Give Your Customers More Value for Less Money/ 


DORMEYVYEHR 
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This Utility Trims Its Dealers’ Windows 





CONTINUED FROM PAGE 72 


About 15 windows can be decorated 
a day, and the entire service can be 
given to all subscribers in about 10 
days. In addition to the 164 windows 
in the dealer stores, 10 windows of the 
utility emphasize “The Appliance of 
the Month.” 

Here are the Spotlighted Appliances 
for 1951 that the Duquesne Light resi- 
dential sales department is helping 
dealers sell: 


January 
February 
March 
April 

May 

June 

July 
August 
September 
October 
November 
December. . 


. Electric Ranges 
Electric Clothes Dryers 
Water Heaters 
Combination Refrigerators 
Ranges 
Ranges 
Water Heaters 
Home Freezers 
Clothes Dryers 
Water Heaters 
Ranges 

. Electric Blankets 


Policy on Dealer Window Displays 

1. Actual merchandise must be ex 
hibited in all dealers’ windows in ac- 
cordance with the Reddy Kilowatt pro- 
gram. 





2. No window will be trimmed by 
display man until merchandise is 
available. 

3. Only windows which are directly 
connected to the Reddy Kilowatt deal- 
ers’ main show room will be trimmed. 

4. Only one window will be trimmed 
per dealer at no charge. 

Distributors as well as the dealers 
have thoroughly approved the pro- 
gram. One dealer, Nolan’s Home and 
Auto Supply, reported that on the 
evening after their window’ was 
trimmed, a couple passed by on the 
way to place a down payment on a gas 
range. Nolan's display attracted them 
and they became curious to know more 
about electric ranges. Before leaving 
they purchased one. 

“This, I feel, definitely proves the 
value of a well-trimmed window,” 
Nolan emphasizes. “In the year that 
I've used the window trimming service, 
appliance sales have doubled. Lately, 
the general run of sales has been about 
25 percent off, but the window trim- 
ming service still gives me many leads.” 

End 


Bad Debts Are Bad Business 





not cash sales, were 14 of one percent 
for the prior three years, then charge 
off 14 of one percent of current credit 
sales against profits in the current year 
and credit a reserve for bad accounts. 
When bad debts are written off, they 
are charged directly to this reserve, not 
against current profits. This method 
equalizes bad debt expense over the 
and keys the expense to the 
average loss experienced by the busi- 
ness. 


years 


WRITE GOOD COLLECTION 
LETTERS 


The collection letter is an important 
factor in minimizing bad debt losses 
and reducing collection expense. Too 
many dealers give too little time to its 
composition, dashing off whatever 
comes to mind, not realizing that the 
dun should be well done to get best 
results. 

Collection experts find that a short 
letter is better than a long one. Ex- 
cept in unusual cases they recommend 
keeping the wording to 15 lines or 
less. Too many collection letters say 
the same thing in a different way too 
often, unnecessarily increasing the 
length and weakening appeal. The 
long letter implies delay. The short 
letter suggests immediate action. 

A good collection letter gets the 
money and keeps the customer. The 
dealer who is systematic in following 
up past dues usually gets the money 
during the gentle-reminder period and 
does not have to put fire-power into 
his wordage to collect. 
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If you can’t collect, try to find out 
why the customer does not pay. Col- 
lection experts say that next to collect- 
ing this is most important. But, get 
a definite understanding regarding a 
future settlement date: not an approxi- 
mation, but the exact date. When a 
debtor is given a chance to set his own 
date of payment, in 80 percent of the 
cases he pays. When he makes an 
indefinite commitment, he pays in less 
than 30 percent of the cases. 

In general, a series of five letters is 
sufficient before taking drastic action. 
Space them ten days apart. A pro- 
longed series is like too long a letter, 
indicates a degree of vacillation on the 
part of the creditor and induces the 
debtor to equal laxity on payment. 
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Got a Nose for 
Deep-tryer Sales Features! 


FAMOUS 
DRAIN-AWAY 
FAUCET 





The Automatic Electric Deep-Fryer 
with Safe ‘‘Drain-Away” Faucet 


With the new Dormeyer Fri-Well you can sell 
speed, ease and perfection in deep-frying never 
known before. You can promise the most deli- 
cious, tender, golden-brown deep-fried foods ever 
tasted. And look at these other big sure-sell fea- 
tures: the Fri-Well’s safe “Drain-Away” Faucet 
eliminates dangerous, messy hand-pouring— 
allows fast, easy cleaning; the Fri-Well deep- 
fries 6 big portions in a matter of minutes; its 
automatic thermostat control assures “just right” 
results every time; even, thorough cooking is 
assured by Monotube heating unit through three 
sides; no scorching or burning because food par- 
ticles settle into special “cold well”. America’s 
most famous deep-fryer sells quickly, easily — 
order right away. 


Sel Faster, Profit More with 
DORMEYER THE LEADER 











ke 











DORMEYER MEAL-MAKER © 7 © Top 


DORMEVER BLENDER » It lique- 
dollar value! The Meal Maker is . . 


fies, shreds, blends, 


2 oz. container. Includes 
book. 


recipe book included at ne extra cost, new recipe 


OORMEYER TOASTMAK 
‘acked with selling features in- 

aetna scientific toast timer for 

light, golden brown or dark toast; 


automatic pop-up; 
warming 


automatic re- 


DORMEYER 


Dormeyer Corporation - 4300 N. Kilpatrick Avenue - Chicago 41, Illinois 
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The New General 
Activator-Automatic with 


THE AUTOMATIC WASHER THAT DOES CLOTHES WITH “HAND-DONE” 
PERFECTION NOW HAS A BIG, NEW SALES PLUS! 











Electric 


“Fabri-flex” Control 





VIGOROUS 


Famed G-E Activator® Washing Action dips, 
flexes, and gently cleanses clothes just as in 
fine hand-laundering. Each piece is passed 
again and again through 3 zones of washing 
action—Vigorous, Medium, and Light. The 
result: clothes are washed with “‘hand-done”’ 
perfection! 





Women know and appreciate these 2 time-proved features: 


G-E spin-drying removes so much water from 
a wash that even heaviest pieces feel amaz- 
ingly dry. Women like this feature because it 
makes clothes easier to handle. They know 
that spin-drying is most important from the 
standpoint of clean clothes, too. For when 
rinse water isn’t removed thoroughly, some 
dirt stays. 








Other outstanding features of this great, new 
washer are: 


@ Half-load washing —a flip of the finger saves 
gallons of water in washing smaller loads. 


® Famous General Electric dependability— 
l-year warranty on entire washer. 


® Automatic washbasket illumination—no more 
groping in the dark when loading or unloading 
clothes. 


@ Pilot light—tells at a glance when washer is 


operating. 


@ Water temperature selector—a great hot-water 
saver because it allows mixing hot and cold water 


to desired temperature. 


@ Resisto-mar finish for sides and front 


@ No bolting. . 


yensioN suppresses vibration. 
I r vibration 


a dur- 
able, flexible finish that resists knocks and 
chipping. White porcelain cover and washbasket. 


. install it anywhere—new sus- 





And NOW, ? 
“Fabri-flex” control makes 
G-E FINEST WASHING, FINEST 
SPIN-DRYING 
even more valuable! 





semenar Bececrare 





A push-pull switch (left) cuts the washer off at any 
desired point during washing, rinsing, or spin-drying, 
so pieces that need special attention can be put into or 
removed from the washbasket. Pull the switch on, and 
the washer starts again exactly where it left off—lets 
the operator match washing time exactly to the dif- 
ferent fabrics in a wash. The DIAL of the “‘Fabri-flex”’ 
control (right) allows you to skip or repeat any portion 
of these cycles. 


Compare these and the many other features of the new 
Activator-Automatic with any other washer you wish. 
See if you don’t think it represents—dollar for dollar— 
the best value to your customers, your best opportunity 
to build a lasting home-laundry business. 


Get in touch with your General Electric distributor 
right away. Ask him about the supply situation and 
how he can help you get into the big home-laundry 
business and STAY in it with General Electric. General 
Electric Company, Major Appliance Division, Bridge- 
port 2, Connecticut. 


Approved by Underwriters’ Laboratories, Inc, 


AND IT’S THE LEADER OF A WHOLE LINE OF DEPENDABLE G-E HOME-LAUNDRY APPLIANCES— 
THE MOST COMPLETE LINE IN APPLIANCE HISTORY! 





RELATED SELLING MEANS 
MORE MONEY FOR YOU 
Sell a new G-E Activator-Automatic 
and you immediately create a need 
for a laborsaving way te dry and 

iron clothes. 

And General Electric has the line 
thet enables you to cash in on that 
need fully. Just look! 











You can put your confidence in— 


General Electric Automatic Dryer— 
Model AD-7. A perfectly matched 
mate for the Activator-Automatic. Dries 
a full load of clothes “‘sunshine fresh’’ 

and automatically. Ozone lamp freshens 
clothes. Temperature- and time-controls. 


General Electric Automatic lroner— 
Model AF-20—the leader of the most 
complete line of ironers in the business. 
Operates with a touch of the toe—leav- 
ing hands free to handle ironing. Equal 
to 11 hand irons working at once. 


General Electric De Luxe Rotary lroner 
— Model AR-71. Sell “sit down” iron- 
ing to take the strain out of the job of 
turning out fresh, crisp clothes. Four 
easy-to-operate models—with a price 
range to cover all sizes of family budgets. 


GENERAL @@ ELECTRIC 
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MET-L-TOP tailored-te 


ad and cover sets 


its all Speed-Top models. 


"7 MET-L-TOP Al 
Sleeve Board . 
proof ... a popu 


CONSUMER PRODUCTS 


102 


esa] 


An \roning Table is 0 


and theres 10 Better T0 


Better Than its Ton 
0 Than Met-L-Top: 


IRONING TABLES 


The most important feature of an 
ironing table is the top... and 
that’s where you find the most out- 
standing differences between 
MET-L-TOP and other ironing 
tables . . . differences you can show 
to your customers...that will make 
more MET-L-TOP sales for you. 


Only MET-L-TOP has the 
exclusive double top . .. made of two 
sheets of steel, firmly pressed and 
eyeleted together and reinforced 
with hollow channeling. This top 
never sags or buckles. It is the 
original ventilated top and its sys- 


tem of perforations is specifically 
designed to carry away excess 
steam and moisture. Makes ironing 
easier and faster. This is especially 
important for steam ironing. In 
size and shape, the top is designed 
to avoid excess shifting of the 
clothes. 


The gleaming, smooth-as-glass, 
baked white-enameled top of the 
MET-L-TOP has eye-appeal for 
your customers, and there are num- 
erous other advantages that have 
made MET-L-TOP the Big Name 
in ironing tables. 


3 _free0 Jor STYLES—Each a leader inits class 
sat-0r-STAND 


Bein oe * OF 
> Guaranteed by 
Good Housekeeping 
*or 


* 
a 
45 apvenistd 


fit Sanforized 
to your profits. 


|-Metal Ventilated 
_. fire-proof, warp- 
jar companion item. 


Model C-680 
Established Retail Price, $14.95 


Convenient finger-tip control 
gives instant adjustment to 
desired height for either sit- 
down or stand-up ironing. Re- 
lieves back, arm and foot 
strain. Women are amazed to 
find out how much more rest- 
ful it is to iron sitting down... 
opening up a vast new market. 
Table has smooth, sturdy, 
tubular legs that won’t snag 
stockings. Rests firmly on 
floor ...no wobble, no creep, 
no tipping. Automatic safety 
lock prevents accidental closing. 


Model A-606 
Established Retail Price, $10.95 Established Retail Price, $9.95 


The adjustable-height model easily and quickly adjusts to sev- 
en different positions for stand-up ironing. Both models have 
the famous MET-L-TOP exclusive double top . . . all welded 
and riveted construction . . . no screws or bolts, no annoying 
squeaks or wobble...and other MET-L-TOP features. 


Model P-600 


NATIONALLY ADVERTISED! 
MET-L-TOP Ironing Tables are advertised month after 
month in leading national consumer magazines, 
total readership for each ad of nearly 83,000,000 people. 


with a 


Makes it easier for you to sell MET-L-TOP—America’s 
No. 1 All-Metal Ironing Table. 


GEUDER, PAESCHKE & FREY CO. 


Milwaukee 1, Wisconsin 
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Appliance Makers Face Another Cutback 


Manufacturer's of consumer durables 
ire going to have to take another 
1itch in their production belts during 
the first six months of 1952. 

Civilian producers got the bad news 
last month when the Defense Produc- 
tion Administration announced steel, 
copper and aluminum allotments for 
the January-March period. Already 
scheduled to get only 58 percent of 
their pre-Korea metal in the last quar- 
ter of this year, consumer hard goods 
manufacturers will get even less in 
the first quarter of 1952. Generally, 
they’re in for another 10 percent cut- 
back—to about 48 percent of their 
irly 1950 consumption of steel, cop- 
per and aluminum. (But for manu- 
facturers of hard goods lines which 
DPA considers less essential—alumi- 
num blinds, copper ash trays and vases, 
rnaments and so forth—the cuts go 
lown as far as 15 percent of normal 
nee } 


Allotments Vary 


allotments for 
widely 
he 15 percent allowed the “less essen 
users to more 48 percent 

lich will be allocated to producers 
items used by both civilians and the 
ilitary (kitchen utensils 


uipment, for example.) 


msumer goods varies trom 


than 


and office 
wo factors will set appliance pr 
luction, which probably will get some 
ing over 50 percent of normal metal 
2 


upplies. Bec 


1use more steel is avail 
7 ‘ : 
ible, producers who can stretch out 
l aluminum 
mitted to do 


1! 


ers 


will he 


ind copper 
Also, the cor 
ire trving to tie metals allot 


They allow 


which 


so. 
) 
ents to inventorv levels. 


less metal for dealers 
radio and TY, for 


ill go to lines it 


lines in 
ive ample stocks ( 
nstance ) : 


heavier demand. 


more w 


und auto makers will bot 


luction limits in excess 
> their met 
The idea i 


inventories. 


allotments will 
upport force use of 

controllers 
+k up this jogging with stiffer 
ilings enforcement 
tween n ind January 


For Retailers: A Hope 


Che controllers are hoping that re- 
(and their customers) 
new cutbacks 
do manufacturers. 


t} 


tailers won't 


as sharply as 


eel the 
This hope is based 
1e relatively well-filled pipelines 
warehouses which may provide 
1ough of a ‘ 
shortages—or rationing. 

(That’s what Defense Mobilizer 
harles Wilson had in mind when he 
said in his third quarterly report that 
‘urrent inventories of radio and 
r\ are “available to help offset 
the temporary production decreases 
that necessary as military 
lemands upon the electronics industry 


‘cushion” to avoid severe 


sets 
will be 


reas¢ ) 

Apparently the electrical appliance 
ndustry faces a running battle with 
mobilizers over the importance of in- 
ventories. Makers of washers, ironers 
and dryers have already told NPA that 
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@ First quarter allotments to be cut back 10 percent from 
current fourth quarter levels 


@ New cuts will probably leave appliance manufacturers with 
something over 50 percent of their normal metals supplies 


-@ But mobilizers hope that present inventories will prevent acute 
shortages at the retail level. 





The Metals 





Allotment Picture 


etail inventories are now lower than 


it any time since the Korean war be- 
van, These manufacturers were ob- 
jecting to the fourth quarter allotment 
if materials which would provide for 
thout 575,000 washers. They argued 
that the country’s minimum need was 
for 742,000 washers a quarter. They 
iso asked—in vain—for enough ma- 
terials for 55,000 ironers and 90,000 
dryers a quarter. Output at this level 
would have been about 70 percent of 
the output the first half of 1950, instead 
if the 50 percent level implied in the 
ilocations 


Metals: Where They Go 


Military production, now swinging 
into high gear, will eat up a whopping 
408,000 tons more of steel, 81-million 
pounds more copper and 80-million 
pounds more of aluminum in the first 
quarter of 1952 than in this year’s 
final quarter. 

The controllers are counting on new 
steel and aluminum producing capacity 
to ease the pinch on these metals next 
year, even though military demand 
will climb higher. That’s why Wilson 


1951 


and DPA boss Manly Fleischmann 
hope to keep metals supplies for most 
consumer goods from going much 
below half of their pre-Korea con- 
sumption. But they’re making no flat 
promises: Wilson did, however, tell 
a press conference last month that he 
hoped industry would be “out in the 
open” after spending January through 
June of next vear in “shaded woods”. 


Shortages: How Severe? 


No relief from the copper shortage is 
expected until late in 1952. Mili- 
tary demand is rising. The dip into the 
stock pile for thirty thousand tons 
early in October didn’t make up all the 
loss caused by U. S. strikes in August- 
September. An additional 20,000 tons 
was blocked by a Chilean dock strike 
Imports continue to fall because for 
eign users can pay more than U. S 
price ceilings. All this adds up to a 

h 


lich top admit 
It’s why cop 


nav lead all the others 


shortage w mobilizers 
does not have a solution 
per reductions 
next year 
Nickel is likely to rank next to cop- 


per in the severity of cuts. The mili 


tary is requesting bigger allocations, 
and mobilization policy has been t@ 
give the military what it wants. Thig 
means the supply of nickel-bearing 
stainless will be tighter. 

The severity of aluminum reductions 
depends on the weather in the north- 
west. If the drought there continues- 
it is already the worst in 29 years—it 
could cost 100,000 tons of production 
in the next six months. Things aren’t 
that bad yet, however. The 
shortage far forced cut-backs 
amounting to only 8,000 tons. If the 
drought is broken, and production can 
be maintained at the peak, aluminum 
supply should be eased next year. A 
new plant which can produce 100,000 
tons a year will be in operation soon, 
and additional facilities are scheduled 
for production during 1952. 


power 
$0 


There’s good news regarding other 
Chrome 
steels are in good supply, and mill ca- 
pacity is greater than current usage 
Home appliance makers are already 
getting additional fourth quarter allo- 
cations, and the outlook is good for 
more liberal allocations next year, too. 


kinds of stainless, however 
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Housewares Shortage? 


Some manufacturers foresee shortages of some 
items in brand lines but dealers and distributors don’t 


share their pessimism 


There may be 
name brands electric 
the Christmas 
manufacturers 
officials. 

But dealers and distributors (in the 
East, at least) don’t agree. They ex- 
pect existing inventories to tide them 
over the swell of holiday buying. 

Manufacturers paint a different pic- 
ture, however. Most of them agree 
that the supply situation will be 
“spotty”, with particular items in thei: 
lines being in tight supply. Here’s the 
way six leading manufacturers de 
scribed the situation for ELectricar 
MERCHANDISING: 


some shortages of 
housewares for 

trade—according to 
and 


some government 


J. W. Alsdorf, president of Cory 


“Unquestionably there will be short 


ages of brand name electric house 


wares this Christmas season, particu 


products using critical 
More severe shortages will 
unquestionably be more noticeable at 
the retail level during the first quarter 
of 195? as pipelines will be flushed out 
this fa'l and holiday season and manu- 
facturers’ production schedules for 
fourth quarter and first quarter pro- 
jected tor 1952 are down materially on 
We antici- 
pate shortages of Cory automatic cof- 
fee brewers, electric knife sharpeners, 
Fresh’nd-Aire heater fans, Nicro stain- 


larly those 


materials. 


items using critical metals. 


teel coffee brewers and stainless 


xing bowls.” 
Balanced Production for Arvin 


Gordon Ritter, Arvin Industries, 
Inc.: “Believe that overall there will be 
fairly adequate stocks of basic electric 
housewares for Christmas trade though 


there will undoubtedly be con- 
sfrictions of lines, models, etc., to allow 
for maximum production of items of 
such materials as are available. We 
plan to balance our production in order 
to continue fair in all 
price categories as we believe it im- 
portant to keep reasonable quantities 
of low-end merchandise available.” 

Ralph Sorenson, Westinghouse: 
“Availability of Westinghouse electric 
housewares for Christmas trade is 
spotty by items. Generally, factory and 
distributors have only normal stocks on 
hand on most items and face curtailed 
production fourth quarter on some of 
these. Factory is already greatly back 
ordered on roasters and accessories and 
so are most distributors even though 
top production has been maintained at 
expense of some other items. Enthusi- 
astic reception given new open handle 
iron indicates acute shortage even 
though full factory iron facilities have 
been turned over to it for balance of 
year. Toasters, tmixers, sandwich 
grills and griddles will all be short 
since materials on hand permit only 
greatly curtailed schedules. Electric 
sheets 2nd olankets should be in fairly 
good supply for holiday season.” 

S. M. Ford, Chicago Electric: “An- 
ticipate shortages by November 15 of 


some 


representation 


Kitchen Cabinet Men Organize Trade Association 


ee 
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‘ 
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ON HAND for the organization of the new Steel Kitchen Cabinet Mfrs. Assn 


M. M. Miller, (Miller Metal Products), 


in Cleveland in September were (seated) 
Harry Lawrence (Capitol Kitchens), C. E. Howes (Berger Mfg.), and C. S. Motter 


(Morton). Standing are F. F. Duggan (American Central), E. E. Bray (Acme Metal Products), R. A. MacNeille (St. Charles), 
H. G. Knuth (Lyons) and Arthur J. Tuscany, executive secretary 


rhe industry’s newest trade organiz- 
ation was born in mid-September in 
Cleveland when 
manufacturers 


representatives of 
representing approxi- 
mately 90 percent of the capacity of the 
kitchen 
a new trade association 

The new group will be known as 
the Steel Kitchen Cabinet Mfrs. Assn., 
Inc. It has no the 
Steel Kitchen stitute. The 


steel cabinet industry formed 


connection with 


Cabinet Ir 
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new devote itself to 
“recognized association activities of 
benefit to the governmental depart- 
ments in an emergency, to the pur- 
chasers of the industry’s products, and 
to those engaged in the steel kitchen 
cabinet industry”. 

Officers of the new group include 
M. M. Miller (Miller Metal Products), 
president; F. F. Duggan (American 
Central), vice-president; and Arthur 


association will 


J. Tuscany of 
secretary and 


Cleveland, executive 
treasurer. Directors 
include Thomas Hardy (Murray), 
Harry S. Lawrence (Capitol Kitch- 
ens) Robert MacNeille (St. Charles 
Mfg.), Charles Morrow (Mullins), 
C. S. Motter (Morton), and F. E. 
O’Connor (Geneva). 

Headquarters of the new group will 
be at 1006-1008 Engineers Building, 
Cleveland. 
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Scheduled Meetings 


NATIONAL ELECTRICAL MFRS. 
ASSN. 


Twenty-fifth annual meeting Haddon Hall, 
Atlantic City, November 12-15 


INSTITUTE OF COOKING & 
HEATING APPLIANCE MFRS. 


Annual Convention 
Netherland Plaza, Cincinnati 
December 3-5 











selected iteins (generally those items 
on which there are no great surplusses 
in current distributor or dealer stocks. ) 
lor example, in our case this means 
portable washer, electric juicers, ice 
cream freezers and probably irons, An- 
ticipate shortages of all remaining elec- 
tric housewares items about February 
15; fans not until second quarter.” 

S. G. Fisher, Landers Frary & 
Clark: “Fourth quarter materials allot- 
ments indicate sharp curtailment of 
production at peak selling season. This 
in our opinion points to definite short- 
ages of these products by Christmas. 
One possible exception is electric irons 
Most critical products will be copper- 
bodied percolatot s like Coffeematic, 
electric blankets and sandwich grills.” 

R. E. Boian, General Electric: Ex 
pect severe shortage of steam irons for 
Christmas trade. Temporarily out of 
production on roasters, grills due to 
critical materials. Toasters and mixers 
are also short.” 

H. J. Holbrook, director of NPA’s 
consumer durable goods division, said 
recently that he felt it was “possible” 
that there would be a shortage of elec- 
tric housewares by Christmas. He ex- 
plained that his conclusion had been 
drawn after talks with manufacturers 
who claimed that production had been 
cut but that demand was high. 


Nickel Trouble 

Kéarlier this fall, NPA said that de 
velopment of “ingenious” conservation 
practices was enabling the electric 
housewares industry to turn out mer- 
chandise. The NPA release noted that 
supplies of nickel the major 
factor limiting housewares output. No 
satisfactory substitute has been found 
for this metal in resistance material for 
heating elements, for plating to stand 
up to conditions of heat and abrasion, 
and in alloys for springs, thermostats 
and electrical contact parts subject to 
extreme heat 

With fourth quarter allotments cut 
further than had at first been antici- 
pated and with an additional allot- 
ment cut scheduled for the first quar- 
ter, manufacturers were in a position 
where they might become “shortage- 
conscious” before their retailers and 
distributors. That might account for 
the apparent difference of opinion be- 
tween the two groups over supplies for 
the Christmas trade. Then too, with 
the experience of recent months fresh 
in their minds, retailers were going to 
have to be face to face with shortages 
before they would begin worrying 
about inventories that were too low. 


were 
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ELECTRIC 
Round and 


table top model 


The profits you make from any product are meas- 


phutomatic 
ured by what service that product delivers to 


your customers. You benefit directly from the WATER 
extra hot water your customers get from White HEATER 
WATER HOTTERS. With White, your sales EATERS... 
come quicker, installations are easier, service ELECTRIC 


after installation is practically nil—you enjoy a 


better deal all around! Mail the coupon for AND GAS 6.9% MORE HOT WATER 


White’s Proved Profit Story —or call your White than most utility requirements in electric models, be- 
distributor TODAY! * cause White's EXCLUSIVE WATER-HOTTER baffle diffuses 


and tempers incoming cold water. 
WHITE PRODUCTS CORPORATION 


Middleville, Michigan Film Flame 
Water Heating Specialists Since 1930 
EXPORT SALES DEPARTMENT: 201 North Wells Street, Chicago 5, Ill. No small holes here, to clog and cause wasteful com 


wassudek Gengvenis tabi = Withs teetaiae Oa 4 bustion, slow heating. Instead, one wide-open port 
: en Film of Flame bathes tank bottom in flame-tips. 


1 1. Nationally Aduenrtioed! 


fn Powerful selling advertisements for all White 
Round models anly WATER-HOTTERS appear regularly in such 
leading publications as Saturday 
Evening Post, Good Housekeeping, 
Better Homes & Gardens and 
Country Gentleman—to win your 
prospects, help you close sales FAST 
NOW! White also offers a wealth 
of NEW, powerfully attractive sales 
promotion material. Rush coupon 
for details! 








WHITE PRODUCTS CORPORATION— Dept. M-11 
Middleville, Michigan ; 

Please send me the White “Water-Hotter” story. My business 
letterhead is attached. 

g | 


aS ; 

s)) 
(s j 
eS, 


My Name. 











Zone. 
State 
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MODEL 143A 

Attachments 
available 
2-speed 
control 


You can’t miss with the 
CADILLAC line because: 


@ Cadillac’s liberal discount 
policy gives you MORE 
PROFIT PER UNIT. 


® Cadillac cleaning efficiency is easily dem- 


onstrated. You close sales quickly, easily. 


@ Your prospects are thoroughly pre-sold. 

Bra oe MODEL 800s ~~ 
Cadillac national advertising has been tell- Complete with 
’ : h 
ing homemakers month-in, month-out chara 

2-speed control 


about Cadillac’s fast, thorough cleaning. 


= acyqplitNt 101 se ey — 


f NW “ j —_. ; i. 
4 > : 


If you are not alreudy a 
Cadillac dealer, write us 
for complete informa- 
tion about the Cadillac 
line. Find ovt how you, 
too, can make more 


prof t per unit 


CLEMENTS MFG. CO. 


Dept. A * 6666 S. Narragansett Ave. + Chicago 38, Ill. 


For more than 40 years, sold only by reliable dealers and distributors 
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TV Selling: What's Fair? 


That knotty problem is still unsolved after FTC’s 
second trade practices conference. As a result, there'll 


be a third industry meeting 


The second try at setting up trade 
practice rules for the radio and televi- 
sion industry accomplished little save 
establishing the necessity for a 
third meeting. Radio and television 
industry representatives met with the 
Federal Trade Commission on Sep- 
tember 26-28 to study a proposed draft 
of 34 trade practice rules worked out 
by FTC, 

Sut the meeting ended inconclusively 
when a number of the industry people 
protested that they hadn’t had enough 
time to thoroughly study FTC’s pro- 
posed rules. 

A first meeting in June had produced 
such a lengthy agenda of questionable 
trade practices that the September 
meeting was scheduled to go over the 
agenda and agree on a set of rules that 
FTC would promulgate, subject to a 
public hearing. In early September 
FTC circulated among the industry 
its proposals to be discussed at the 
September meeting. 

Industry people claim that some o 
the issues are so complex that they 
needed further time to study them, As 
1 result, FTC will revise its proposals 
and circulate them prior to the third 

eeting, which will be scheduled for 
ome tit 


The Issues 
1 


ictices that proved 
issues were: 

suggests that any 

c can be converted 

to receive colo ‘TC holds that, in 

onversion, such 

is unjustified. FTC points 

out, for instance, that a 20-inch screen 

can’t be converted to color at present. 

In fact, under CBS color, no sets with 

yicture tubes larger than 124 inches 

an be converted and there is some 

doubt as to whether even 124 inch 

screen sets can be converted. 

Deception as to size of picture tube 
(measuring rectangular tube diago 
nally instead of horizontally and in 
cluding the trim area). Industry men 
said they felt the public understood 
how rectangular screen size was com 
puted. FTC thinks public is misled 
by it. 

Price discrimination in the form oi 
rebates, refunds, discounts, and credits. 
FTC contends these are violations of 
the Robinson-Patman act. 


adver tising 


t 
c 


Deceptive Ads 


Other trade practices which will 
occupy the next conference, but which 
are not likely to be as thorny issues 
as the above: deceptive price advertis- 
ing, commercial bribery, coercion in 
purchase of one product as a pre- 
requisite to purchase of another, decep- 
tion as to complexity of operation. 
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misrepresentation as to distance re- 
ception, warrantees and guarantees 
imitation of trade marks and use of 
“push money” and “‘spiffs.” 

Represented at the September hear 
ing were Radio Television Manufac 
turers Assn., National Electronic Dis 
tributors Assn., National Appliance 
and Radio Dealers Assn., Nationa! 
Television Dealers Assn., a representa- 
tive of the Better Business Bureau, 
ind a non-member representative from 
industry. 


More Flexibilit 
y 

Appliance makers will be getting 
less metal in the fourth quarter but 
they’re being given a freer hand in 
using it. 

NPA has set up four broad groups 
durable goods (the sec 
ond of the four covering appliances 
lamps and electrical products not else 
classified). A manufacturer 
llocated raw materials o1 
any item within the same general 
group. In other words, if a firm finds 
that refrigerators aren’t selling, it 
an make fewer refrigerators with it 
illotted metals and turn out great 
numbers ff some appliance i 


ft consume! 


where 
may use his a 


stronger demand. 
Heretofore, consumer durables we: 
plit into two groups, with the divi 
ing line being the essentiality of t! 
item. Each of these classes was broke1 
down into groups and the groups int 
Manufacturers 
shift steel supplies from sub-group t 
sub-group within a single group, but 
they were not allowed to shift thei 
illocations of copper and aluminum. 
Now the four broad groupings have 
been substituted and manufacturers 
may shift copper and aluminum sup- 
plies, as well as steel 


sub-groups. could 


Appoint Heilmann 


Ernest W. 
named acting director of the consumer 
durable goods division of the Office 


Heilmann has _ been 


of Price Stabilization. The appoint 
ment is an interim one until a director 
is named for the division. Heilmann 
was made a consultant to the division 
in February and has served on an 
intermittent basis since then. For a 
time he filled the post of acting assist- 
ant director. He is associated with 
A. G. Spalding & Bros. and is pres 
ently manager of that firm’s Wash 
ington office. In World War IT he 
was with OPA, 
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COMFORTEER NO. 320-5 


Vented circulator, 20,000 BTU, 


Brown ‘'Hi-Boke’’ enamel. 


COMFORTEER NO. 135-5 COMFORTEER NO. 1125-5 
Unvented circulator, 35,000 BTU, Unvented circulator, 25,000 BTU, 
Brown “Hi-Bake’ enamel Brown “‘Hi-Boke’’ enamel 


INLAND 


as space heaters. 


.4 Complete 


In your high-volume 


- Sales bracket 


Wi 
TTT 
VaUeevaneaneatany 
LT 


— —— 


COMFORTEER NO. 112—112-C 

Unvented circulator, 12,000 BTU, SS ae NO }.- 
112 in White or Brown Porcelain, Unvented circulator, 25, U, 
112-C in Brown Hi-Boke’’ Brown Porcelain enomel 
enamel 





Sales-proven point-of- 
purchase displays, 
mailing pieces and mats 
available for the asking. 











ior 
wv Aa, 


COMFORTEER NO. 1225-S 
Unvented radiant-circulator, 
25,000 BTU, Brown Hi-Bake 


enomel 


Jobbers: Several lucrative areas are still available to aggressive 
jobbers. Write now for information. 


f) - 
Sreer <o 


COMFORTEER NO. 118-5 
Unvented circulator, 18,000 BTU, Brown 
Hi-Boke’ enamel 


COMFORTEER NO. 218-S 
Unvented rodiant-circulator, 18,000 BTU, 


Brown ‘‘Hi-Boke’’ ename 


Simplify inventory, save space —sell more! 
These 8 models fill the needs of 9 out of 10 
customers! 


This quick sale “package” of fine space heaters simplifies your in- 
vestment, saves valuable space, and gives you a fast turnover. The 
Comforteer line lets you take good care of the most price-conscious 
customer—the low prices stop resistance. Use Comforteer heaters for 
“price” promotions—make your regular profit! Style, ratings and 
construction, too, are points sure to satisfy even the fussiest cus- 
tomer. Don’t forget, each Comforteer is guaranteed and A.G.A. ap- 
proved. It’s a fine brand name manufactured by a nationally famous 
company. Write today for the name of your nearest jobber! 


INLAND STEEL CONTAINER COMPANY 
6532 SOUTH MENARD AVENUE - CHICAGO 38, ILLINOIS 


PLANT AT NEW ORLEANS © WAREHOUSE STOCKS AT NEW ORLEANS, CHICAGO, JERSEY 
CITY, ST. LOUIS, KANSAS CITY (MO.) 








~ 


has outsold every other make since 


-.- And new Super Sets are selling fast 
in fringe areas—in cities—in all TY areas— 
because they outperform all other television 


When you sell new Super Sets— 


You sell the most interference-free television 
The Picture Power big-screen image has the most 
amazingly sharp detail in television—regardless 

of local interference or “problem areas.” 

You sell the clearest reception possible 

Sales results and side-by-side demonstrations under 

the toughest field conditions prove that new 

RCA Victor television is tops in weak-signal areas. 

You sell the sharpest, clearest picture detail 
Picture Power means the most powerful pictures 

in television— regardless of location! 

You sell the matchless “Golden Throat” tone system 
This RCA Victor exclusive is the best-known 

fone system in radio and television. 

You sell the benefits of RCA Victor's unsurpassed 
engineering and manufacturing “know-how’"’ 

No other manufacturer can match RCA Victor's 

research and experimental facilities which 

contribute to RCA Victor's leadership. 

You sell the most beautiful cabinetry and styling 
Modern, traditional, or period styling. A choice 

of fine finishes and no extra charge for mahogany. 

You sell the world’s most popular television set 
More people own RCA Victor than any other set. 














The Bristol—17-inch Picture Power 
Super Set—the price leader in this 
value-packed line. Super-strong, 
super-clear picture, double-locked 
on the screen. Metal cabinet with 
maroon finish. (177153) 





The Hampton — 17-inch 
Picture Power Super Set— 
a consolette designed to 
sell in today’s market 
Sophisticated styling plus 
extra-powerful, fringe- 
area reception at a truly 
economical price. (177160 


The Preston — 17-inch Pic- 
ture Power Super Set— 
tops in table model tele- 
vision. Fine wood cabi 
netry, in the best RCA 
Victor tradition walnut 
or limed oak finish, and 
there's no extra charge 
for mahogany. (177155 


Golden Throat 


RCA VICTOR—World Leader in Radio 
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The Clarendon—21-inch Picture 
Power Super Set—the ideal 
blending of giant-screen clarity, 
superb tone, and distinguished 
cabinetry. Beautiful provincial 
styling, 4-door cabinet. (211179) 


The Kendall —17-inch Pic- 
ture Power Super Set— 
suits the modern taste to 
a T—for television! A sure- 
selling blend of exquisite 
designing and expert en- 
gineering. Has RCA Victor 
“Golden Throat” tone sys 
tem, built-in antenna, 
phono-jack. (177174) 





The Rockingham — 21-inch Pic 1 ' ¢ uid The Suffolk — 21-inch Pic 
ture Power Super Set—RCA Vic | | adit bai nsf: ss 3 f ture Power Super Set— 
tor’s sales-stirring improvements BSH 3: =: i never have you offered 
—extra-powerful reception, new . H ‘ preveseoa your customers more. Ex 
intercarrier sound system, dou 272 1 - tis tra-powerful, fringe-area 
ble-shielded tuner, new picture . —-- Z 2 M reception, a huge 21-inch 
contrast control — housed in a : picture tube, a built-in 
superbly fashioned Regency de . antenna... all within a 
sign. (217178 beautiful, Colonial -style 
cabinet. (211176) 

= a VEE  ~ 
. —— The Donley —21-inch Picture 
— TT Gir Super Set — ultra-smart 
TEPRERRRRE Re F HHOOOIOOONNHH 00 simplicity to capture modern 
— tastes. You'll find a best seller 
= in this gracious beauty. Walnut, 
mahogany or limed oak finish, 

full-length doors. (211177) 


PARAL NARE 


Super Sets offer small-screen owners the 
best reason, ever, for trading in now. 


Now RCA Victor gives your customers the kind of 
big-screen television they've been waiting for. 
Offer small-screen owners a side-by-side demon- 

eK FP NOH stration of new Picture Power Super Sets—let them 
Wee FT = see for themselves that RCA Victor television gives 
them the sharpest, strongest, clearest pictures in 
television. 


At your service—the vast facilities 
of the RCA Service Company 


RCAVICTOR @# 








. +. First in Recorded Music... First in Television DIVISION OF RADIO 


CORPORATION OF AMERICA 
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“Martha : Financial 
Washin gton t : a “Merger for Meck? 


. A plan for merging John Meck 
Industries with Scott Radio Labora- 
tories, Inc. has been approved by 
directors of both firms. Stockholders 
“ y were scheduled to vote on the pt posal 
Ato | ] 2 late last month. 
WwW my The plan calls for Scott to absorb 


the Meck organization by issuance ot 
eee 1.3 shares of Scott stock for each 
> 


Ww " Oe! Meck share. John Meck Industries 
canine: “ions pnacndy nan would surrender its holdings ot 
ili . «othe brand their fam- 131,600 shares of Scott. Directors of 
ilies and friends have used for almost a the firm pointed out that that the 
hundeod Po they z — oe sell, ae - = 7 | operations of the two companies com- 
. a hedannnenpeadah- ne =t : plement each other and_ substantial 
Dealer. This customer —e coupled elhaie: wodhl be gueilils to wiliee 
with highest quality, sensi ole styling and - pe fohn Meck scolieak ol 
oo a ae SETA WARS | = i 4 , the firm bearing his n ume, is also 
INGTON, in ranges and heaters, the ’ ‘ : —— oS yd ee 

brand of demand and profitable, too. cpa aa ies ag 


New MARTHA WASHINGTON Range 
and Heater models are sized and priced for oe ie : : 

every family... modernly designed and Ee eae Financial Briefs 
superbly built. Ask your MARTHA | ee @ Eureka Williams Corp 
WASHINGTON Distributor for profit 
details or write direct. 





na net 

earnings of $243,572 for the fiscal 

year ending July 31, 1951. In the pre- 

ceeding fiscal year the firm had net 

GRAY & DUDLEY COMPANY earnings of $231,894. Net sales this 

Nashville 3, Tennessee year were $10,698,621, compare to 
$10,700,000 last year. 


@ Avco Mig. Corp. (including Cros- 
ley, American Central, and Bendix 
Home Appliances) had a net income of 
$7,660,372 for the nine months ending 
August 31. In the comparable period 
last year net income was $7,712,538 
President Victor Emanuel said that 
Avco’s appliance business had de- 
clined in late spring and summer but 
had improved in recent weeks 


@ Sales and earnings of Kaye-H 
Corp. in the first nine months of 
1951 fiscal year were the largest 


company’s history 


@ Sales of the Magnavox C 

fiscal year ending June 30 were t 
highest in the company’s hist 
Sales were $44 million as compa 


$31 million in 1950 
Takes KCP & L Post 


GRAY & DUDLEY CO., DEPT. E. 


Please send literature and prices on the following: 


Washington Frugal Gas Heaters—Unvented 
Washington Frugal Gas Heaters—Vented 
Washington Frugal Vented Radiant Heaters 
Washington Frugal Gas Floor Furnaces 
Washington Frugal Oil Heaters 


NAME... 
ADDRESS 


KARL R. KOERPER, formerly vice 
president and managing director of 
the Midland Broadcasting Co., Kansa 
City, has become a vice-president of 
Kansas City Power & Light Co. He 
will have charge of all sales and com- 
mercial activities for the company and 
will also direct the firm's advertising 
and publicity department. 
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Ovreasons 


WHY YOU SHOULD 


DISHES, GLASSES AND SILVER- 
WARE washed with Calgonite 
come out of the washer sparkling 
clean. The machine itself is clean 
as a whistle—free of film. 


Small wonder Calgonite sells fast, 
brings you bigger profits! 
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THESE LEADING 
DISHWASHER 

MANUFACTURERS 

ARE HELPING SELL 


CALGONITE 
BY PUTTING A 
SAMPLE OF IT IN 
EACH NEW 
MACHINE 


go Free FL 





GENERAL @@ ELECTRIC 

















| nex | 


KitchenAid 
a 


mm Jrilehens 
JET-TOWER DISHWASHER 





















































Westinghouse 























CORY 


MATIC MAIO 


DISHWASHER 


JAMES 




















KAY-WAY 











Every time one of these automatic dishwashers 
goes into a home, there’s another prospect for 
Calgonite. 

This is creating a big demand for Calgonite. 
And the wonderful results—shiny-clean dishes, 
gleaming machine—keep women sold. They 
buy Calgonite again and again. They talk about 
it to their friends ... making even more Calgonite 
prospects. 

You can have a share in this growing market 
by stocking Calgonite and putting it out where 
women Can see it. 


SUOGCL calgonite 
DISPLAY calgonite 


PROFIT 


Write for literature 


from calgonite 


*T.M. Reg. U.S. Pat. Off. 


CALGON, INC., Hagan Building, Pittsburgh 30, Pennsylvania 
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everyone's a prospect 


when you handle 


A 
) 


this top-quality power mower .. . 


HURRICANE 


That steady stream of store 


traffic may be an 


untapped vein of profits! Nearly everyone has a 


lawn to mow. . 
into your 


. and that’s where Hurricane fits 
merchandising picture. 


A display of 


Hurricane rotary power mowers has the pull to 


produce sales! 


This eye-catching machine—attrac- 


tively colored in silver, red, and green — radiates 
quality in every line of its trim, sturdy construction. 


Customers stop .. . examine. . 


. and buy! 


So why pass up this chance for fast, effortless sales? 
Put Hurricanes before your customers and get the 
profits that top quality brings. Write us for complete 
details of this year’s big selling plans! If you've never 


handled rotary power 


Parts and service always avail- 
able. No Hurricane will become 
obsolete. Every improved new 
part will fic the oldese Hurricane 


ENGINEERED FOR 
LONG-LIFE PERFORMANCE 


© 4cycle, 2 h.p. gasoline engine © 
Automatic governor ® Full-floating fric- 
tion drive © Rust-proof silver-plated 
drive shaft © Malleable 
chassis © Ball-bearing wheels equipped 
with puncture-proof tires © Stay-level 
handle © Hard, very sharp tempered 
steel-alloy blade © Special safety guard 
® Adjustable cutting height © Turning 
crutch for great maneuverability ¢ Non- 


aluminum 


slip rubber comfort grips © Hurricone 
is for those who wont the bes?f, not 
the cheapest 


HURRICANE 


Rotary Power Mowers 


Made by NATIONAL METAL PRODUCTS 
CO., INC., Dept. E-1, 2722 Cherry Street, 
Kansas City 8, Mo 
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lawnmowers before, don’t 
start with anything but the best 


Hurricane. 


HURRICANE—a powerful, 
fast-cutting mower that's ideal for 
the suburban lawn. No clutch or 
gear to adjust—you just move along 
behind the machine. Cuts a 20-inch 
swath through tough weeds or high 
grass, Fan-tip blade prevents windrows. 


Two Sales-Proved Models for 
Discriminating Buyers 


HURRICANE JUNIOR—a compact, lighter 
replica of the big Hurricane that's 
designed for the small city lawn. Ideal, 
too, for edging and trimming around 
flower beds and walks. This budget- 
priced mower will give a life- 
time of dependable service 
oP» 








Order Now for Prompt Delivery 


Mail This Covpon—it Will Bring 
Answers to All Your Questions 











National Metal Products Co., Inc. | 
Dept. E-1 

2722 Cherry Street | 
Kansas City 8, Mo. | 
We'd like to take on the Hurricane line | 
Please send us full particulars | 
Name | 
Address i] 
City | 
State ] 
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FRANK TALK from parts maker Tarzian 


Bridgeport, Barnum and UHF 


Ultra high frequency television may 
be a headache for manufacturers and 
broadcasters but it’s been nothing but 
profit for the Barnum Hotel in Bridge- 
port, Conn. 

Since the oldest UHF transmitter in 
the country is located just outside of 
Bridgeport (at Stratford, Conn.,) 
manufacturers developing UHF equip- 
ment are forced to field test it there 
and, when it’s ready to be shown off, 
to demonstrate it there. For the 
Barnum this has meant a steady pro- 
cession of luncheons for the press. For 
the press it’s meant a lot of long- 
distance commuting between Bridge- 
port and New York. 

Last month the headwaiter at the 
Barnum went to work on another press 
luncheon. Footing the bill this time 
was Sarkes Tarzian, Inc., the fast 
growing components firm which has 
turned out millions of VHF tuners. 
In October, president Sarkes Tarzian 
told the press that the time had come 
to have a “frank talk” about UHF 
service. 

Tarzian and his engineers are 
skeptical about the effectiveness of 
converting VHF sets by the addition 
of UHF “strips.” For existing sets, 
Tarzian has developed a “translator” 
unit which will provide full-range 
UHF coverage when the set’ is 
switched to channel 2 or 3. 

But for sets now being manufac- 
tured, Tarzian has developed a new 
VHF tuner (TT16) which will accept 
UHF stations through a full range 
UHF tuner without loss of present 
VHF channels. The TT16 has the 
full 12 channels for VHF reception 
plus an UHF position in which the 
tuner is changed to an amplifier for 
UHF I. F. 

For cost-conscious manufacturers 
Tarzian had good news; the TT16 
will cost no more than present tuners 
without provision for UHF reception. 
It is Tarzian’s conviction that manu- 
facturers (and the dealers who sell 
the sets) can do a powerful public 


NOVEMBER, 


relations job in building public ac- 
ceptance for UHF by producing sets 
which have built-in provision for DHF 
when it comes. He feels that his new 
tuner—with its clearly-marked UHF 
channel will lead the public 
to look on UHF as merely a continua 


position 


tion of the channels with which they 
are already familiar. 

Earlier in the fall the Barnum had 
ilso played host to UHF 
gathering. This one was sponsored by 
RCA, and was attended by over 100 
broadcast engineers and TV consult 
ants who 


another 


gathered ior a one-day 

UHF. RCA president 
Frank Folsom told the group that the 
UHF channels and the 
expansion of VHF service would mean 
the establishment of nearly 3000 TV 
stations serving 50 million set owners. 

Technical papers read at the meeting 
indicate that: 

1) UHF reception compares favor- 
ably with that on lower channels. 

2) UHF reception can be as clear 
and stable as on VHF and in some 
cases (interference from X-ray equip- 
ment, auto ignitions, neon signs or 
appliances) can be better. 

3) Present sets can be 
adapted. 

4) UHF and VHF station construc- 
tion costs are comparable. 


seminar on 


opening of 


readily 


Fights at Home? 


John Q. Public may think that he’s 
the one being hurt by theater-televising 
of sports attractions. But the men who 
make John Q’s TV set are equally con- 
cerned about the problem. 

Their concern was obvious during 
the summer when nine set makers put 
up $100,000 to snare video rights for 
the Walcott-Charles fight. 

It was equally obvious last month 
when—after watching the Robinson- 
Turpin fight and several other highly 
publicized bouts get away from the 
home, the executive committee of 
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FIRST AND 
FOREMOST 


VALUE 


IN AUTOMATIC WATER HEATERS 





Permaglas, the water heater that owt/asts all others, 
the greatest value at any price in the water heater in- 
dustry! With its glass-surfaced steel tank that can’t rust, 
protective Ceramitron construction under A. O. Smith 
matchless quality, finest of thermostatic controls, mod- 
ern styling and attractive durable finish . . . Permaglas 
continues to be without equal. 


Yet, A. O. Smith mass-production savings, achieved in 
manufacturing more than a million water heaters, give 
you Permaglas to sell at no premium in price! 


COSTS NO MORE 


than ordinary water heaters 








* First in Quality 


* Foremost in Features 
* Finest in Performance 


For complete information on Permaglas . . . the water heater with the glass- 
surfaced steel tank that can't rust because glass can't rust . . . 


A.O. SMITH CORPORATION 
Water Heater Division, Dept. EM-1151 
Kankakee, Illinois 


Please send me, without obligation, full information on Permaglas 
Water Heaters and Registered Retailer Profitunities in my area. 
ee 


AUTOMATIC WATER HEATERS 


Name_ 





Firm 





Address 





Zone State 








ee ee ee ee ee ee ee 
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SUB-ZERO FREEZER CO., INC. 


MADISON 
THE COMPLE 


114 


WISCONSIN 


NE OF FREEZERS 


RTMA’s set division asked its sports 
broadcasting committee to “investigate 
the feasibility of developing an indus- 
try plan for financing such telecasts.” 

There were immediate stories that 


_set_makers were going to set up a 


“war fund” to fight it out with theater 
owners for future attractions. RTMA 
was quick to deny these reports, re- 
iterating that it was only “investi 
gating” the possibility of industry spon 
sorship of such events. 

The success of the Turpin-Robin- 
son showing was a mixed blessing 
to the theater-owners group. The good 
news at the box-office was to some 
extent dissipated by the unfavorable 
publicity which resulted. A virtual riot 
at one Chicago theater made headlines 
and served to remind John Q. Public 
that he was being denied entertainment 
he had come to expect from his set 

Congressmen didn’t take long to 
heed the complaints of their TV-own- 
ing constituents. Within days of the 
Robinson-Turpin fight three resolu- 
tions had been filed asking investiga- 
tion of the theater-only televising of 
public events. Washington sources 
were doubtful, however, that such an 
investigation would make much head- 
way. 

As fall wore on it became obvious 
that there would be no definite decision 
towards home or theater televising of 
such events for some time. In the 
meantime there would be plenty of 


talk about the problem and _ probably 


some spirited bidding for events still 
to come. While this was going on 
one group stood to gain from the whole 
argument. They were proponents of 
“pay as you go TV” whose plans pro- 
vide for a paying box-office at home. 

The fight was on—maybe not on the 
TV screen but behind the scenes to 
determine whether it ever reached the 
rV set 


Straws in the Wind? 


Will there be a shortage of TV sets 
by the end of the year? 

‘Last month (to go along with the 
multitude of “informed” opinions on 
the question) there were two specific 
indicate what's 


ncidents which may 
head 

Zenith president E. F. McDonald, 
Ir., told stockholders that “although 
production during the month of Sep- 
was substantial and shipments 
imounted to approximately $12 mil- 
lion, there were less than 50 completed 
r'V sets on hand at the close of the 
month.’ 

Early in October Bendix Radio an- 
nounced that September sales gains 
had forced the firm to adopt a “tem- 
porary certain models 
The company pointed out that the 
illocations had been necessary despite 
production on “regular schedules based 


lotments”’ 


tember 


allocation” of 


yn copper al 


Color: War by Demonstration 


TELEVISION 
RECEIVER 


FIRST SHIPMENTS of CBS-Columbia TV color sets drew these officials to the 
shipping dock. From left to right are traffic manager Irving Edelson, assistant 
sales manager Sam Olchak and field sales manager A. J. Dillon. 


If demonstrations can win the war, 
both RCA and CBS stand good chances 
of having their color systems adopted. 

Both companies were busy last 
month demonstrating their sets to 
groups in the trade as well as to the 
general public. 

In New York RCA held its first 
public showings of its color system 
with thrice-daily shows in the Center 
Theatre. The programs were also 
piped into Washington for viewing by 
government officials, including Cabinet 
members, Congressmen, FCC officials 
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and other groups who are interested 

Earlier —in mid-September — the 
company had invited more than 20 
leaders in the TV service industry to 
watch the system in action. RCA 
Service Co. was host fof this meeting. 

Late in September CBS Columbia 
announced that its first color TV sets 
were going on sale—in time, theo- 
retically, for the first color telecasts 
of college football. But with the num- 
ber of sets severely limited during the 
opening weeks of sale, the first foot- 
ball telecasts in reality became dealer 
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alot BLACKSTONE wn... 


Automatic Washer for its gu \Rtcle House for $55 
a Month,” they paid a big compliment to Blackstone's 
dependability and economy of ownership. Time after 
time in recent months, leading women’s magazines 
have featured Blackstone Home Laundry Equipment 
in featute stories about modern living. The stream- 
lined Combination Laundry — Automatic Washer, 
Dryer and Ironer —is exclusively offered by Blackstone. 
No other manufacturer can match this complete home 
laundry in only 72 inches of wall space. 


The October 1951 issue of TODAY'S WOMAN features 
this Blackstone Automatic Washer installed in the Utility 
Room of their “$55 a Month” house. As they say —"In 





a small house space for it is sometimes hard to find.” In 


this case, Blackstone compactness proved the answer 


Sea BLACKSTONE 


PRODUCT OF 
X x AMERICA’S OLDEST WASHER MANUFACTURER 
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Upright home freezers 
morseato aT 


That’s right! The booming 
demand for these new Sub-Zero freezers 
means that homemakers the country over 
consider “‘diving’’ for frozen foods old-fashioned. 
In the midst of a sluggish appliance market, more 
people are buying more Sub-Zero uprights 
than ever before. Look at all these 
features and you'll see why! 


Beautiful Upright Design 


Separate Compartments 


Cold-Hold Inner Doors 





Therma-Seal Protection 


Fiberglas Insulation 
* 


14 cv. ft .. and they need only 


_ 2935/4 x 36 in. of floor space! 


+¢ yi tu ht of 
self-defrosting refrigerator 


tem, cu ‘al of budget-wise freezer 


ALL IN ONE BEAUTIFUL CABINET 
that needs only 29% x 36 in 
of floor space! 


MANITOWOC EQUIPMENT WORKS 
Manitowoc, Wisconsin 








M-11 
Gentlemen 
Please rush me all the details or 
the new Ten-ten 


your SUB-ZERO freezers and 
combination 

Name 

Title 

Company 

Address 


City 


for all the facts! 


State 


Distributor. Dealer 


PYvTLiL Tia iD tl Lame DL 


A Division of Manitowoc Shipbuilding Company * MANITOWOC, WISCONSIN 


and distributor showings of color TV. 

Late in September, too, there was a 

flurry of interest when the New York 

| Times broke an optimistic story on the 
development of a tube which receives 
both monochrome and color broad- 
casts. The tube was developed by 
atom scientist Ernest O. Lawrence. 
After the impact of the Times story 
had passed, manufacturers settled 
down to await further commercial 
development and production of the 
tube. 

In September Du Mont introduced 
a color TV adapter which makes it 
possible for viewers to see every type 
color transmission available. It will 
sell for less than $20. 


Raytheon: New Line 


Price reductions ranging from $50 
to $120 per unit were coupled with the 
presentation of the Raytheon television 
line at firm’s annual sales convention 
at Chicago, in September, by G. L. 
Hartman, general sales manager of 
Belmont Radio Corp., manufacturer of 
Raytheon television. 

In addition to four new models added 
to the Raytheon receiver line, general 
manager G. L. Hartman also 
presented a 3-way color television 
adapter at the suggested retail price 
of $14.95, and an ultra high frequency 
tuner installed at the factory as op- 
tional equipment on new receivers for 
$29.95, or installed on sets in the field 
for $39.95. 

Price reductions range from a $50 
drop in the price of Model M-1711, 
from $279.95 to $229.95, to a $120 
reduction in the suggested retail price 
of the console combination, Model 
C-1720, which now lists at $349.95. 
All prices include excise tax. 

The 3-way color adapter priced at 
$14.95, not installed, will permit (1) 
reception of standard black-and-white 
telecasts, (2) large-size black-and- 
white pictures from color telecasts, and 
(3) reduced-size pictures in full color 
when a color wheel is attached. This 
unit mounts inside present Raytheon 
receiver cabinets. 


sales 


UHF Tuner Is There 


The ultra high frequency tuner will 
also be mounted inside present Ray- 


| theon cabinets having the continuous- 


type tuner. This unit becomes an 
| integral part of the continuous VHF 
tuner, and with a specially designed 
dial, permits reception of all 82 tele- 
vision channels currently approved by 
the Federal Communications Commis- 
$10n, 

“Three major steps,” said Charles F. 
Adams, Jr., president of Raytheon 
Manufacturing Company, “have been 
taken with regard to the marketing of 
Raytheon television receivers for the 
fall of 1951 and 1952: 

“(1) The development of a device 
that improves fringe area performance 
by about 38%. 

“(2) The addition of a Raytheon 
“color companion” that gives full- 
color picture, and an adapter that gives 
black and white from a color signal. 

“(3) A continuous-type UHF tuner 
that becomes part of the regular Ray- 

| theon tuner inside the set and receives 
| all 70 new UHF channels.” 
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TV: What’s Ahead 


TV set makers this year should turn 
out 5.3 million sets (as compared to 
7.5 million last year). 

That’s the opinion of Television 
Shares Management Co., investment 
adviser to Television-Electronic Fund, 
inc. In its annual forecast of in- 
dustry production, TV Shares Man- 
agement predicts that the ten principal 
manufacturers will produce a total of 
3,780,000 sets as compared to 5,337,- 
000 in 1950. 

For the immediate future, the com- 
pany says that “outlook for demand 
appears to be far more favorable than 
recent sales within the industry would 
indicate” and predicts that “dealers 
are likely to be faced with the problem 
of obtaining sufficient sets to supply 
the demand rather than that of dispos- 
ing of inventory.” 

Looking even further ahead, Shares 
Management points out that the peak 
of military production will have been 
passed late in 1952 and that “critical 
materials may then become more 
readily available for civilian produc- 
tion.” 

The top ten manufacturers (accord- 
ing to the survey) and the estimates 
of their 1950 and 1951 production are: 


Estimated Units 
1951 1950 
700,000 950,000 
625,000 875,000 
875,000 
550,000 
425,000 
660,000 
450,000 
240,000 
140,000 
172,000 


RCA 

Admiral 

Philco 

Emerson 

General Electric 
Motorola 

Zenith 

Du Mont 
Crosley 
Hallicrafters 


130,000 
100,000 
100,000 


5,337,000 
2,163,000 


3,780,000 
Balance of Industry.. 1,520,000 


Total Industry 5,300,000 7,500,000 


TV Crackdown 


Sharp action against a group of 
“borderline” stores has been taken by 
the San Francisco Better Business 
Bureau and the district attorney in a 
move to protect residents from cut- 
throat TV merchandising tactics. 

Two offenders have pleaded guilty 
to accusations of “false and misleading 
advertising” and a third has been con- 
victed of petty theft after having sold 
a used set as new merchandise. 

The “get tough” campaign is aimed 
at forestalling such practices if pos- 
sible. Where necessary, however, legal 
action will be taken against persistent 
offenders. 


Defense Changeover 


Two of the four conveyorized pro- 
duction lines in Du Mont’s East Pater- 
son, N. J., TV receiver plant have been 
allocated to government production, 
Dr. Allen B. Du Mont revealed last 
month. He added that other areas on 
the remaining two lines have been re- 
served for conversion to manufacture 
of military electronic components. 

Du Mont’s anticipated TV receiver 
production has been set at 40 percent 
of the 1950 total. 
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Now you get twice 
the sales magic 


.. with 


FAMOUS 


aD) OU) ROD. NEW 
on the outside “DULUX” 


(= C$ Sn SLT PF > % on the inside 


POINT to the DULUX Enamel seal on appliance exteriors and see 

how much easier it is to make the sale! Your prospects and millions 
like them know the name Du Pont. And they know, too, that a . » » DULUX Is on the inside, too! NEW DULUX Food Compart- 
DULUxX finish resists chipping and cracking . . . retains its bril- ment Enamel—identified by a distinctive seal of its own—is de- 
liant whiteness. ..lasts for years. You can bet there’s plenty of sales signed specially for refrigerator interiors. Tested and retested in 
magic in DULUX Enamel—a finish that has helped sell over the Du Pont laboratories, it has proved itself in thousands of homes. 
20,000,000 refrigerators—and there’s double the sales magic when... So be sure that your manufacturer supplies every DULUX-fin- 
o~~ —= ished refrigerator with both sealsa—DULUX Enamel seal on the 
}—— i pr : outside . .. DULUX Food Compartment Enamel seal on the in- 
| = S side. Ask for them when you order . . . feature them when you sell! 























HY) QU Ae 























1 | Use these seals to close your deals 


“DULUX”’ IS AMERICA’S LEADING 
HOME-APPLIANCE FINISH 











DULUX Refrigerator Finishes 
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IT PAYS TO HANDLE 
Rapidayton’s 
JET PUMP LINE 


Trouble-free performance and long service life 
make the RAPIDAYTON Jet Pump Line a very 
profitable one to handle. All models have one 
basic design and it is a very simple and easy 
matter to adapt them for either shallow or deep 
well service, There is a wide range of sizes 
which provides the right model for 
every type of installation. Fill 
out the coupon below and 
send it in TODAY. 


VERTICAL JET PUMPS— 
RAPIDAYTON s omplete 
lin nclude vertical 
pumps for both deep and 
shallow we 

Siz eelale (a 

up to and ir 

h.p. Supplied 

re tank 


HORIZONTAL JET 
PUMPS — Ra AYTO 

horizontal jet pumps 
range in size from ‘4 
h.p. to 1 h.p. inclusive 
with models suited for 
ther deep or shallow 


well service 


RAPIDAYTON PACK- 
AGE SYSTEMS''—The 
new RAPIDAYTON line fea 
tures horizontal jet pumps 
for both deepand sha 

well service—with pump 
mounted on a horizontal 
tank when a elela Kelels 


system is required 





THE DAYTON PUMP & MFG. CO., 
Dept. EM, 500 Webster St., Dayton 1, Ohio 


Please send me complete details and prices on the new 
RAPIDAYTON Line of Jet Pumps. 


NAME 





ADORESS 





city 








PROMOTIONS 





TWO MILLION DOLLARS in $10,000 bills occupies the attention of Crosley’s 
W. A. Blees as he tells distributors and members of the press about his firm's 


American Way contest 
handed Blees a million dollars. 


SPECIAL POLICE whee! in two million dollars in cash 


Each of the smiling, but neglected, models has just 


Inside the shroud-like 


wrapping were the two models above, each carrying a purse holding million 


dollars in $10,000 bills 


Giveaway American Way 


ion dollars 


This fal with new contest 


} 

ty 
wrapped up in red, white and 
blue, the company is going to do the 


thing—with some extra gim- 


t 

the most important difference. This 
time it’s an “American Way” contest 
and entrants, after answering several 
true and false questions on Crosley 
appliances, must explain in 50 words 
or less “What the American Way of 
Life Means to Me.” 


tri-color wrapping is probably 


t to this 

‘ompany is dupli- 

t prizes with cash 

awards to churches or charities of the 
winner’s choice. 

Che top winner gets $10,000 in cash 
and the next ten award-winners get 
$1000 apiece. Then come fifteen $500 
merchandise certificates, fifty $300 cer- 
tificates, one hundred $200 certificates, 
one hundred $150 certificates, one 
hundred $100 certificates, two hundred 
and fifty $50 certificate and three hun- 
dred and seventy-five $25 certificates. 

That’s only the beginning. Many 
Crosley dealers are running their 
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hwo lernyf 1c Sales: Sarki no Specials 


fox “to hurry up your holiday business! 


TO FEATURE AT ONLY... 


=. 2 f 4 
riliy i? 
ciirry fT 
ttt TT Tt 
,eeeeee 
TiTTit tT Tt 


HEY 


WHALE OF A LEADER AT... 


This Arvin Model 450T-Jet is spe- 
cially priced for promotion at only 
$19.95 and is offered in smart jet- 
black with contrasting ivory face. 
Five tubes including rectifier provide 
terrific range. Arvin’s famous Velvet 
Voice tone. No other table radio can 
touch it for beauty and value. 


Here’s the perfect personal radio 
which already has delighted over 3 
million owners—now priced for sure- 
fire promotion at only $15.95. Com- 
pact, shatterproof cabinet in popular 
ivory, accented with jet-black knobs. 
Famous Arvin AC/DC superhet cir- 
cuit. Use it as a leader to help you 
sell higher priced sets. Model 542T. 


S> Prices subject to change in accordance with OPS regulations. 


Arvin Radio 


Velet Voice GY You can SELL the difference! 
4 xX 


Cash in on the impact of Arvin’s National 
Advertising by displaying the full line! 





Arvin Velvet Voice Radio—Amer- 
ica’s most plete line—includ 

the right model to appeal to every 
purse and preference! From the 
superb AC Stradivara to the radi- 
ant Rainbow models in 6 colors, 
here’s an array of values to capture 
holiday sales and profits. But there 





isn’t a minute to lose. Holiday shop- 
pers are already spending freely. 
So stock up now! And ask your 
Arvin distributor about the special 
display illustrated here. It stops 
*em in their tracks—they begin to 
look—and you step in for the 
quick closing of a sweet sale! 


Phone, wire, or write your Arvin Distributor now! 
Television & Radio Division 
ARVIN INDUSTRIES, INC., Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 
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sett... NOSIIIOST 
electric blankets 


Available in 
Antique Rose, 
Forest Green, 
Sunset Red, 
Sapphire Blue. 


No More 
Inventory Problem! 


» You can enjoy more sales, greater profits this year than ever 
before by selling Northern electric blankets. Ready availability 
and prompt shipment of all models eliminate the familiar “out 
of stock” complaint that cuts down sales and promotes unbal- 
anced inventories, 

This year, before you buy, investigate Northern . . . the oldest, 
most reliable basic manufacturer in the electric blanket business. 
And remember, Northern is the full profit line! 


Why Northern for 1951? 


Long profit margins to capitalize on . . 
you make more money. 
Competitive prices . . . from $41.95. 
Finest record of trouble-free service . . 
sound service policy. 
Sensational display packaging. 
Fully guaranteed for 1 year. 
UL Approved . . . proved in practice by 
300,000 users. 

, = 


‘a 


INOSS I C3 ) 


LLe@Cls¢ COPE: 


Manufacturers of Electric Blankets and Electric Heating Pads for 42 Years 
5224 North Kedzie Avenue, Chicago 25, Illinois 


717 


Northern Electric Company, Dept. A, 

5224 N. Kedzie Avenue, Chicago 25, Ill. 

Gentlemen: 

Please send me catalog sheets and price schedule on Northern 
Electric Products. 

A 


Street Address___ 


MAIL 
COUPON 


for complete 
details 


SS Sa: 


120 


own local contests with a $300 mer- 


| chandise certificate (and a $100 award 


for church or charity) as the prize. 
Both local and national contests end 
December 1. 

Although Crosley officials are frank 
in admitting that the contest has a 
commercial purpose (“the contest will 
provide a launching and an impetus 
that we believe will be history-mak- 
ing”), they feel that the contest will 
provide an opportunity for “millions 

. to sit down and put into words 
what the American way of life means 
to them.” 


Dramatization of Freedom 


In unveiling the contest for its dis- 
tributors and the press, Crosley “pulled 
all the stops”. The program opened 
with a dramatic sketch “Flight Into 
Freedom”, narrated by Douglas Fair- 
banks, Jr. Introduced during the meet- 
Anna Kasenkina, the 
sian Consulate employee who made a 
freedom in 1948, 


ing were Rus- 


spectacular leap for 





Henry C. Cassidy, former AP cor- 
respondent in Moscow, and Craig 
Thompson, former Time correspondent 
in Russia. 

Also featured was an exhibit of 
foreign radios and appliances, de- 
signed to show visitors the contrast 
between the products of the United 
States and Western Euorope and those 
of Iron Curtain nations. Actually, the 
only Iron Curtain products which could 
be obtained were five radios, three 
from Russia and one each from Hun- 
gary, and Czechoslovakia. The displays 
were arranged to compare the various 
nations’ products on four points: (1) 
number in use; (2) cost in money; 
(3) cost in terms of hours of work 
required to purchase them; and (4) 
quality of materials and workmanship. 

To dramatize the contest, Crosley 
officials produced two million dollars 
in cash. It was in the form of 200 
$10,000 bills. This stunt alone cost 
Crosley almost $1,000 in insurance and 
security costs. 





ELEVEN EUROPEAN REFRIGERATORS ore among the foreign appliances being 


used by Crosley to dramatize its contest. 


From left to right are Swedish, Danish, 


West German and American (Crosley, of course) units. 


RUSSIAN REFUGEE Anna Kasenkina helps Crosley inaugurate its American Way 
contest by explaining to a New York audience what our way of life means to her. 


At left is Blees 
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Dearborn stays on top... year after 
year...in dollar volume of gas space 
heater sales! This public acceptance is 

a pretty good indication that 
everything must be close to being right. 
Why? Because Dearborn advertising, 
Dearborn sales policies, and most 

of all, Dearborn heaters are all designed 
to do just one job—to help you sell 
more and more Dearborn heaters! You 
can bank big profits on this year’s 
demand for Dearborns... 


and here’s why : 


ORDER YOUR DEARBORNS NOW .. a 


Be ready for the big Fall heater sales. 
It's money in your pocket .. . if you can 
say “Yes"... when your customers say 
..."l WANT A DEARBORN!" 


sj Sieve 


ea: aes 


FEE 


Send for illustrated literature on America’s top-selling gas heater line. 


1700 West Commerce St. 5830 N. Pulaski Rd. 
Dallas, Texas Chicago, III. 
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... the world’s finest, safest gas heaters 


DEARBORN HEATERS 
7 
wee 
Give wall-to-wall comfort, more heat on less gas, 
are sized to fit any heating need. With famous touch- 
cool Safety Cabinet, High-Crown Burner, automatic 


lighting, fast-working Glo-Brite Radiants—you've 
got more heater to sell! 


DEARBORN DISCOUNTS 
Me 


Dearborn plays fair with dealers. No cut prices be- 
cause Dearborn heaters are worth the asking price! 


DEARBORN SERVICE 
e e 
a 
Dealing with Dearborn isn’t a hit or miss business. 
Dearborn keeps you supplied with the heaters and 
parts you need... when you need them! 


DEARBORN ADVERTISING 
AND MERCHANDISING 
J 
Wee 
Dearborn backs up your selling efforts with hard- 
hitting advertising and merchandising aids aimed 


squarely at your customers...makes your selling 
job easier, your profits greater! 


STOVE COMPANY 








Sensational new 
custom model 


* 
$95 ou s50 ) onl Lectric Cook 


STREAMLINED, DREAMLINED for your top-level eggs, or toasted sandwiches. Converts in sec- 
gift-shopping trade! Brand new super-special onds to a fully automatic waffier. Order now 
model of America’s first and finest full-size for your holiday selling! 


grill-waffler, with all the grill-fry-toast-bake = 
features that have made Arvin Lectric Cook Baker’s Dozen Deal on Deluxe Model 


a national best-seller—PLUS stunning new Limited offer on familiar Arvin Deluxe Lectric 
beauty. Gleaming chrome-plated finish with Cook (Model 3500) permits profitable pricing 
mahogany-plastic trim. Cooking area equals as a fast-action Christmas Special, $2 495 
3 ten-inch skillets for hamburgers, bacon and complete with grids, at only 


Arvin Electric Heaters lead the world! Arvin 5-year Guaranteed trons Arvin Toast-Tested Automatic Toaster 
From the year-round Arvin Hot All three beautiful, dependable Top value of all pop-up toasters! 
R-Cool heater-fan with its tre Arvin Irons are light weight (3 lbs Exclusive Arvin butter-melting 
mendous capacity, complete ad to save effort. Fast-heating over- Sta-Warm Shelf; hinged crumb 
justability, and Safeguard Switch size aluminum sole plate with tray for easy cleaning without 

to the compact Arvin Model 1000-watt element cast in; auto- getting crunchy crumbs on the 
91A Fan-Forced Heater, there’s matic heat control for all fabrics; floor. Every Arvin Toaster is 
an Arvin for every customer who flare and taper for easy tuck-and- triple-tested at factory—it must 
comes into your store! All have button work. Safety-locked jerk- make two slices light, two medi- 
silent induction motors—no TV proof cord. Model 2100 (shown um, and two dark before it’s right 
or radio interference. AC only. $12.95. Others, $11.95 and $14.95 for your customers. Loaded with 
Priced from $11.95 to $21.95. All are guaranteed 5 full years! fast-selling features! $22.95. 








All prices subject to change in accordance with OPS regulations. 


Stop shoppers short with dynamic Arvin displays! 
Arvin Annie cutouts command attention! 


Eye-catching, traffic-stopping displays like Arvin electric housewares to create excitement 
these will step up your holiday sales of Arvin and help you cash in to the limit on Arvin’s 
Electric Housewares! Use them with all your great national advertising campaign! 


Electric Housewares Division, ARVIN INDUSTRIES, INC., Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 


BEN-HUR PRESIDENT Henry H. Uihlein 
addresses distributors during meeting de 
scribing company’s promotion program 


Distributors of Ben-Hwum 
home treezers were tl red 
“nails” for “Nailing Down the 
during a fall promotion preview 
by the company in Milwaukee 
summer, 

\. A. Maxwell, southern 
manager for the firm, told the distribu- 
tors that “Nail Number One” would be 
a continuation of the “Freez-R-Pak” 
kit offer whereby a complete assort- 
ment of packaging equipment and sup 
plies are given away with every freezer 
sold, 

Maxwell, who developed the kit with 
sales manager R. C. Graves, told the 
group that retail freezer sales of more 
than $2.5 million had been made during 
the 60-day original offer. 

“Nail Two” consists of a four-color, 
four-page tabloid describing the Ben 
Hur freezer line, its features and the 
food savings possible with the use of 
freezers. The tabloid is being offers 


( 
] } T 
dealers on a cooperative basis. It wil 

} 


| I 
be mailed out from the factory, with 
dealer imprint, to all rural route and 
post office boxholders ii riven com- 
munity at a cost of less than a first 
class lettet 

“Nail Three” is a “See-a-Friend” 
plan under which present owners cat 
obtain one of the freezing kits by sug- 
gesting names of friends who mav be 
interested in a freezer. If the friend 
buys a freezer, the person suggesting 
his name receives one of the kits, 
Graves explained. 

Other speakers were president 
Henry H. Uihlein and vice-president 


A. B. Bechaud. 


First Down on TV 


Westinghouse Electric Corp. gra 


b- 
bed the ball last summer when 

signed on as sole sponsor of all 
collegiate football telecasts authorized 
by the National Collegiate Athletic 
Assn. With the ball in its possessior 
the company last month was making a 
determined effort to mal is much 
yardage as possible, was spending 
$700,000 in newspaper and _ trade 


paper advertising, had distributed two 
million football handbooks, and was 
vigorously encouraging dealers to tie 
in with advertising and window dis- 


plavs 
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FOR price, features, beauty, saleability... 


“The « «0, SWCCHEs 
Thisisit s2yanee 


New NORGE Time-Line 
Automatic Washer 
selling like hot cakes! 


Is it really that good? Brother, you don’t know the half of it! This new 
Norge is the once-in-a-lifetime miracle that dealers dream about. An ap- 
pliance so perfectly designed and engineered —so appealingly priced — 
so packed with features women want—it’s proving to be a sales “natural”. 

Yes, sir... This is really it! Why wait? You won’t know what you're 
missing if you don’t sell Norge! 


EXCLUSIVE TIME-LINE 


GREATER 


Not even a dial to set! Housewife 
merely presses the Time-Line button 
and the new Norge does the rest. It 
automatically fills with just enough 
water for any size load—then washes, 
rinses, spin dries, and turns itself off— 
automatically! User may skip or re- 
peat any part of the cycle because 
every step is visible a// the time. 


EASE... GREATER 


CONTROL OFFERS 
FLEXIBILITY 


Tops the field in features. Actual tests 
prove that the exclusive Double four- 
vane agitator in the new Norge pro- 
vides the best washability in the in- 
dustry. Other features include five 
warm rinses with agitated overflow 
rinsing, tangle-free spin-drying, plus 
lower water consumption ... anda 
lower selling price! 





Watch these stars make NORGE the best-known washer in America! 


KATE SMITH 


What Kate says, folks believe! On her 
night-time TV show, “The Kate Smith 
Evening Hour’’, see her sell the new 
Norge Automatic Washer and the entire 
Norge line in her own sincere way. She’s 
on NBC for Norge every other week in 
all available TV markets. 


RED SKELTON 


When Red tells 'em, audiences listen! And 
he’s now on for Norge in the “Red Skelton 
Radio Show”, promoting the Norge Auto- 
matic Washer and other Norge home ap- 
pliances. The show is broadcast every 
week in key areas that can’t be reached 
by television. 
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What a combination! Kate Smith on TV and Red Skelton on radio... 
selling the new Norge Automatic Washer and other Norge home 
appliances to your potential customers right in their homes week after 
week. It’s a big-time advertising campaign that really bits home! 

And even that’s not all. Watch for a forthcoming schedule of dy- 
namic, hard-selling magazine advertising that means business for 
Norge dealers everywhere! 


You wont know what youte missing 
if you dont self 


THE LINE THAT PAYS OFF FOR THE DEALER! 


Canada — Addison Industries, Ltd., Toronto 
REFRIGERATORS * GAS RANGES AND ELECTRIC RANGES 
WASHERS ° ELECTRIC WATER HEATERS . FREEZERS 


PAGE 





LEADS THE FIELD IN 


Medora Desian 


EXAMPLE 


.the 
TWIRL-O-MATIC 


@ Swing the door open either direction and out 
come two circular shelves, placing stored mate- 
rial at your fingertips. No stooping and probing 
into hidden corners with a Lyon Twirl-o-matic 
corner unit. It is new and different— gives 
kitchens that final touch of efficiency. 





Write direct to us at Aurora to determine if there is a 
Lyon Kitchen Dealership available in your territory. 


METAL PRODUCTS, INCORPORATED 





General Offices: 1121 Monroe Avenue, Aurora, Illinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 


A PARTIAL LIST OF LYON STANDARD PRODUCTS 
. . 


. 
. 


‘Home Demos: TV Gets In 


A PLUG FOR THE EFFECTIVENESS of demonstrations on TV came from Ironrite, 
Inc., this fall when it renewed its ‘‘Hollywood Screen Test’’ show for 52 weeks. 
From left to right are agency man Clarke Wilmot, Wally Duncan of ABC-TV, 
and W. R. Dabney and Hal Biddle of Ironrite. 


Supplying demonstrators for every 
retailer—small as well as large—is too 
big an order for even the largest ap- 
pliance makers. Some firms however, 
now feel that they can accomplish just 
about that by use of television. 

In September, for example, Ironrite, 
Inc., revealed that it. had extended 
sponsorship of its weekly “Hollywood 
Screen Test” for another 52 weeks 
(ABC 7:30—8 pm EST, Mondays) 
and that the show would be telecast in 
new markets as rapidly as good time 
becomes available. General sales man- 
ager Hal Biddle was emphatic in 
pointing out that the demonstration 
techniques which have always been the 
“backbone” of Ironrite’s selling pro- 
gram have been particularly effective 
on the “Screen Test” show. 

An equally enthusiastic appraisal of 


the effectiveness of demonstrations on 
TV came from Proctor Electric Co. in 
September when the firm announced 
that it had prepared a 13-week series 
of TV spots (Sept. 24—Dec. 15) 
“after prolonged study of TV as a 
medium for sales development in the 
appliance field.” 

New York district manager Oswald 
MacCarthy summed up Proctor’s eval- 
uation of TV when he said, “The 
demonstration you cannot put on—TV 
does it for you. It would be impossible 
for any one manufacturer to supply 
every individual retailer with demon- 
strators but, through the medium of 
TV, actual controlled presentations 
are made possibly not only to the re- 
tailer and customers in his store but 
also to the homemakers throughout 
the marketing area.” 





$800,000 for Ads 


Lewyt Corp. will spend $800,000 on 
advertising this fall, Donald B. Smith, 
advertising and sales promotion man- 
ager for the firm said recently. 

Smith pointed out that a survey 
being conducted by Lewyt indicates 
that 38 percent of all Lewyt sales can 
be attributed to national advertising. 

The fall advertising drive includes 
24 Lewyt ads in 10 national maga- 
zines, over 17,000 radio and TV com- 
mercials every month, two coast-to- 
coast newspaper campaigns, car cards, 
direct mail, and two nationwide poster 
showings. 

The billboard campaign is high- 
lighted by a “two for one” deal which 
provides dealers with one month of 
posting free when they buy the second 
month on Lewyt’s regular 50-50 co- 
operative plan. 


Promotion Briefs 


@ Full-color advertising has been re- 
sumed by the Magnavox Co. for the 
first time since 1948. Color ads in 
the Saturday Evening Post and Life 
featured Dean Martin and Jerry 
Lewis and the Ray Milland family. 


| @ RCA-Victor has assumed sponsor- 


NOVEMBER, 


ship of the Phil Harris-Alice Faye 
radio show. Commercials will feature 
the firm’s TV line, service plans 
offered by RCA Service Co., and 45 
rpm records. 


@ Vacuum cleaner prospects are being 
invited to “convince themselves” dur- 
ing a 90-day fall campaign currently 
being conducted by Landers, Frary & 
Clark. If the customer succeeds in 
selling himself a Universal cleaner he 
gets a $21.95 floor polisher as a bonus. 


@ Encouraged by the results of its 
earlier window display contest on 
phonographs, Webster-Chicago Corp. 
is currently offering its dealers a 
series of cash prizes for the best dis- 
plays of the firm’s magnetic tape and 
wire recorders. 


@ The Coolerator Co. has launched a 
series of trade paper ads as part of an 
effort to expand the company’s dealer 
organization as well as its production 
facilities and promotional efforts under 
ownership of International Telephone 
& Telegraph. The complete ad series 
will be reprinted in a 16-page bro- 
chure. 


@ Son-Chief Electrics, Inc., is cur- 
rently sponsoring a television schedule 
in 11 metropolitan markets on its 
“magic maid” automatic toaster. 
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Put more JINGLE 


into Christmas selling. | 


Lhis famous Hoover 


threesome gives you the “how” 


HOOVER , 


IRON-DUSTETTE-FLOOR POLISHER 


Right now men are eying your ads and your windows for 
Christmas gift ideas. 


And here are three that turn eying into buying—three famous 
wife-savers that tell a man he need look no further. 


With the easy-gliding Hoover Iron, that wonderful helper the 
Hoover Floor Polisher, and the light and handy 

Hoover Dustette to choose from, there's 

something here to please any man’s wife. 


Something here to please the husband, 
too. He can see the fine machining Ironing just melts away with THE 
HOOVERIRON! Koolzone han- 
dle, so wonderfully comfortable to 
he knows the Hoover name. ; hold—no gripping. Pancake Dial 
: gives positive, accurate heat con- 
trol. Aluminum sole plate heats up 
Hoover products in stock, or if you : . fast and all over, Heating element 
, sealed in, away from dirt, moisture, 
: ; possible damage. Two weights, 
distributor now. There’s no sweeter 4 3% lbs. and 4% Ibs. $13.95 in- 
music than “Jingle Bells” on your . cluding excise tax. 


own cash register! 


and materials, he likes the price, and 


If you haven't already got these famous 


need more of them, better talk to your 


All through the house THE HOOVER DUST- 
ETTE makes work light! Perfect for stair treads 
and risers, upholstered furniture, clothing, auto- 
mobiles and other hard-to-clean places. Every- 
body has a hundred needs for it! Weighs just 
5% lbs. Easy-grip handle. Set-in brush picks up 
lint and litter fast. So easy to use! $26.95. 


Bright floors are a cinch with THE HOOVER ? 

ELECTRIC FLOOR POLISHER! Lightweight, Jepaedd Be happier 

easy to use... will not bounce or wander. Non- 

marring bumper guard protects furniture, wood- yy 

work, Gets under furniture. Built-in headlight. with a Hoover 
Can be used to polish automobiles, furniture 

and paneled walls. Complete with wax-applying and cy /) will 

bruskes, polishing brushes, felt pads, $74.95. 

Steel wool and lamb’s wool pads available at 


slight extra charge your customers 
THE HOOVER COMPANY 


North Canton, Ohio Prices subject to change without notice. 
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For Completely 

Soft Water 
Without 

Work 


Size for size dollar for dollar 


7 you can guarantee a Myers 
Water Softener to ive m 


»re for the money! Greater softening 

by 44° than any same-size unit. Faster, more efficient 
regeneration with one push of a button. Surer protection against 
Zeolite loss by a patented “Double Check” system. America is 
fast waking up to the dollar-and-drudgery saving benefits of 
fully-softened water. And Myers Water Softener dealers are 
profiting most by this fast-growing trend! If you are an inde- 
pe ndent dealer 


interested in getting the inside track on this 


new, big-money market—write us today for full information 


Top: Myers Softmaster—fully 
automatic, finest in quality, easiest 
to install, Perfected push-button sim- 
plicity! 6 models—3 sizes 


left: Myers Autorinse —simple, 
semi-cutomatic operation. Also 
available for manual operation 
(Myers Hydrochief). 24 models —6 
sizes to meet all requirements. 





Write—Right Now—To: 


THE F. E. MYERS 
& BRO. CO. 
Dept. P-111, Ashland, O. 





* | SERVICE 


First Aid for Blac 


AN AWARD OF MERIT for its CTIS program goes to A. W. Bernsohn, right, 


managing director of NARDA. At left 
the American Trade Assn. Executives 


n industry 


efforts 


servicing 

Indicative 
dustry regards the situation 
iction by the board of directo 
Radio-Television Mfrs. Assn 
thorizing « l 
assistant wh 
coordinating 
ment of industt 


n TV set servi 


New Proposals 


service ailment, new proposals <¢ 


tinued to pop up at the local level for 
the licensing bonding of service 
men and repair firms 
Early in the fall Milwaukee dealers 
led by the local NARDA chapter and 
i representative of the National Elec- 
tronic Distributors Assn. succeeded in 
defeating a proposed municipal ord- 
which would have imposed 
severe restrictions on service dealers 
and servicemen. 


City Regulation, East and West 


But within a month city councils in 
New York and Los Angeles moved 
to pass measures which would bring 
rV servicing under city regulation. 
The New York bill—which may be 
acted on by the council some time this 
month—provides for the licensing of 
technicians, apprentices, contractors 
It provides for a super- 
visory board designed to let the 
industry “regulate itself”. 

The Los Angeles City Council in 
late® September voted to have city 


ind dealers 


officials draw up a bill to eliminate 
servicing malpractices. These city of- 
ficials were instructed to collaborate 


is Wesley Hardenbergh, past president of 
sponsors of the award 


within the 


\n important weapon in the fight 
igainst the Milwaukee legislation was 
creation of a local Certified Tele 
vision Installation and Service group 
(Under the NARDA-sponsored CTIS 
plan local servicemen must meet mini- 


th 


1um financial and technical stand 
ds.) The gr an committee ot 
e Milwaukee organizatio 

igreed to work closely with the Bett 

Business Bureau in bringing about the 


-onditions in T\ 


vaukee councilmen 

in award of merit 

1 received only the day 
I I he American Trade Assn. 
Executives NARDA was cited for 
its service to the industry and _ the 
television public by the CTIS code of 


ethics. 
Non-TV Invasion 


CTIS invaded a non-television area 
in September when a group of Rock- 
ford, Ill., dealers announced formation 
of the Rockford CTIS Assn., Ine. 
Acknowledging that the area had no 
TV station and that prospects for one 
in the immediate future are “not too 
bright”, secretary C. T. Van Ausdall 
said that local dealers felt that inaugu- 
ration of the CTIS program now will 
“do much to stabilize the television 
industry here and protect the consum- 
ing public.” 

In its three-day association confer- 
ence in New York in September, 
RTMA’s set division executive com- 
mittee authorized chairman John W 
Craig to name a special committee to 
study industry servicing policies 
make subsequent recommendations on 
the problem. 
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Insurance Protects Customers—Property Insurance cancels the unpaid balance in event of damage to, or loss of, merchandise, as defined 
in the policy. Commerciat Creprt Pian also features Life Insurance Protection, which cancels unpaid balance in event of purchaser’s death; 


Comm 


—— — 


Speedy Credit Approval Through 
Nationwide Service — Hundreds of 
CommerciaL Crepit offices help 
credit checks . . . offer dealers complete 
service down to last details of collection, 


Customers Prefer Commercial Credit 
Financing —ComMerciat Crepit is known 
and highly regarded by millions of time buy- 
ers who have already financed home appli- 
ances, automobiles, etc. Dealers also cash 


Additional mow for Dealers—This book 
explains how the Commerciat Crepit PLAN 
helps you close more sales, make more 
profits. Contains facts on different prospect 
groups, other helpful information. Ask 


speed 


adjustment and prospect follow-up. You 
get national service on a local basis. 


in on the repeat business and good will they 
get through CommerciaL Crepir financing. 


your distributor for a copy, or call your 
nearest COMMERCIAL Crepit office today. 


Commercial Credit “KNOW HOW” 
means more sales, more 


profits for dealers 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
...Capital and Surplus over $100,000,000... offices 
in principal cities of the United States and Canada. 
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HOUSANDS of appliance dealers all over the country 
B yee the time-tested CoMMERCIAL CRreEpIT PLAN to help 
them buy, stock and sell all types of home appliances. 
That’s COMMERCIAL CREDIT the 
reputation for financing as usual, year in, year out... 


because has earned 
whether in times of peace or war, prosperity or depression, 


shortages or surpluses. 


The complete CommerciaL Crepit package offers dealers 
financing from a wholesale plan down to the last details 
of retail financing . . . eliminates the necessity of tying 
up needed capital in inventories or instalment sales. 
Dealers control the financing of their stock from distri- 
butor to customer through one dependable source, 


Your customers will like this plan too . . . because of the 
many benefits they receive. Ask your distributor about 
COMMERCIAL CREDIT today . . . or contact the COMMERCIAL 


CrEpIT office nearest you for complete details. 





HINT TO DEALERS. 


| K-H: New Service Co. 


A new independent service company 
has been set up by Kaye-Halbert Corp., 
television manufacturers of Los An- 
geles. It is designed to supplement 
service now offered by dealers in the 
Southern California area and also to 
furnish prompt handling of parts re- 
placements for distributors and deal- 
ers in other areas. It is intended as 
a pilot set-up which may be followed 
by Kaye-Halbert distributors in other 
parts of the country. 

To accommodate these parts and 
service activities a 9,000 sq. ft. build- 
ing has been leased by the new com- 
pany. Here a $150,000 inventory of 
parts is maintained. Ten outside men 
with completely equipped trucks make 
daily calls in the Los Angeles area. 

The company offers a variety of 
service and installation plans to set 
owners in the Los Angeles area. New 
is a second-year parts warranty which 
costs the owner as little as $19.95 for 
smaller tube sizes, increasing to 
$29.95 on the 19-in.-tube set. This 
warranty carries the privilege of un- 
limited service calls at the fixed flat 
rate of $5.95, regardless of whether 
the set is repaired in the home or re- 
turned to the shop for overhaul. In 
addition to this direct service to the 
ywner, the organization takes care of 
parts replacements for distributors 
and dealers on a simplified plan de- 
signed to insure prompt handling. 

A newspaper and direct mail ad- 
vertising program based on a cartoon 
theme plugs the service program. 


Service Briefs 
Ml @ General Electric is now exchanging 
“iW b th t re] | all G. E. blankets returned to its dis- 
e 0 wail {| tributors or servicing dealers for re- 


So do millions of other homemakers! And that’s a clue 
to extra profits for you! Women love the speed, 
“OD uniform cooking heat, con- 
| > cealed, protected wiring, and 
Be -—— the easy-to-clean features of 
iis | 2 TK Monotube* surface cook- 
, | ing units. No wonder! The 
broad, flat coil provides up 
to 32.7% more contact with 
utensils for fast, economical 
cooking. All heats are in the one coil. There are 
no “hot spots” or “cold spots”, no special switch 
positions to remember. And—thanks to “swivel 
action”, the TK Monotube is the easiest-to-clean 
unit ever made! So, it pays to demonstrate, it pays to 
sell TK Monotube equipped ranges! 

First choice for replacement, too! Homemaker 
preference is the reason most manufacturers equip 
new models with TK Monotubes. And homemaker 
preference is the reason you should sell them for 
replacement. When a woman can’t afford a new 


range just yet, she still wants Monotubes! Service 
her old range with Monotubes now—and you'll 
sell her a new one later. 
There’s a huge replacement 
Jy potential today. And when you 
handle Monotubes, replacement 
business is profitable business! All 
the inventory you need carry is just 
4 basic units and 9 pans. The TK line is easy to 
stock—easy to install. And TK Monotubes turn 
over fast! You get a host of ad mats, displays, folders 
and other sales aids to help you 
build volume. 
Why not get started NOW? Ask your 
distributor about TK Monotubes. 
And—write for the new TK Replace- 
ment Unit Manual No. 5. It’s full 
of tips on how to ring up extra 
profits. Also contains complete information on 
TK Water Heater Replacement Units. Send for 
your free copy today! *T.M. Reg. U. S. Pat. Off. 


TUTTLE and KIFT, INC. 
P= * ° @A second volume of its “Color 
Co ubsidiary of Few Coysoridlion, | Television Notebook” has been pub- 








pairs. The program is designed to 
liminate inconvenience to customers. 
[here is no charge for the exchange 
if the blanket is in warranty. 


r 


@ Eleven managers of Buffalo-area 
['V service shops have begun organiz- 
ing a Western New York association 
of TV installation and repair organiza- 
tions. The group would have two 
aims: to improve relations with manu- 
facturers and to give the public a 
better understanding of _ service 
charges. 


@ Detailed material on set conversion 
is included in an advanced course on 
television service now being offered 
by G. E.’s tube department. Two of 
the course’s four lessons deal with 
conversion data. 


@A treasure chest promotion de- 
signed to boost sales of RCA kine- 
scopes has been announced by the 
firm’s tube department. Purchase of 
10 kinescopes will win a “treasure 
chest” for the serviceman. The 
“chest” is a luggage-type tube and 
tool carrying case containing service 
tools and other servicing aids. 


lished by the Paul H. Wendel Publish- 
ing Co. The book contains receiver 


and details of the CBS-Columbia and 


1835 N. MONITOR AVE. © CHICAGO 339, ILLINOIS | circuitry for the CBS color system 
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Tele-Tone companion receivers. 
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0G GO 


AN EXTRA PROFIT 


this XMAS!... with 


these 2 Westinghouse winners 
































This Xmas “SELL” is the word. That’s why you will be putting plenty of 
steam behind large appliances. But . .. you can make many an extra dollar 
this season by promoting Westinghouse Sun and Heat Lamps. Both these 
fast-selling lamps are high profit gift-type items ... and powerful new 
point-of-sale display cards will help you move them with a minimum of 
effort. Here’s a further sales tip ... include the appropriate fixtures with 

your Westinghouse Sun and Heat Lamp displays. This kind of merchan- 
dising helps sell more of both lamps and fixtures. Get set today! Check 
your stock of Westinghouse Sun and Heat Lamps and your supply of display 
material. Order more from your Westinghouse Distributor. Or write direct to 
the Lamp Division, Westinghouse Electric Corporaticn, Bloomfield, New Jersey, 
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COMPLETE FOR THE 


w% DESIGNED FOR COLOR RECEPTION ey See Os Seer 


— to receive color TV 
in color or in black 
and white on its own 


de ALL-CHANNEL CONTINUOUS UHF TUNING ‘ sree on elor on 


a companion set. 


SUPER-POWER “FRINGE” PICKUP 


w PROTECTED FROM OBSOLESCENCE Sen, she gine 


even in those ‘‘diffi- 


oe YEARS OF ASSURED DEPENDABILITY <— 


« « « and the only TV with beeen teomeet 
ALL-CHANNEL UHF TUNING 


anti-reflection GLARE-GUARD ea SS : 

\ } ‘actory or locally in- 
stalled into any new 
Motorola TV at slight 
extra cost... 


...or STRATA-TUNER UNIT 


may be attached to 
set by owner. Motor- 
ola TV is the ONLY 
TV offering complete, 
all-channel continu- 


Ss or ie ous UHF tuning for 
ORDINARY TV reflects light from GLARE-GUARD eliminates reflec. <= all future stations — 
a flat mirror-like screen surface, cre- tion glare, directs it out of the pic- requiring no future 
ating disturbing glare and annoy- ture for easier viewing, greater en- additions of tuning 
ing eye strain. joyment. strips. 
GLARE-GUARD is the exclusive optically-curved TV FILTERED-CLEAR PICTURES 
screen and non-reflecting Absorbalite tube which elim- emote edge to 
° edge with new Elec- 
inate 98% of all reflected light glare from the Motor- tro-Lock Focus; filter 
° | ircuits t self- 
ola TV picture ! Specifications Subject to Change Without Notice canesinad Siinitier- 
ence annoyance. 


» Motorola TV forte rower 
NEW LOW PRICES FOR 1952 
See Your Distributor Now! 
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MODEL 14T4 


Mahogany * 
Table Model 1 6 g 9 1) 
14 inch screen 


with Glare-Guard _Limed Oak $189.95* 


* PROVED DEPENDABILITY... 


the result of rigid quality control during production 
and thorough performance testing at Motorola fac- 
tory and field laboratories. Proved most dependable 
for continuous, outstanding performance by nation- 
wide surveys of both dealers and TV owners! De- 
signed for years to come, with complete assurance 
that no set will become obsolete during its entire life- 
time! Engineered with circuits that eliminate many 
service problems. 


MODEL 17T5 


14, 17,20 INCH FULL-VIEW SCREENS Mahegeny Mastic 549935" 
A CABINET STYLE FOR EVERY HOME! ——- 


17 inch screen. 


*Retail Prices Include Federal Excise Tax Some Prices Slightly Higher South and West 


MODEL 20T2 

Mahogany 2-Way § 9 5* MODEL 20K4 5 9 5" MODEL 17K8 $ 9 ys 
Off-the-Floor 20 Inch Mahogany Mahogany Console 

Console, 20 inch Console, sharp, 17 inch screen. 

screen. Limed Oak $329.95* steady pictures. Limed Oak $319.95* 
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NOW! 3 TIMES MORE HEATING AREA 
WITH LOVELL DRYERS NEW “SUN-ARC 





—— 


aa — ; 
NEW “SUN-ARC” ELEMENT 


| RN 
| . 


Sn 


\ 





FORMER HEATING ELEMENT 








New “Sun-Arc” heating element dries clothes 
more gently, more uniformly —lasts longer! 


ERE’S a great new advance in the home 

laundry field that will mean extra dryer 
profits for you! It’s the new revolutionary 
“Sun-Arc” radiant heating element in the 
Lovell automatic electric drying unit. 


In the “Sun-Arc”, Nichrome wire is spread 
out over more than three times the previous 
area. Result: clothes dry more gently, more 
uniformly—and just as fast as before. The 
heating element lasts longer, too! That’s 
because surface temperatures of the wire 
are from 500° to 600° lower. 


The new Lovell “Sun-Arc” is a big talkin 
rc 
point for you. Add it now to your list of 
sales-building Lovell features. The Lovell 
“Sun-Arc” will mean extra sales for you. 


Lovell introduced a dryer more than 11 
years ago; today Lovell makes tumble-type 
electric and gas drying units for APEX, BAR- 
TON, CONLON, DEXTER, HORTON, THOR, 
and others. Although dryers are now in short 
supply, Lovell is producing all the drying 
units that government restrictions on mate- 
rials will permit. 


America’s newest household blessing 


anocas DRYING UNITS 


C 


ive! 
Wwe LOVELL MANUFACTURING COMPANY « ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers 





ELECTRICAL 


APPLIANCE NEWS 


_NEW PRODUCTS _ 





NOTE: Prices given are those prevailing at close of issue. Not responsible tor price changes. 


G-E Clocks 


General Electric Co., 

Bridgeport 2, Conn. 

Models: 9 new clocks—6 alarm, 2 
kitchen and a moderate priced oc- 
casional. 

Selling Features: Alarms designed 
for double-duty as decorative occa- 
sional clocks. Tweed has metal case 
finished in gold with matching 
hands and numbers against tan dial. 
Drummer has a ribbed dial face 
and top molded in 1-piece, and in- 
set in simple modern plastic case; 
sets itself to awaken user at same 
time every day. 

Morning Star, ivory-plastic, fea 
tures jewel light on dial that lights 
up when alarm knob is pulled out 
for last minute reassurance; light 
also serves as handy night light. 
Beau, ivory-plastic, wood-grain dial 
which curves to form top of clock; 
easy-to-read luminous numerals and 
hand under shatterproof dial. 

Cue, has textured tan dial back 
ground with uncluttered dial de- 
sign and chalk-white numerals on 
shatterproof crystal. 

Purr-A-Larm, styled for night 
table; luminous hands and hour 
dots on chocolate brown dial face 
in ivory-plastic case. 


Clansman, kitchen clock has dial 
face in plaid design, available in 
red, yellow, blue or green; white 
hands. 

Domestic, kitchen clock with 
rounded modern lines available in 


4 colors which harmonize with 
raised silver numerals. 

Concord, occasional clock with 
New England clock maker styling 
has polished mahogany case with 


scrolled dial, black Roman numer- 
als and hands, ivory face. 

Prices: Tweed, $9.95; Drummer, 
$7.95; Morning Star, $7.95; Beau, 
$6.95; Cue, $4.95; Purr-A-Larm, 
$5.95; Clansman, $5.95; Domestic, 
$7.95: Concord, $19.95. 
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BROIL-QUIK Rotisserie-Broiler 


Broil-Quik Co., 
2330 Fifth Ave., New York, N. Y. 


Model:  Broil-Quik 
rotisserie and broiler. 


combination 


Selling Features: Rotisserie unit 
consisting of spit and skewer re- 
volves automatically at fixed speed 
by a concealed a.c. motor—no pro- 
truding parts; unbreakable spatter 
shield of polished aluminum fits 
over front while rotisserie is in op- 
eration; by removing spit and 
skewer facilities of a speed infra-red 
broiler become available with 6 
levels for broiling from rare to well- 
done; rectangular element for even 
broiling; removable Kool-Grip 
handle; heavy gauge steel construc- 
tion triple chromeplated; complete 
with cord and plug. 

Price: $54.95 
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WESTINGHOUSE Cleaners 


Westinghouse Electric Corp., 
Mansfield, O. 
Models: Two new Leader models— 
upright No. F-91 and tank T-51. 
Selling Features: Automatic full 
size upright No. F-91 has automatic 
nozzle adjustment for varied carpet 
thicknesses; self-adjusting handle; 
full-width nozzle and _ headlight; 
dust bag of specially woven sateen 
for filtering dust laden air. A 7-piece 
attachment No. A-91, available as 
optional equipment. 

Tank-type cleaner No. T-51, fin- 
ished in iridescent gold and maroon; 
specially woven sateen dust bag; 10- 


piece attachment set includes auto- 
matic carpet nozzle, drapery nozzle, 
utility brush, dusting brush, crevice 
nozzle, moth crystal dispenser, crys- 
tals, 2 aluminum tubes and an 8- 
ft. all-rubber flexible hose. 

Prices: F-91, $49.95; T-51, $51.95; 
A-91 attachment set, $14.50 
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FREE-WESTINGHOUSE 
Sewing Machines 


Free Sewing Machine Co., 336 N. 
Foothill Rd., Beverly Hills, Calif. 


Models: Three new “Challenger” 


New Products Editor 


Free-Westinghouse sewing machines 
—a portable, a console and a desk 
model. 


Selling Features: All models have 
full-rotary, gear-drive mechanism; 
full size; forward-and-reverse sew- 
ing; basic attachment set. 


Prices: Portable, complete with 
case, $99.95; console, $129.95; desk, 
$149.95; Free-Westinghouse _ line 
covers a range from $49.95 to $300. 
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FRIGIDAIRE Refrigerators 


Frigidaire Div., General Motors 
Corp., Dayton, Ohio 


Models: Two new models have 
been added to line—DO-90P and 
$0-92. 

Selling Features: DO 90P in the 
modern DeLuxe line is an all porce- 
lain-finished model; features porce- 
lain-on-steel exterior as well as 
acid-resisting porcelain interior; 9 
cu. ft. capacity; stores up to 46 lbs. 
frozen food in full-width Super- 
Freezer Chest; holds 8 lbs. ice in 
Quickube trays. 


Equipped with Frigidaire Meter- 
Miser unit; full-width _ plastic 
chill-drawer; rust-proof aluminum 
shelves; adjustable sliding shelf; 2 
easy-sliding Hydrators holds up to 
3/5 bu. fruits and vegetables, can 
be stacked to make room for bulky 
foods. 


$O-92 Standard model has 9.2 cu. 
ft. capacity; 17 sq. ft. shelf area; 
Super-Freezer holds 29 Ibs. frozen 
food; Quickube trays hold 8 Ibs 
ice; acid-resisting porcelain finished 
interior; storage drawer for fresh 
meats and poultry; 2 Hydrators that 
can be stacked hold % bu.; rust-re- 
sisting shelves—3 full width, 2 half 
shelves and a swing-down utility 
shelf; Frigidaire Meter-Miser. 
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ROTO-BROIL 
Rotisserie-Broiler 


Jay Kay Metal Specialties Corp., 
340 Stanton St., New York 2, N. Y. 


Device: Roto - Broil rotisserie 


broiler 
Selling Features: Accommodates an 
8-lb. chicken or a 10-lb 


separate 


roast; two 
switches give individual 


control of broiler element and 


rotisserie motor; no need to remove 
plug every time appliance is used; 
stainless nickelplated 


element, ax 


steel spit 
1450 
only; chrome finish 


skewers: watt 


Price: $49.50 
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G-E lroners 


General Electric Co., 
Bridgeport 2, Conn. 
Models: 3 new rotary ironers Nos, 
AR-71, AR-61 and AR-5I. 
Selling Features: Cabinet 
with chrome tubular-steel legs de 
blend 


furniture; easy-to 


models 


signed primarily to with 
kitchen 
clean smooth polished leg surfaces 


Both AR-71 and AR-61 have 26 


in, rolls and 136 sq. in. shoe surface 


chrome 


2 thermostats—one for each half of 
controls 

i fold 
hinged end 


shoe; both machines have 
for hand or knee operation 
ing lapboard and 
shelves 
\R-71 has 2 speed motor 
\R-51 has 22-in 


SY in. 


ironing roll, 96 


ironing surface; Operation 


controlled by knee; emergency re 


handle to move shoe away 
from roll in case current is cut off. 
Prices: AR-71, $197.50; AR-61, 
$164.95; AR-51, $119.95 
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le ase 


WOMAN’S FRIEND Washer 


Central Rubber & Steel Corp., 
Findlay, O 

Model: Regent, wringer-type washer. 
Selling Features: 2-toned styling to 
blend with color 
home—yellow 


scheme of any 
full-skirted tub and 
lid, white Dupont Dulux enamel 
and chrome trim; equipped with 
Lovell wringer with fool-proof 
safety device, 214-in. rolls and ad 
justable pressure; automatic electric 
timer-dial can be set for number of 
minutes washing action required; 
G-E 13 h.p. motor; brass agitator 
post; cast iron transmission housing; 
steel cut and cast iron gears, bronze 
bushings. 

Price: $164.95. 
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SUNBEAM Steam or Dry 
lronmaster 


Sunbeam Corp., 5600 Roosevelt 
Rd., Chicago 50, Ill. 
Device: Sunbeam 

lronmaster, No. S-2. 
Selling Features: Entirely new type 


steam or dry 


combination steam or dry iron 

the water for steam is supplied from 
bottle of distilled water outside iron 
and is fed directly to soleplate drop 
at a time, where it is instantly con 


verted to steam; water supply is 
plugged in same as electric current; 
Deep Steam Dome on steam plug-in 
attachment creates a force at water 
supply that sends water a drop at a 
time into iron; 
-234 lbs.; tapered toe 
slips into pleats and ruffles; beveled 
edges; double thermostatic control 
permits iron to reach maximum cor 
rect ironing heat quickly and to 
maintain correct heat through iron 
ing; thumb-tip heat regulator in 
handle marked for silks, artificial 
silks, steam, cottons, woolens, 
linens; cool, comfortable Bakelite 


iron weighs same 
steam or dry 


NOVEMBER, 


NEW PRODUCTS 


handle; 1000 watts, 100-120 volts a.« 
Price: With steam plug-in, $21.90; 
without steam plug in, $15.95. 
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DUPLEX Clocks 


The Duplex Clock Co., 

Waterbury, Conn. 

Model: Duplex TimeKeeper, com- 
bination electric and spring drive 
clock. 

Selling Features: Automatically re 
verts from electrical to spring drive 
whenever storm or accident causes 
electricity to drop below 60 volts; 
will run as long as 32 hrs. on spring 
drive without 
matically 
power as soon as restored; red flag 


rewinding; 
switches back to electric 


auto 


indicates when spring drive should 
be rewound (normally once a year.). 

For use not only in rural areas 
where power may be undependable 
but also in average cities where 
fluctuating currents sometimes cause 
clocks to loss or gain; available in 
desk, mantel and office models. 
Price: “Crystal”, illustrated, in plex 
iglas, $25.; other models in mahog 
any, walnut or blond 
each. 


wood, $15 
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FAIRCHILD Drill-And-Saw Kit 


Fairchild Industries Inc., 

110 Main St., Burlington, Vermont 
Device: Fairchild electric 
drill with new saw attachment. 
Selling Features: Saw light and 
easily attached, designed for vibra- 
tionless 1-hand operation with drill; 
adjustable level (to 45 degs.) and 
depth of cut (0 to 1y¥% in.); kit con 
sists of model F-149 drill, 7 high 
speed twist drills and the new saw 
attachment in fitted metal carrying 
case; suggested as practical gift for 
home; sold through hardware trade. 
$29.95 
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Price: 
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THE COMPANION 
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aay’ lg Use of Small Quarters 


Here's a mighty practical plan—demonstrated 
in exciting, four-color pictures—for turning 
out “Big Dinners from Small Quarters.” 
Features electric dishwasher, range and other 
equipment. In another graphic section, the 
November COMPANION shows lots of new uses 
for electric corn poppers, refrigerator freezing 


compartments, vacuum cleaners and other 
appliances. 

Such newsy articles create heavy reader 
traffic. Turn it into more store traffic to boost 
profits. Use-the COMPANION in counter and 
window displays. Show the appliances for 
which the COMPANION builds up the demand. 


THE TIMELY 
WOMEN’S SERVICE 
Wmani % Some MAGAZINE 


CIRCULATION: MORE THAN 4,000,000 
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ALREADY PRE-SOLD! 


Geta aUlalaliale mien by fea 
turing COMPANION - adver - 
tised goods. Pick out below 
the Electrical Products that 
you carry —then cash in on 
the COMPANION’S-No. | edi- 
torial boost! 


Admiral Dual-Temp 
Refrigerator 

Air-Way Sanitizor 
Vacuum Cleaner 

American Beauty 
Electric lron 

Arvin Automatic 
Electric lron 

Arvin Automatic 
Toaster 

Cadillac Cylinder 
Vacuum Cleaner 

Farberware Percolator 
Robot 

Firestone Home 
Appliances 

Frigidaire 

Frigidaire Electric 
Ranges 

General Electric 
Automatic 
Dishwasher 

General Electric 
Steam & Dry Iron 

General Electric 
Washers & lroners 

General Mills 
Automatic Toaster 

General Mills Steam 
lroning Attachment 

General Mills 
Tru-Heat Iron 

Lewyt Vacuum 
Cleaner 

Pfaff Sewing Machines 

Presto Automatic 
Dixie Fryer 

Regina Electric Floor 
Polisher and Scrubber 

Sunbeam Coffeemaster 

Sunbeam Mixmaster 

Universal Automatic 
Toaster 

Universal Stroke-Sav-r 
lron 

Viking Sewing 
Machines 

Westinghouse 
Food Crafter 

Westinghouse Frost- 
Free Refrigerator 

Westinghouse 
Laundromat & 
Clothes Dryer 

Westinghouse Toaster 

White Sewing Machines 
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LOOK MA, 


NO HANDS! 


Well, almost no hands are required to 


install TV with the Radion “Metropolitan”. 


A single delivery man can take the place 


of the usual two technicians . . 


. can do the 


job in a fraction of the time, with great savings to 


you *- 


. and to your customer! The “Metropolitan’ 


has proved its fine performance and sales-getting 


ability over 2-million times .. 


The Radion Corp., 
1130 Wisconsin Ave. 
Dept. EM-11, Chicago, 14, Illinois 


. sells well over 


the counter to built-in antenna and second set 
owners too. Let RADION give your TV 


sales and service a hand . .. mail the coupon today! 


@ Send me free “How to Profit with Radion” 





NEW PRODUCTS 


OTTAWA Moist Pad 


Ottawa Electric Appliances, 

Ottawa, Ill. 

Device: Ottawa moist heat pad for 
relief of pains and aches. 

Selling Features: Large size, 13 x 17 
in., covers entire spine; both elbows 
at a time; or even both knees at a 
time; may be wrapped around any 
painful area; heavily weighted, it 
snuggles close to body, producing 
moist heat needed; patented wiring 
system within appliance produces 


moist heat—interior wiring of proc- 
essed aluminum which is sur- 


rounded by lead strips—chemical 
attraction of heated lead strips when 
rapidly cooled tends to draw mois- 
ture from atmosphere; by alter 
nately turning switch off and on, 
amount of heat can be regulated; 
a.c., d.c.; 10 ft. cord; thermostatic 
control; flannel washable cover. 
Price: $24.95. 

Electrical Merchandising, Nov. 1951 


NECCHI Sewing Machine 


Necchi Sewing Machines Sales Corp., 
164 W. 25th St., New York 1, N. Y. 
Device: 1952 commode-type console 
Necchi sewing machine. 

Selling Features: Cabinet folds into 
a piece of furniture; features a full 
bench back and a wide seat; also has 
a drawer under seat which slides out 
on either side beyond user, making 
extra storage space available to 
second party. 

BU sewing unit makes button 
holes, sews on buttons, sews zig-zag, 
embroiders, monograms, darns, sews 
plain forward and reverse and hem 
stitches without attachments; finger- 
tip drop-feed adjustment snaps out 
for easy cleaning; main wearing 
parts—hooks, bobbin cases, bobbins, 
throat plates and needles are inter 
changeable. 
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WHITE Water Heaters 


White Products Corp., 
Middleville, Mich. 
Models: White 1952 “L” series elec- 
tric water heaters. 
Selling Features: Super De Luxe 
model is equipped with long front 
panel with heater resting on tri- 
angular base; De Luxe model has 
2 hand hole covers in place of front 
panel and rests on 3 legs; both 
models available in 20 to 80 gal. ca- 
pacities. 

Table top model available in 30 
to 40 gal. sizes remains unchanged. 
Electrical Merchandising, Nov. 1951 


CARDINAL Brooders 


LML Engineering & Mfg. Corp., 
Columbia City, Ind. 

Device: Cardinal infrared chick 
and poultry brooders Nos CB-30 
and CB-20. 

Selling Features: Designed to eco- 
nomically meet needs of large and 
small brooding operations; basic 
fixture of rust-resistant metal has 
horizontal diam. of 15 in.; holds 
1-250-watt, R-40 lamps; lamps set 
at angle to give heat rays widest 
spread, forming radiant energy pat- 
tern of sufficient area to brood a 
flock of from 300 to 500 chicks. 

Model CB-30 for use in individ- 
ual brooder house comes completely 
equipped with Waffer thermostat 
control, 4-infrared lamps, suspen- 
sion chain and drop cord ready to 
be plugged in. 

No. CB-20 for use in conjunction 
with larger operation where one 
thermostat controls entire house; 
comes equipped with 4 infrared 
lamps, suspension chain, but with- 
out thermostat and drop cord. 
Electrical Merchandising, Nov. 1951 
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1. HELPS YOU SALVAGE SALES! 

You have a real selling tool in No-Rinse Surf—to 
put across a wringer-type machine to those pros- 
pects who want an automatic but are afraid of the 
price! New Surf’s “no-rinse” feature takes the work 
out of conventional washing. The wringer does the 
“rinsing”—dirt rolls out! Yet Surf is a natural for 
automatics, too! 


No-Rinse Surf is the one and only non-soap detergent that 


all these manufacturers recommend for their machines! 


2. HELPS KEEP CUSTOMERS HAPPY! 

You’ve made a solid sale, when you suggest Surf 
for use in your machines. For No-Rinse Surf 
leaves clothes free of any trace of scum. Even 
leaves the machine dazzling clean! No matter 
how hard the water, No-Rinse Surf floats the 
dirt away. Down the drain it goes—and the tub 
stays bright and clean! 


Free Years Supply of 
NO-RINSE SURF 


3. AND—HERE'S A PROVED SURF DEAL 
THAT PULLS CUSTOMERS IN! 

Dealers all over the nation are capitalizing on the 
enormous success of No-Rinse Surf by offering a 
free case with every purchase of a machine! It’s a 
promotion with proved pulling power! For full de- 
tails of the plan, write Lever Brothers Company, 
Dept. 379, 80 Varick Street, New York 13, N. Y. 


P.$. IT’S THE ONLY WASHDAY PRODUCT APPROVED BY THE U.S. TESTING CO. FOR “NO RINSING,” T00! 
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Es - 
te . Series motor parts engi- 
neered for floor polisher; 
adaptable te food mix- 
ers and other hovse- 
hold appliances 


Lightweight universal motor 
for portable devices requir- 
ing a self-ventilated, high- 
speed motor, 


Compactly designed turbine 
provides dependable 
operation for canister-type 
vacuum cleaner. 


NN 
Assurance of 
Exceptional Value 


aN 


when the product 
is powered with a 


Lam Electric 


MOTOR 


Dealers who have sold Lamb Elec- 
tric motored appliances through the 
years know the outstanding service 
these products give. Because of this 
performance record, dealers recog- 
nize that an appliance equipped with 
a Lamb Electric specially engineered 
motor offers exceptional value. 

The Lamb Electric Company 
Kent, Ohio 


THEY'RE" POWERING AMERICA'S Jines/ PRODUCTS 
mb E h , 
$s 


PECIAL APPLICATION 0 0 
FRACTIONAL HORSEPOWER « T RS 


NEW PRODUCTS 


CORY Stove 


Cory Corp., 


221 N. La Salle St., Chicago 1, Ill. 


Device: Cory 1|-burner, 2-heat stove 


No. DES 


Selling Features: Styled in chrome 


with black plastic heat resistant 
handles; raised legs eliminate under 
stove heat traps; single switch pro 


vides proper high-heat for coffee 


brewing and second controlled low 


heat for warming and keeping coffee 


at serving temperature; has many 


diversified uses in addition to use 


with glass coffee brewers. 
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SCENT-FLO Deodorizer 


Surco Products Inc., 

918 Wylie Ave., Pittsburgh 19, Pa. 
Device: Scent-Flo fan-operated ait 
freshner 

Selling Features: Neutralizes and 
destroys odors; scents available in 
clude carnation lilac jasmine, 
honevsuckle pine also Cedar 
Moth-Repel disc and dry cold 
vaporous inhalant disc; non-toxic 
non-injurious discs last 30-days; re 
fills available at nominal cost; con 
sumes only 6 watts of electricity 
110-115 volts, motor; rubber fan 
blade; aluminum in anodized metal 
lic finishes of red, green or gold; 
weighs 2 lbs. 
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NEW-HOME Sewing Machines 
Free Sewing Machine Co., 336 N. 
Foothill Rd., Beverly Hills, Calif. 
Models: 3 new New-Home “Pace- 
maker” models. 

Selling Features: All models have 
new Home's “Tangle-free” feature; 


full rotdry, gear drive; full size; sew 
forward and reverse; equipped with 
a set of basic attachments. 

Prices: Portable with case, $99.95; 
Console, $129.95; and desk, $149.95. 
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GLOMASTER Heater 
Glo-Ray Heater Co., Pomona, Calif. 


Device: Glomaster portable electric 
heater, No. F-10. 

Selling Features: Element of sin- 
tered carbide compound not af- 
fected by splashed water, rated at 
1000 watts; scientifically designed 
reflector eliminates “hot spots” 
evenly distributes heat waves; as 
bestos insulated wiring throughout; 
neoprene rubber plug; built-in 
switch has automatic shut-off; heat 
is directed up and out by reflector 
which is set on angle; weighs 12 lbs; 
alloy steel case finished inside and 
out; choice of grey or antique 
bronze hammertone baked enamel. 
Price: $21.80 
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WINCHARGER Generator 


Wincharger Cor., E. 7th & 

Division St., Sioux City, lowa 
Model: Economy model Stand-by 
\. C. power insurance generator. 
Selling Features: Provides continual 
source of power for electric pumps, 
lights, refrigerators, automatic fur- 
nace, stock waterers, bathrooms and 
other farm and home equipment; 
sealed ball bearings in generator 
and ball bearings on jack shaft; has 
output of 3000 watts at 115 or 230 
volts with starting load capacity of 
5000 watts; operating at 3600 rpms. 
Voltage is maintained within close 
limits between no load and full 
load; 2 thermal overload cutouts 
prevent burnouts from overload. 
Electrical Merchandising, Nov. 1951 
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Here's what Zenith 
‘Electronex Tube TV 


~ — 


i 
i, 


to your Customers... 
THE WORLD’S FINEST 
“FULL FOCUS” PICTURE 


to You... 
FASTER SALES 
———— ll © 2 LOWER SERVICE COSTS 
picture that stays entirely in tocus—all the 


time! That's what this spectacular new invention from Zenith é - av 
means to your customers. = =a] MORE PROFITS A ” 

But to you, Zenith’s “Electronex’’ Tube means more sales, : hens or 
faster sales—with less dissipation of your profits through costly SB ae Oe Rts pele 
“call-back" servicing. It teams up with Zenith's new ‘Fringe Lock” 
Control Circuit, provision for UHF, connection for color re- 
ceiver, and Zenith’s long-famous built-in quality—to sell your 
customer quickly and keep him sold! 

Here's “Electronex"’ Tube TV in four models from Zenith's 
sensational new line. See your distributor about them. They're 
your key to faster-than-ever sales—to profits you can keep! 











New Zenith ‘'Walton" 

Console with 17-inch 

“Electronex" Tube. Sleek - New Zenith “Walpole” Table Model New Zenith “Hawthorne” 20-in. 
design in Mahogany ry with 17-inch “Electronex" Tube . . “Electronex” Tube Table Model. A 
Pyroxylin, Mahogany finish Durable Mahogany color Pyroxylin sales natural! Handsome crackle- 
woods. Model J2044R and Mahogany finish woods. Also grain Mahogany Pyroxylin, tops in 
" in Blonde. Model J2029R durability. Model J2026R 


—> 


New Zenith “Thackeray” 
Console 20-inch ‘‘Elec- 
tronex'’ Tube—big picture 
television at its best! Hand- 
some Mahogany veneers. 
Model J2054R 


ZENITH RADIO CORPORATION »* Chicago 39, Illinois * Also Makers of Fine Hearing Aids 
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IT’S 
1. A THERMOSTAT 
2. A LIMIT CONTROL 
3. A SWITCH 


MODEL H-I 


1. CYCLES AS THERMOSTAT 


(x 
4SP 


We 2. AUTOMATICALLY CUTS OUT AT SET LIMIT 


Dp 3. STAYS OUT UNTIL MANUALLY RESET 


Robertshaw Model H-1 combines in a single unit 

a thermostat and a limit control. It's a double pole, single 
throw controller with an auxiliary single pole, 

single throw switch that automatically cuts off all current 
and locks the switch in an open position whenever 

the temperature exceeds the operating temperature 
range by as much as 7°F. in liquid or 12°F. in air. 


Model H-1 has many industrial and product applications. 


Write for Catalog H-1 


In home ond industry 


EVERYTHING S$ UNDER CONTROL 


S “Robertshaw 


ROBERTSHAW-FULTON CONTROLS COMPANY 


YOUNGWOOD, PENNSYLVANIA 


THERMOSTAT 
DIVISION 


NEW PRODUCTS 


DWW Boiler 


D. W. Whitehead Mfg. Corp., 
Trenton, N. J 

Device: DWW complete packaged 
boiler unit. 

Selling Features: Completely assem- 
bled and wired at factory and deliv- 
ered in one package for easy instal- 
combustion chamber, oil 
circulator, tankless type 
domestic hot water coil and con 


lation; 
burner, 


trols included; compact, designed to 
fit in small space—alcove or closet 
extra heavy Fiberglas insulation; 
baked green Hammertone enamel 
jacket; controls grouped. in front 
for easy access include temperature 
control which insures abundant sup 
ply of hot water, and thermostat for 
heat adjustment. 
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Stokerette 


Worsham Co., Inc., 7329 Lohmeyer 
Ave., St. Louis, 17, Mo. 

Device: Worsham Minute smokeless 
semi-automatic Stokerette furnace. 
Selling Features: Smokeless com 
bustion of coal scientifically accom 
plished, reducing coal bills, wide 
variety of coals can be used—de 
signed especially for high volatile 
coals, but coke, anthracite or smoke 
less fuels can also be used; no 
clinkers, no cleaning of fires; ashes 
are deposited in ash receptacle; 
automatically controlled by thermo 
stat upstairs; tending is reduced to 
3 simple operations: moving short 
lever once to left deposits ashes, 
grate automatically returns to nor- 
mal position; moving long lever 
once to right transfers burning 
from left hand to right hand grate; 


NOVEMBER, 


and pouring in a day's supply of 
coal. 

Model A for homes from 3 to 9 
rooms has 40,000 to 120,000 btu 
capacity. 

Model B for homes from 9 to 12 
rooms, 120,000 to 200,000 btus. 
Electrical Merchandising, Nov. 1951 


KAUFMAN Hedgemaster 
Kaufman Mfg. Co., Manitowoc, Wis. 


Device: Improved Kaufman Hedge- 
master No. 9HM, hedge clipper. 
Selling Features: A second handle 
has been added to provide easy one- 
hand operation in any position— 
mounted on top of motor case and 
balanced at the center point of trim- 
mer, it is adjustable to 360 degs.; 
double action blades; 20 cutting 
edges on each blade—both blades 
move in opposite directions to each 
other; cuts fast, clean, without vi- 
bration; duo-position cutting head 
may be locked in either of two posi- 
tions for cutting tops and sides of 
hedges and for shaping shrubbery 
and trees; 9-in. handle insulated 
against shock; on-and-off toggle 
switch with power line running 
through center of handle to plug at 
end of trimmer. 
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ROBERTON Mower 


Robertson Div., King Pneumatic Tool 
Co., 2717 N. Ashland Ave., 
Chicago 14, Ill. 

Model: No. KE25 reel-type electric 
lawn mower. 

Selling Features: Designed to meet 
current material restrictions—uses 
special lightweight steel frame in- 
stead of aluminum; an 18-in. reel 
which a 1/3 h.p. GE motor can 
whirl at full speed through reason- 
able-length grass assures clean cut 
ting at maximum speed. 

Price: $79.50 
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jo. ora a ty — WASHER with 


ODOROUT 
.. ULTRA-VIOLET = 
e Line Tha : 
Stays Sold! LAMP 





... big feature that gives 
you a big sales advantage! 


There’s nothing like it in any other automatic washer. 
Only WHIRLPOOL “sun-a-tizes” clothes for extra clean- 
liness, extra freshness during the entire washing, rinsing 
and damp dry period. Yes ... WHIRLPOOL’s ODOROUT 
ultra-violet lamp is a real sales-clincher for you! 


But that’s not all. WHIRLPOOL has the economy of 
Suds-Miser ... the cleanliness of Seven Rinses... the con- 
venience of Cycle-Tone...the super washing ability of 
Agiflow water action...the lasting beauty of Lifecoat 
finish ... water saving on partial loads... automatic door 
release ...and many other features. 


Add them all up and you get unmatched performance 
... the kind of performance that sells and keeps customers 
sold. That’s why future-wise dealers and distributors are 
saying, “I’m staying with WHIRLPOOL!” 


WHIRLPOOL CORPORATION 


For Over 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


T. JOSEPH, MICHIGAN, U.S.A. 


IN CANADA: John Inglis, Ltd., Toronto, Ontario 


America's First Family of Home Laundering 
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I 


flmerican 


ELECTRIC 
IRON 


DURABLE... DEPENDABLE 


HOW FREQUENTLY WE HEAR IT SAID, 

“My mother has used an American Beauty 

Iron ever since I can remember.” 

This can only be said of a device of the proven durability and 
dependability which have distinguished American Beauty Irons 
for more than fifty years. 
The American Beauty is a gift item that is sure to appeal. You 
will find its sale profitable and a builder of good will. 


_ ELECTRIC 
CR" HOUSEWARES “ 
for aMony Canilinia 


the year round 


Since 1894 Always Dependable 


AMERICAN ELECTRICAL HEATER CO. 


DETROIT 2, MICHIGAN 


W PRODUCTS ios sscrics 


RIVAL Can-O-Mat 
Rival Mfg. Co., Kansas City 8, Mo. 


Device: Steel wall-type Can-O-Mat 
with no levers; single action handle 
pierces and opens cans all sizes, all 
shapes self-sharpening cutting 
wheel; swing-type bracket with lock 
ing device that holds it rigid in a 
choice of 3 positions, yet allows it 
to swing against wall right or left 
when not in us¢ 

Price: Deluxe No. 160, white baked 
enamel with bright handle, $2.98 
Chrome Deluxe model No. 155, with 
chrome handle and side plate in 
white, red or vellow baked enamel 


S398 
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NICRO Mixing Bowl 


Nicro Steel Products Co., 
Div. Corp Corp., 
221 N. La Salle St., Chicago 1, Ill. 


Device: Nicro stainless steel mixing 
bowl No. M-92. 

Selling Features: Streamlined; 53-qt. 
capacity interior has “sun-ray” 
finish; broad base. 

Price: $3.95 
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BRIEFS 


Empire “Safeway-Travelite” is a 
new lantern announced by The 
Metal Ware Corp., Two Rivers, 
Wis. Equipped with a large 44 
in. polished parabolic reflector that 
provides a powerful beam, the lan- 
tern uses standard 5-volt Mazda 
bulbs and 6-volt lantern battery. 
In addition to the front spotlight, 
it has a red blinker light that flashes 
off and on by means of an auto 
matic sealed flasher. Twin switches 
light either front spotlight or 
blinker light, or both at the same 
time providing 3 separate lanterns 
in one. 


Metal Ware Corp., also announces 
a “See "EM Pop” toy electric pop- 
corn vendor that actually pops corn. 
Each unit comes complete with 


plastic serving bowls and a supply 
of popcorn Enameled in white 
and red the popper is 17 in. high, 
12 in. wide, 9 in. deep. 


Helm Acces- a 
sories, Inc., 
5944 Casmere, ] 4 2 


Detroit 12 

Mich., are in- 

troducing a 

line of orna 

mental lamps 

suitable for 

television and 

night light use; a new lighting et 
fect with 3-dimensional wings is 
available in combinations of gold 
with red green or pearlescent whit 
and a 24 kt. goldplated swan body; 
bases are available in mahogany or 
limed oak. Price $12.50 


A new  auto- 

matic Duro 

Downflow wa 

ter soltener ts 

announced by 

Duro Co., Day 

ton, 1, O. De 

signed lor 

home owner! 

ship and sim 

ple, easy regen 

eration the 

new Duro Mon 

O-Lectric pro 

vides abundant soft wat with 
push of — lever furnished with 
rugged high capacity resinous min 
eral for softening hard water and 
removal of iron up to 10 parts per 
million in solution; heavy galvan 
ized steel tanks whit baked en 
amel with black trim: available in 
8 sizes 


Monowatt Dept. of General Electric 
Co Providenc« R. I. announce t 
gilt package containing twin night 
lights—one blue and one_ ivory; 
simple to use, the night lights fit 
any convenience outlet, they're 
small, compact, built to hug wall 
all have spring blades; each light 
complete with 7-watt bulb; Gift 
box retails at about $1.10. 














Child Safety is feature of new Gits 
duplex receptacle safety cover plate. 
When plug is removed from recep- 
tacle a plastic disc safety cover plate 
snaps closed by spring action cover- 
ing the live contacts and preventing 
children from inserting metal ob- 
jects into live outlets. Also holds 
loose plugs firmly in place; opera- 
tion requires inserting plug, twist 
% turn clockwise and plug is 
pushed to firm contact 
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TOASTMASTER WATER HEATER OWNERS SAY: 


Only Qe a day 


IC AVERAGE OPERATING COST!” 


Recently, in a nationwide survey of ‘Toastmaster’’ Water 
Heater owners, this question was asked: ‘Approximately how 
much does it cost per month to operate your “Toastmaster’ 
Water Heater?’’ The average of all replies was $2.70 per month. 
But note this Of all those who replied, 57% said costs were 
$2.50 a month or less! 

These are facts you can use in your sales talks. Here is posi- 
tive proof that electric water heating, the ‘Toastmaster’’ 
variety, 1s truly economical! 

Yes, the “Toastmaster’’ Water Heater is low in operating 
cost. And it’s safe water temperature is scientifically con- 
trolled. It’s clean. It's convenient—all automatic. It’s de- 
pendable <s electric light. 

In the ‘“Toastmaster’’* Water Heater all these advantages 
combine to offer your prospects the biggest bargain in better 
living that money can buy! Why not sell it that way? 


TOASTMASTER 


or 


*’Toasrmaster,” “Scorcn Kxiout Lire-Becr,” and “lonopic"’ are 


trademarks of McGraw Electric Company, makers of ““Toastmaster™ Toasters 
Toastmaster’ Electric Water Heaters, and other ‘“Toastmaster™ Products. 
Copr. 1951, Clark Division, McGraw Electric Company, Chicago, Ill. 


FIVE STANDARD FIVE DE LUXE Te SEVEN COMMANDER 
MODELS MODELS | |@ a MODELS 
30-,50-,67-, vs 40-gal. table | * 30-, and 40-gal. 
82-, and 120- top, 40-, 50-, ‘wi Fi ~~ table top, 30-, 


) gol. capaci- 67-, and 82- wg fre 40-, 50-, 67-, 
ties gal.capacities and 82-gal. ca- 


a pocities. 


Built by the makers of the famous ‘Toastmaster’ Toaster 


. Dealere! Wie OY... 


R. V. Paimquist, Sales M 9 E-110 
McGraw Electric Company, Clark Division 
5201 W. 65th St., Chicago 38, lil. 





Please send me full details on the profitable “Toastmaster” and “Scotch Knight” 
Water Heater dealership 


Name__ 
Business _— 


Address__ 


a — State 


Also available . . . the new line of ‘Scotch Knight"’* Automatic Gas Water Heaters! 
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Seek and ye shall find! 


Prospective range customers haven’t all died off. 
They’re just staying at home, waiting to be asked. 
Meanwhile, they’re cooking on old clunkers that 
make them mad three times a day. 

A little systematic searching will find these 
people. A little systematic selling will make them 
want to buy new ranges that have so much to offer 

speed, convenience, automatic features—better 
results and cooler kitchens thanks to efficient 
Fiberglas* Insulation. 

As selling tightens up, it pays to make the most 
of such proved selling features as Fiberglas 
advertised and known to families the country over. 
Owens-Corning Fiberglas Corporation, Dept. 
104-K, Nicholas Bldg., Toledo 1, Ohio. 


OWENS-CORNING 


FIBERGLAS 





5 me —— = 
I: IBERG | Wa Ge) A SWELL FEATURE TO HAVE... 


A SWELL FEATURE TO SELL! 


APPLIANCE INSULATION 
*FIBERGLAS is the trade-mark (Reg. U.S. Pat. Off.) of 
Owens-Corning Fiberglas Corporation for products 
made of or with fibers of glass. 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! 


144 NOVEMBER, 


FOR YOUR BUSINESS 


Detroit EASY Finisher 


Detroit Surfacing Machine Co., 
1333 E. 8-mile Rd., Detroit 20, Mich. 


Device: No. AF Easy finisher. 


Selling Features: Pneumatic recip 
rocating sander; straight-line, back- 
and-forth sanding action; grip de- 
signed for comfortable 1-hand oper- 
ation; a front handle makes over 
head and other awkward applica- 
tions comfortable; efficient operat 
ing speed is maintained with air 
pressure of 70 lbs.; weighs less than 
6 lbs.; takes 1/3 of standard 9x 11 
sheet of abrasive paper, new type 
of abrasive holder makes easy the 
attaching of coarsest abrasive grits 


Electrical Merchandising, Nov. 1951 


RUBY Gift Wrap Deal 


Ruby Products Co., 

430 N. Water St., Milwaukee 2, Wis. 
Device: Ruby gift wrap deal No. 
851 GW for small, medium size re- 
tail stores, for all occasions. 
Features: Consists of a convenient 
stand and assortment of gift wrap- 
ping papers and ribbons to help re- 
tailers attract gift business; standard 
unit enables average store to gift 
wrap for all occasions throughout 
the year; assortment may be altered 
by adding papers for accessories or 
classes of trade; Unit contains 6 
rolls of fancy gift wrap paper—8 
rolls of ribbons, a book “How to 
Gift Wrap” and a display stand 
which shows colors and designs. 
Price: $29.95; with stand, $35.95. 
Electrical Merchandising, Oct. 1951 


BAKER Lift Carriage 


Baker Industrial Truck Div., 

The Baker-Raulang Co., 

1250 W. 80th St., Cleveland 2, O. 
Device: New 4-purpose special lift 
carriage. 

Features: Makes a 2000 to 4000 lb. 
capacity fork truck a multi-purpose 
handling machine—from 1 adjust- 
ment it functions as a standard fork 
truck for pallet and ordinary fork 
truck handling; as a clamp truck for 
handling drums, cartons, skid boxes 
etc; a simple change in adjustment 
converts into a side-shifting fork 
truck to speed carloading and stor- 
ing operations by making it easier 
to line up loads in close quarters; 
available in 36, 42, and 48 in. out- 
side fork spread; provides 17 in. of 
fork-spaced and clamp action; as 
side shifter provides 414 in. lateral 
movement each side of center. 
Electrical Merchandising, Oct. 1951 
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Tune in to bigger volume, bigger profit by tymg in with 


THIS FOUR-COLOR SPREAD 


appearmg im the November 26th magazine 


Vow grt s famous brand radio...» Telacheun elecric clock dhe cxa't 
we Telechoon mer that wahes you to mmc, terme 
so dependable’ Telechron Synchro-Sesked Motors eye 

crn power planta, oo han to rue cage. 





CHOOSE tow y 





You're in...on the most unusual Remember, these advertisements are part of a continuing series 
clock radio gift promotion ever of 4-color, full-page ads or 2-page spreads on Telechron timers 
to hit the newsstands! and electric clocks making more than 208 million impressions on 
Actual models of famous-brand the readers of LIFE, The SATURDAY EVENING POST, and BETTER 
clock radios are illustrated in four HOMES AND GARDENS. Remember, too — The constantly adver- 
colors in the Telechron timer tised Telechron trade-mark is the low-cost plus that helps you 
advertisement appearing Novem- clinch the sale. Telechron is a trade-mark of Telechron Depart- 
ber 26th in LIFE. What's more, ment, General Electric Company, Ashland, Massachusetts. 
a powerful 4-color Telechron 
timer advertisement, also featur- 
ing clock radios, appears in 
the November BETTER HOMES 
AND GARDENS. 

Plan now to use these striking advertisements to your advantage. 
Build your window and in-store displays around the basic theme 
—“ What a gift to wake up to!” Follow through with newspaper 
advertisements, radio “spots.” Let the local folks know that 
YOU'RE the one who carries clock radios timed by Telechron 
timers. Make this Christmas the biggest sales year in your history! 


TIMERS 


The Low-Cost Plus that Clinches the Sale 
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Newest EASY Spin 
VOTED MOST 


Y washer dealers eV 


YES, washer dealers are running more ads on the Easy Spindrier 
than on any conventional washer by a wide, wide margin! 
When you team this local promotional leadership with the 
new improved Easy Spindrier—-Model 516—backed by year 
‘round magazine support, you're riding a real sales winner 


that pays-off with solid dollar profit. 


Easy Washing Machine Corporation, Syracuse 1, New York. 





usd lpe 


' =A ¢ sy does it 


, “—* 
-” —s 


























You'd have tocarry J = Adifferent but you need 

9 different washers © \\  |-|,/- washers = \ \, |e only 1 washer 

to capture the Wo to capture the * to win the big 
Wringer Market" Automatic Market* Spinner Market* 


% SOURCE OF COMPARISON: 15-MARKET CONSOLIDATED CONSUMER ANALYSIS POR 1951... an independent survey conducted each year by cooperating newspapers 
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NEW PRODUCTS... r-rrsic 








STROMBERG-CARLSON 
Teleset 

Stromberg-Carlson Co., 
Rochester 3, N. Y. 
Model: 1952 version of New World 
No. 317M20. 
Selling Features: Equipped with 
17-in. tube that provides 158 sq. in. 
picture; inter-carrier tuning; “Power 
Equalizer” a new feature incorpo 
rated in all “317” series models 
transfers unused wattage from 
video to audio section and vice 
versa, automatically gives high 
audio wattage output in primary 
areas and in fringe areas transfers 
this reserve to video section; hushed- 
action record changer plays 10- or 
12-in. records intermixed at 33-1/3, 
or 78 rpm, and 7-in. records at 
33-1/3 or 45 rpm; drawer-type 
changer stops automatically after 
last record has been played, may be 
operated with door closed for ulti- 
mate quiet. 

Radio section employs same 
audio system with 12-in. concert- 
type speaker; during radio or 
phono operation TV circuits are 
automatically turned off. 

Blond comb-grain oak veneer 
cabinet with silverplated hand- 
holds; ample record storage plus 
separate shelf for 7-in. albums. 
Price: $757. Eastern zone 
Electrical Merchandising, Nov. 1951 


ZENITH Table Telesets 


Zenith Radio Cerp., 6001 W. 
Dickens Ave., Chicago 39, Ill. 
Models: Zenith 1952 TV line in- 
cludes 7 table models: Hawthorne, 
Barrett, FitzGerald, Walpole, Mark- 
ham, Fielding and Eliot. 

Selling Features: Hawthorne has 
20-in. rectangular tube, 215 sq. in. 


screen; modern cabinet of natural 
grain mahogany Pyroxylin. 

Barrett and FitzGerald, twins in 
styling, have 17-in. rectangular 
tube; 146 sq. in. screen; Barrett has 
mahogany and FitzGerald blond 
African Afara solids and veneers. 

Walpole and Markham, twin 
17-in. models; former combines ma- 
hogany Pyroxylin on top and sides 
with wood front framing; latter 
blond Pyroxylin with Afara wood 
frame. 

Fielding and Eliot, 17-in. models. 
Fielding brown Pyroxylin with new 
Ordoba-grain effect; Eliot, blond 
Ordoba-grain effect. 

All models have new “Electronex” 
picture tube which eliminates mag- 
nets and coils and saves critical ma- 
terials; new focusing principle pro- 
duces constant, sharp picture over 
entire screen; “Fringe Lock” circuit 
extends range of reception for out- 
lying areas where signals are weak; 
built-in provision for receiving 
UHF when ready—needs only UHF 
tuner strip added to turret tuner; 
plug-in jack for connecting auxili- 
ary Zenith color receiver also pro- 
vided; Phonevision unit may also 
be attached. 

Other features include: auto- 
matic I-knob tuning; gated agc; 
“gated beam” sound stabilizer tube; 
FM sound; built-in “Picturemagnet” 
antenna; and “Eye Beam” tuning 
knob. 

Prices: Barrett, $269.95; FitzGerald, 
$279.95; Fielding, $229.95; Eliot, 
$239.96; Walpole, $249.95; Mark- 
ham, $259.95; Hawthorne, $299.95. 
Electrical Merchandising, Nov. 1951 


RAYTHEON TV Console 


Belmont Radio Corp., 

Div. Ratheon Mfg. Corp., 

5921 W. Dickens Ave., Chicago, III. 
Model: Raytheon model C-2001 
console radio. 

Selling Features: Equipped with 
20-in. picture tube; ultra high fre- 
quency tuner, 3-way color adapter 
designed to be mounted inside cabi- 
net are optional as on all other 1952 
Raytheon receivers. 


Electrical Merchandising, Nov. 1951 
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TELE KING Table Telesets 


Tele King Corp., 

601 W. 26th St., New York 1, N. Y. 
Models: K72, K73L and K21 table 
telesets. 

Selling Features: K72 and K73L 
have 17-in. rectangular tubes; K21 
has 20-in. rectangular tube; all 
models have all-channel reception; 
2 controls; new advanced electronic 
circuit; improved acoustical design 
plus 4x6 in. oval Alnico V perma- 
nent magnet speaker; agc; Tele- 
Lock holds picture steady through 
noise and signal strength changes; 
K72 and K21 have mahogany cabi- 
net; K73L has simulated leather 
covered cabinet. 


Electrical Merchandising, Nov. 1951 


RAYTHEON Telesets 


Belmont Radio Corp., 

Div. Raytheon Mfg. Corp., 

5921 W. Dickens Ave., Chicago, Ill. 
Models: Regal, M-2008, Pacer, 
M-1626, Riviera, M-1725, and Re 
gent M-2007. 

Selling Features: Regal M-2008 has 
20-in. picture tube; “Ray-Dial” con 
tinuous tuner on which UHF tuner 
can be mounted inside cabinet to 
receive all UHF channels now 
authorized; additional optional 
equipment includes a 3-way color 
adapter which also mounts inside 
cabinet permitting reception of full 
size black-and-white pictures from 
color telecasts and reduced size 
pictures in full color when color 
wheel is attached, in addition to 
standard telecasts received; blond 
leatherette cabinet available with 
or without legs 

Pacer M-1626 has 16-in. rectan- 
gular tube; “Ray-Dial” tuner “Hi- 
Lite” picture power; maroon 
leatherette fabric cabinet. 

Riviera M-1725 has 17-in. black 
picture tube; “Hi-Lite” picture 
power and has as optional equip- 
ment a UHF tuner, 3-way color 
adapter that mounts inside cabinet 
to make possible full-size black-and- 


white pictures from color telecasts 
and reduced size pictures in full 
color when a color wheel is at- 
tached, in addition to providing 
standard TV reception. 

Regent M-2007, 20-in. picture 
tube, “Ray-Dial” continuous tuner; 
additional optional equipment in- 
cludes 3-way adapter that mounts 
inside cabinet for receiving full-size 
black-and-white pictures from color 
telecasts, and reduced-size pictures 
in full color when color wheel is 
attached in addition to standard 
telecasts; dark leatherette-covered 
cabinet available with or without 
legs. 

Electrical Merchandising, Nov. 1951 


TELE KING TV Consoles 


Tele King Corp., 

601 W. 26th St., New York 1, N. Y. 
Models: 6 Tele King consoles in 
1952 line. 

Selling Features: 3 17-in. models 
KC71, KD71 and KD72B; KC7I1 
has mahogany open face cabinet; 
KD71 has 18 Century % double 
door cabinet of mahogany and 
crotch veneers; KD72B has % doors 
in grained oak limed finish. 

KC21, KD21M, and KD22B have 
20-in. rectangular picture tubes; 
KC21 has mahogany open-faced 
cabinet; KD21M has French Provin- 
cial cabinet with full length doors, 
fruit wood finish on sugar maple 
solids and veneers; KD22B, modern 
cabinet, with full doors; grained 
natural oak with limed finish. 

All models have all-channel re- 
ception; 2 controls; new advanced 
electronic circuit; improved acous- 
tical design plus 4x6 in. oval Alnico 
V permanent magnet speaker; agc; 
Tele-Lock holds picture steady. 
Electrical Merchandising, Nov. 1951 


KAYE-HALBERT TV Console 


Kaye-Halbert “orp., 5729 W. Jef- 
ferson Blvd., Los Angeles 16, Calif. 
Model: Hollander, 20-in. half-door 
console. 

Selling Features: Powered by new 
Kaye-Halbert chassis No. 253 with 
25 tubes, turret type tuner adapt- 
able to UHF and compatible color; 
split carrier sound; automatic radi- 
ation and interference noise traps; 
grained swirl mahogany half doors; 
also available in natural blond oak 
wood. 

Prices: $429.95 mahogany; $439.95 
blond. 
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ve Be) 
PASE tad fival 


A Permanent Merchandising Display That Gives You A Complete 


Battery Sales Department !N LESS THAN ONE SQUARE FOOT OF SPACI 


* A HANDSOME ALL-STEEL counter fixture of eye appealing 
beauty and modern mass display effectiveness. Finished in four 
colors, baked-on for permanency. Adequate storage space in back 
and convenient visible battery tester in easy reach. 


* STOCKED WITH FAST-MOVING BEST SELLERS! Every item a 
money maker, including an adequate minimum stock of 3 sizes of 
popular Burgess Flashlight Batteries and an initial supply of 6 new 
seamless brass flashlight cases in brilliant chrome. 


* FOR AMERICA'S ALERT DEALERS who want to sell flashlight 
batteries in the most modern manner, the BURGESS COUNTER 
MERCHANT offers continuous turnover of profitable items, re- 
quires a minimum of space. 


FREE DISPLAY SERVICE 


* +. * 
us : To help punch seasonal sales harder 
than ever, FOUR times a year you receive 
a fresh, new colorful display card 
BATTER es to insert in slotted top. Cards are 
an mailed direct from factory—abso- 

10D, scacase 2 | lutely FREE! 


erences a 
on Me. gis J 


” } 
cog @uAcEss | 


a “Ask your distributor for complete de- 
"ways fecher | tails on how you can obtain the 
ey , BURGESS COUNTER MERCHANT, or 
Ne “= write to factory, giving us your distrib- 
ww 3 utor’s name” 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY rreeport, iitinois 


hi: x. 
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ZENITH TV Consoles 


Zenith Radio Corp. 6001 W. 
Dickens Ave., Chicco 39, Ill. 
Models: 1952 line includes 10 new 
IV consoles and 2 combinations. 
Selling Features: The Conrad, Gals- 
worthy, Wordsworth, Walton, 
Holmes and Mansfield all feature 
17 in. rectangular tube, 146 sq. in. 
screen. 

Conrad, open console, combines 
blond wood with diamond-design 
grille cloth. 

Galsworthy, 
open console. 

Walton and Holmes, open con 
soles, are duplicates in cabinet de 
sign; Walton, mahogany Pyroxylin 
top and sides with mahogany wood 
front frame; angled, full-depth legs 
and “Woven-Thatch” grille high- 
light its modern look. Holmes, 
blond Pyroxylin with Gold Coast 
Afara wood front. 

Mansfield, mahogany cabinet. 

Wordsworth has half doors with 
“Dark Dover” pulls; Sheraton styl 
ing; mahogany with interlacing dia 
mond motif grill cloth. 

Coleridge, Chesterton, Carlyle 
and Thackeray have 20-in. rectan- 
gular tubes, 215 sq. in. screen. 

Coleridge, open cabinet, blond 
Gold Coast Afara veneers with 
beige grille cloth. 

Chesterton, mahogany with choc 
olate brown grille cloth. 

Carlyle, mahogany Pyroxylin with 
mahogany wood frame and “Woven 
Thatch” grille. 

Thackeray, half-door consol 
Hepplewhite design, mahogany 
“Dark Dover’ pulls; figured grille. 

Kipling and Barrie console com 
binations have 17-in. rectangular 
tube, 146 sq. in. screen. Kipling, 
mahogany with doors with crotch 
patterned panels and “Dark Dover” 
pulls. Barrie, blond Gold Coast 
Afara with brushed brass pulls. 

All models have new “Electronex” 
picture tube which eliminates mag 
nets and coils and saves critical 
materials; new focusing principle 
produces constant, sharp picture 
over entire screen; “Fringe Lock” 
circuit extends range of reception 
for outlying areas where signals are 
weak; built-in provision for receiv- 
ing UHF when ready—needs only 
UHF tuner strip added to turret 
tuner; plug-in jack for auxiliary 


mahogany veneer 


NOVEMBER, 


... TV and Radio 


Zenith color receiver; Phonevision 
unit may also be attached 

Other features include: auto 
matic I-knob tuning; gated afc; 
“gated beam” sound stabilizer tube; 
FM sound; built-in “Picturemagnet 
antenna;” “Eye Beam” tuning knob. 
Prices: Conrad, $369.95; Gals 
worthy, $349.95; Walton, $299.95; 
Holmes, $309.95; Mansfield, $329.95; 
Wordsworth, $379.95; Coleridge, 
$429.95; Chesterton, $399.95; Car- 
lyle, $369.95; Thackeray, $459.95. 
Electrical Merchandising, Nov. 195} 





SYLVANIA Radio 


Colonial Radio & Television Div., 
Sylvania Electric Products Inc., 
254 Rano St., Buffalo, N. Y. 
Model: Golden Jubilee table radio. 
Selling Features: Features 3-dimen 
sional front with concave grill; 
selector dial of transparent plastic; 
plastic case available in 5 decorator 
colors—red, yellow, brown, char 
treuse, bottle green; also in mahog- 
any, ivory and ebony. 

4-tubes plus rectifier; built-in AM 
loop antenna: 5-in. Alnico speaker. 
Prices: $22.95, ebony; $23.95, ma- 
hogany; $24.95, ivory; $27.95 colors. 
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DYNAVOX Radio-Phono 
Dynavox Corp., Long Island City, N. Y. 


Device: Dynavox portable radio- 
phono combination No. PC-950. 
Selling Features: Equipped with a 
5-in. PM speaker with Alnico V 
magnet, variable volume control 
and includes a fine reversible car- 
tridge with 2 needles that will play 
ail type of records; 3-speed motor 
with indicator that plays 33-1/3, 45 
and 78 rpm records with lid closed; 
5-tube superhet radio with built-in 
loop antenna; slide rule dial; rhom- 
bic shaped case; 2-tone duPont 
Fabricoid covering; weighs 14% 
Ibs. 

Price: $59.95 

Electrical Merchandising, Nov. 1951 
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JOHN WOOD INTRODUCES YOU to the papers (plus many other tested local 
right kind of people... helps you make advertising aids) helps build you up as 
friends with the many home-owners the man to call when the home-owner 


who can afford to buy the services you 


needs a hot water heater or a service 
sell and install. 


check-up. Ask your jobber how you can 

Powerful John Wood advertising in cash in on the big John Wood adver- 
national magazines and local news- tising program. 

HERE'S ANOTHER FRIENDLY TIP... 4 | 
When you install a John Wood Water Heater, 


fh \ 
you've made that customer a life-long friend f / \. 
— because he gets years and years of trouble- | JOHN W 1 if 
; ia 
free, dependable performance. q \ QUALITY ii 

i \ PRODUCTS j 

AY SINCE gy 

q John Wood Company 

AUTOMATIC ELECTRIC WATER HEATERS SS" Hace ond Tnk Divison 


cat ia Conshohocken, Pa. Chicage 9, ti. 
Toronte 6, Can, 














THERE ARE TWO KINDS OF FREEZERS... 
THERE'S A BIG MARKET FOR BOTH... ... TV and Radio 
Wi LSON frequency range from 30 to 12,000 


cycles per sec.; maroon leatherette 

GIVES You BOTH sah tient daniataiiadhe cabinet, 14 in. wide, 24 in. high and 
\ 9¥% in. deep. 

Don’t miss half the freezer market. Sell Wilson 
Freezers. Then, no matter whether the customer 
prefers a sectional reach-in or the conventional chest 
type you can make the sale. For Wilson makes both 
types—in a full range of sizes for every farm or 
home freezing need. 


VEE-D-X line of antennas has added 
a new model, the JM-45, for dual 
channel 4 and 5 areas, it was an- 
nounced by The La Pointe Plasco- 
mold Corp., Windsor Locks, Conn. 
This 4-element antenna produces 


ZENITH Radio-Phonos high gain with good front-to-back 


ratio. 
Zenith Radio Corp., 6001 W. 
Dickens Ave., Chicago 39, Ill. 4-Bay and 5-Bay 
Models: 1952 line includes 6 radio- Y#8! arrays for 
phono console combinations. remote sie 
Seite reception have 
Selling Features: All models I 
; > ‘ been an- 
equipped with Cobra-Matic vari- : 
able speed record changer which nounced by 
iar — JFD Mfg. Co., 
plays any size record and any speed; : 
Long Distance AM and FM recep- GIO! 16th Ave., 
nit, Tiare F : I Brooklyn, N. Y. 
tion. 4 ’ 
4 [hese double 
Waldorf, period styled mahogany 
P A stacked arrays 
2-door cabinet with brushed brass “ 
, ; include low- 
pulls. Also available in walnut. lk nual 
ve . SS = 
Wilshire, blond model. s 
‘ feeded systems which provide a per- 
Westchester has mahogany or . 
, ; fect match to 300 ohm impedance. 
walnut break-front cabinet with is 
Aiki Stacked design boosts gain to 20 db 
crotch graining on each door; . 
ye “2 over a tuned dipole and improves 
Dark Dover” pulls. ; A asta: . 
: 4 tpt directivity in vertical plane result- 
Picardy, French provincial in : 
: ’ ing in clearer pictures; 14 wave 
birch veneers. 


¢ spacing increases signal pick-up. 
Prices: Waldorf, $259.95; Wilshire, 


— $299.95; Pic Davis Electronics, 3047 W. Olympic 


Blvd., Los Angeles, 6, Calif. an- 
nounces a new aluminum alloy 
Super Rhombic antenna designed 
to eliminate stacked arrays and 
overcome problems of fringe and 
ghost area reception. It gives all- 
channel coverage with a gain of 
over 12 db, has a tilt of 15 degs., a 
directivity of 12 deg. 


More— Wilson is an easy line to sell. Nationally 
advertised, nationally known, Wilson Freezers have 
every feature a freezer can have—including a rea- 
sonable price. 


a 





1 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

Deluxe. Remote installation | 

of condensing unit. Take- | 
apart construction for eaciest 

installation. Add-a-unit de- | 
sign permits enlargement. 

Fast freeze on any shelf. | 
Manual fast freeze control. 

Five-year warranty. Four | 

sizes—for 1000 (illustrated), | 
2000, 3000 and 4000 lbs. of 

food. | 

I 

} 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

) 
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A new series of “precision-built” 
5-element Yagi arrays has been de- 
signed by Telrex to meet need in 
some areas for high back signal 
rejection plus high sensitivity. The 
high frequency Yagis are pre- 
. assembled ready for installation. 
RCA-VICTOR Radio The low channel models are com- 
RCA-Victor Div., Radio Corp. pletely collapsible incorporating a 
of America, Camden, N. J. hinging and clamping assembly. 
Model: Gladwin No. 1X591 a.c.-d.c. 
table radio. Regal Elec- 
Selling Features: Equipped with ‘nics Corp., 
Model FC-82 Medel FC-152 a 8-in. electro-dynamic speaker for agg hese 
console-like tone quality; large a sssers 
Deluxe. Self-contained. Wrap-around freezing built-in high-gain loop antenna; 7 ite Pay 
walls for fast contact freezing. Manual fast iron core IF transformers; phono pom Dampced yA 
freeze control. Automatic interior light. Slid The Most C lete Li jack and switch for connecting ee ott 
ing baskets. Removable dividers. Feather- Se record player attachment; maroon ty 
touch lid action. Three sizes—for 300 and of Home and Farm Freez- or antique ivory cabinet; gold-col nuanen - : . 
525 Ibs. of food. Also for 825 Ibs. of food (not ers Ever Offered by a ored speaker grille; slide-rule dial and FM G-tube radio. Capable of 
illustrated). Single Manufacturer. tilted for easy reading; edge-illumi driving any cathode ray tube from 
nated numerals. 16 to 24 in., the new chassis has a 


: ; keyed agc, a voltage doubler; and 
Price: $34. maroon, $36.50, ivory. . 8 ° 


turret type tuner plus a balanced 
~~ Write, Wire or Phone A. A. DAVIS mene Franchise Electrical Merchandising, Nov. 1951 300-ohm input for antenna. It 


has a built-in connector attach- 


W Le LESS S | REFRIGERATION, INC. TV BRIEFS ment making it adaptable for elec- 











tronic or mechanical color; changes 

Smyrna, Delaware Permoflux Corp., Chicago intro for VHF reception can be easily 

sks, ts Aube gk hae Oma duces a mew corner-type speaker made. Other features include power 

ee € ‘iL baffle designed to accommodate an line noise filters; flyback transformer 
8-in. speaker, the baffle provides and “Regalok” controls. 
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—121K15 
walnut, mahogany 
or blonde wood 


cabinet. 


17” 
—27K85 


walnut, mahogany or 


blonde. In walnut, 


~" $5995 


higher south and west, sub- 
change without notice. Excise tax 


tube and parts worronty extra 
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It’s another Admiral “‘exclusive.”” You can 
add color any time to any Admiral TV set 
by means of Admiral’s sensational 3-way 
electronic adapter-converter . .. or with color 
TV companion console. 

Color television ‘‘optional’”’ offers three 
distinct advantages: Bigger pictures (17" or 
20” instead of just a 10” tube) . . . Lower Cost 
. .. Freedom from Obsclescence (and that goes 
for UHF, too, because of Admiral’s famous 
Turret Tuner). Get the whole story from 
your Admiral distributor today. 

















—321K65 
walnut, mahogany or 
blonde. In walnut, 


~y $4699 
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Morethan 7! million people are home where Household 
Magazine goes. Home. They eat at home, play at home, 
entertain at home. Indeed, 76% of Household’s fam- 
ilies own their homes. 

These Household families are big, with big homes 
(close to three bedrooms apiece!). That means a lot 
of cooking and sewing . . . a lot of washing and clean- 
ing ... a lot of electric appliances. 

Big appliances, too? Sure! Because Household fam- 
ilies own their own homes... they don’t hesitate to 
buy things like freezers, and dryers, and dishwashers. 
In a year’s time, well over a million major appliances 
are bought by HOUSEHOLD subscribers—to say noth- 
ing of radios and phonographs. 

Household stimulates their buying with two appli- 
ance features every month... plus a host of articles 
on cooking, decorating, work-saving ideas. Home 
Editorial, for Home Families, in the Home Towns of 
America (Small cities and towns of 25,000 or less)— 
what better combination for selling home equipment? 


NEW PRODUCTS 


TV AND RADIO 


A new Grayburne Clear-Pix TV 
interference eliminator designed to 
correct FM interference encount- 
ered in TV sets is announced by 
Grayburne Corp., 103  Layfayette 
St.. New York 13, N. Y. Clear-Pix 
contains a network of tuneable iron 
core and condensers adjustable over 
88-110 mc band. $1.98 retail. 


Tech-Master announces 3 new 
custom-built chassis for 24 in tubes. 
No. 2430 designed for picture tubes 
requiring from 65 to 70 horizontal 
degs. deflection; has 5x7 in. PM 
speaker. No. 2431P similar to 2430, 
with addition of Push-Pull audio 
and phono input jack. No. 2431C 
same as 2430 with continuous tuner, 
push-pull audio, phono input jack 
and allowing complete coverage of 
TV and FM bands. Nos. 2431P 
and 2431C have 12 in. PM speakers. 
All models have Universal picture 
mounting brackets; an AFC hori- 
zontal hold, employing sync dis 
criminator transformer; 3-stage sync 
amplifier, separator and clipper cir- 
cuit; FM sound systems employing 
discriminator type audio detector; 
noise saturation circuits; 3-stage 
audio IF system; 4-stage, stagger 
tuned video IF system; full 4Mc 
band width adjacent channel traps 
and direct coupling for use with 
keyed AGC circuits. 


Special color converter connec- 
tions are provided for adopting to 
any color TV system and uhf fre- 
quency channels can be accommo- 
dated by interchanging tuner strips. 
All chassis completely wired, 
aligned, tested with tubes. 


HOUSEHOLD HITS HOME 2 


a 


HOUSEHOLD Magazine 
Capper Publications, Inc. 
Topeka, Kansas 
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FOLKS DOLLAR 
CONSCIOUS 
DESPITE INFLATION 


“Though folks know they 
can’t get as much tor their dol- 
lars as they used to, they still 
want to get as much for them 
as they can,” is the way a 
Pennsylvania dealer expressed 
the fact that the public was still 
value conscious. 


He was pointing out that the 
price differential between Ham- 
ilton Beach and competitive 
food mixers was a considerable 
item. “Folks still think a lot of 
a five dollar bill. Most of them 
know Hamilton Beach quality, 
too. Put this combination to- 
gether and their selection is 
bound to be Hamilton Beach. 
And I think it’s smart for us 
dealers to guide them to the 
item that gives them the most 
for their money.” 


GET CHRISTMAS MATS 
AND GIFT FOLDERS 


A new series of Christmas 
mats on the Hamilton Beach 
Food Mixer and Mixette are 
available in one, two and three 
column sizes and glossy prints 
are available for retailers who 
want to make their own cuts, 
the company’s advertising de- 
partment has announced. 


Four color envelope stuffers 
stressing the gift appeal of both 
mixers are also available. All this 
material is provided dealers with- 
out charge. All it is necessary to 
do is to drop a card to Adver- 
tising Department, Hamilton 
Beach Company, Racine, Wis. 


MIXER ADS GET 
HIGH READERSHIP 


Che current ad campaign for 
Hamilton Beach is getting a 
very high readership, according 
to results of consumer surveys. 
Advertising experts lay this to 
the fact that the hard hitting ads 
challenge comparison on price, 
value and ease of use on the big 
mixer, and feature Mixette as 
the one smaller mixer that will 
do the big jobs. 





Dx 
Py ae 


$i Coen e 


man HAMILTON BEACH 
combies bragest: CUSTOMER VALUE 
with longest. DEALER PROFIT / 


HAMILTON BEACH costs the gift giver LESS! HAMILTON BEACH pays you MORE! 


Hamilton Beach, at $37.50 retail, less juice Right! A substantial 38.18%! Check your price 
extractor, is the one best buy for your cus- sheets and convince yourself. With Hamilton 
tomers. The gift giver isn’t forced to buy what Beach, your gift-buying customers get the best 
he may consider to be an attachment that is value—you make the most money. That's a 
rarely used. And Hamilton Beach is top value, combination that’s hard to beat for top Christ- 


too, in ease of use. It’s easiest to use so it stays mas sales! 
sold—protecting you against excessive post- 


) * 
Christmas exchanges. $3750 RETAIL 














Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


MR. SOUKUP LIKES 
THE “EASY SELL” 


Here Phil Soukup, (right) owner of 
Soukup’s Department Hardware Store, 
Elmhurst, Illinois, tells Walter Pilgrim, 
(left) his appliance sales manager, and 
C. G. Parquette of Hamilton Beach why 
he likes the Hamilton Beach line. 
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“We find Hamilton Beach food mix- 
ers easiest to sell because they're easiest 
to use. When features such as Mixguide, 
Bowl Control and the one-piece guarded 
beaters are demonstrated the customer is 
invariably sold. 


“Another factor we take into mind is 
dependability and durability. After one is 
sold we never worry about its coming 
back for service.” 
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MANUFACTURERS 





Big Time tor Necchi? 


Already holding a sharp needle in the American 
sewing machine market, Necchi lays plans to take a 


$3-million stitch 


Necchi officials were surprised 

For the first time in its short U. § 
history, Necchi had called a full-dress 
press conference in New York's Essex 
House and in two corridor-like rooms 
had set up chairs for an expected 40 
reporters 

When the 


ployee Ss 


chairs filled, hotel em 
Necchi 


more, 


brass hustled 
finally seated 80 
elbow-jostling journalists who by their 
attendance proved two things: (1) the 


and 
around for 


tremendous postwar growth of at-home 
sewing (130 percent in five years) and 
(2) the importance of 
Necchi (and other new manufacturers 
in the 
ket 
For Jolson, a Big Moment. In low- 
voiced, hesitant English, Leon Jolson, 
president of the Necchi Sewing Ma 
chine Sales Corp 


increasing 


American sewing machine mar 


announced that the 


firm would spend $1-million for sales 
promotion and advertising in the year 
ending September, 1952, hoped to step 
up its volume from 50,000 units and 
$7,000,000 to 75,000 units and $10,000- 
000. This that Necchi, 
already a sharp needle in the side of 
established competition 
crease its share of the 
about 2.5 to 3.8 


would mean 

would _in- 
market from 
percent of an esti 
mated 2,000,000 total of industry sales 

For many appliance manufacturers 
such an announcement would have 
For Jolson it 
mean the beginning of the big time 

Ever 1947 
U. S., penniless and fresh from Euro 
pean concentration camps, Jolson had 
working to Necchi 
firmly on the American sales map. To 
do it he had struggled with his own 
inability to speak English, the absence 


been routine could 


since his arrival in the 


been establish 


Newcomer to Cabinet Field 


THEODORE E. MUELLER, president of American Radiator & Standard Sanitary 
Corp., has finally moved his firm all the way into the kitchen field through the pur- 
chase of Acme Metal Products Corp., manufacturers of steel kitchen cabinets 
Eventually, Acme will supply American Standard with part of its production, giv- 
ing the latter a much larger stake in the kitchen modernization business than its 
present sink-only line permits. For the time being Acme will continue to market its 
cabinets under its own name and sales policies will remain unchanged 


(BUSINESS WEEK PHOTO) 


NECCHI’S JOLSON: In four years a $7,000,000 volume, 50,000 sewing machines. 


of a foreign exchange rate with Italy, 
ignorance of the Italian- 
made product, a complete lack of 
funds. He had peddled needles and 
thread in the lofts of New York's gar- 
ment district, run his own second-hand 
machine West 29th 
St. and had borrowed $2,000 from the 
United Service for New Americans 
to buy his first Necchi machines. 

3y the end of his first year as Necchi 
sales agent in America, Jolson had 
sold 15,000 machines for a $1,000,000 
volume, a $25,000 profit. But he still 
faced the difficult task of acquiring 
dealers and distributors, of learning 
that in America big volume for even 
an excellent product depends upon 
substantial and expert advertising and 
sales promotion. 

For Necchi, a Big Step. Apparently, 
the lesson well learned. All of 
the company’s profits have been and 
are being used to finance continued 
expansion, but a million dollar cut 
(twice any previous appropriation) 
from a $7-million volume amounts to 
a 14 percent advertising budget 
enough, in an industry where six per 
cent is more to make even 
American promotion men blanch. Half 
of Necchi’s million will be spent in 
35 publications, including 
service magazines, sewing and pattern 
books, rural and home 
periodicals, farm and trade journals, 
and general magazines. The other 
half will go for sales promotion and 
local dealer cooperative advertising. 

By the end of September Jolson had 
already signed orders for over $125,- 
000 of his million and committed him- 
self to the 35 wholesalers who gathered 
in New York for Necchi’s first annual 
distributor conference. Presumably 
these 35 (and the two who didn’t 
make it) would carry Necchi’s pro- 
motional story back to their 1500 
dealers (including 40 department 
stores and 450-500 retailers of other 
appliances, radio and TV). 

For Necchi’s Dealers, a Good Deal. 
Backed by the increased advertising 


consumer 


sewing store on 


was 


common, 


women's 


economics 


NOVEMBER, 


and more selling aids (booklets on how 
to sell over the telephone, advertising 
portfolios, merchandising brochures, 
etc.), Necchi’s dealers could expect to 
step up their sales, wouldn't have to 
worry about short discounts (they re 
main at 40 to 43 percent) or unex- 
pected model changes. Necchi will 
continue to assemble two basic Italian 
made sewing heads, American cabinets 
(Mississippi Products Co., Jackson) and 
American motors (Motor Specialty Co., 
Racine, Wis.) into three portable and 
nine cabinet models ranging in price 
from $143.50 to $271.50 for units with 
the cheaper, BF head, 
$379.50 for models 
Deluxe, BU head 
product, a 


and $258 to 
the Custom 
Exception, one new 


combination tov 


with 


sewing 
machine and music box introduced in 
September and sold only through 
Necchi dealers at an under-$20 price. 

For the Public, No Shortages. Un- 

affected by the temporarily bleak 
metals outlook in the U. S., Necchi 
has no serious production problem. 
It currently absorbs only 25 percent 
of below-capacity production in the 
Pavia (Italy) factory, can easily expand 
to meet any reasonable increase in 
demand and is confident that it will 
be necessary. 
More and more American women 
will be doing their own sewing if the 
sewing machine industry's suddenly 
stepped-up advertising pace has its 
intended effect this winter. 

Late this Domestic an- 
nounced an ambitious program 
(ELECTRICAL MERCHANDISING, 
October, p. 128). Necchi (see above) 
has launched a tremendously ex- 
panded promotion plan and White 
Sewing Machine Corp. will bankroll 
the “most aggressive ad campaign in 
its history”. 

The White ads will feature a state 
by state alphabetical listing of every 
department store handling the firm's 
line. For the first time in many years 
White is offering readers a free home 
trial. 


summer 
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IN LEADING NATIONAL MAGAZINES 


WILL SEND SALES OF , ape bree SOARING 


DURING THE COMING PEAK GIFT-GIVING SEASON! 


Be sure of your share of the tre- 

Here's ne ¢ iff mendous PREsTO Products sales- 

and-profits potential! Make 

that gives saa certain your Presto Products 

r window and counter displays are 

and gives.. .and gives! up! The more you show, the more 

you sell, and one sells the other! 

Schedule your local tie-in adver- 

tising on these fast-selling PRESTO 
profit-making items! 


() M SELLING MESSAGES 
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{WHY 4001) 7 
me BACKED BY THE HARDEST- HITTING ADVERTISING © Vi NG; ny ta 
P ‘ e . 

PROMOTION IN @rcslo PRODUCTS HISTORY Pp bis] 46; 


FREE: Newspaper mats, display materials, etc., sent on request! Write: 


ee OGheh © Oa. oe eee © eoenes Go mumen OF Oy eae 2 ee eee eo, eee | 


Branch Factories: Los Angeles, Calif. Wallaceburg, Ontario, Canada 
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e . IT&T’s immediate plans, Harrison 
Toro: More Mowers explained that the firm proposed to 
American home owners bought (1) produce a new, improved line of 

nearly a million power lawn mowers 


refrigerators, ranges and freezers for 
| this-year and they might have bought 


is many as two million if more mow- 
| ers had been available. 


the 1952 spring and summer market; 
(2) maintain, strengthen and expand 
its present distributor-dealer set-up; 
. | rhat’s the cpinion of Robert W (3) “-emodel, expand and completely 
| Gibson, vice-president in charge of modernize” Coolerator manufacturing 
On CVETY Vet sales for Toro Mfg. Corp., one of the facilities (IT&T has already approved 
; $1,750,000 for this purpose; and (4) 
Anticipating con “give you strong support” through 
inued heavy demand next year, the national advertisin 

company this fall revealed that it in- and merchandising programs. 

tends to increas pi xluction he For 


leaders of the booming young power 
mower industry. 


t 





g, sales promotion 





those who might be skeptical 

[ ir swith =| ibout the future with IT&T, Harrison 

owners. said, “IT&T can mean n 
duction we believe. Certainly it 


small mowers popular 





ch to you, 
has meant 
{ pehart distributors and 
wn slightly on the number s in the tl 

line. The 


continue t 


lo conserve materials for pt 
units most in demand, Toro 
models in its 
company will, however, 
| turn out the large mowe 
, 
! 


tor commercia 


ree short years of 
association.” 
rs designed 
use. The present line 
will be filled out with two new models RCA: A lj 
for home owners—a new 20-inch . pp lances 
rotary mower and ; o1 \ Victor last month 
institutional use on large ] inticipate | plunge into 
industry 

\ president Frank Folsom re 
Coolerator’s Future vealed that the firm would begin 


marketing a line of room ait condi- 
“ver since ernational Telephone  tioners in January, 52 he 
Ever since Int t 1 Tele; J y, 1952. TI 

| and Telegraph purchased the Coolera- 


tor Co. this summer 


units 
will carry the RCA Victor trademark 
, distributors and and name but will be 
dealers handling Coolerator products 
have been asking, “What 
mean ?” 


manufactured 
by Fedders-Quigan Corp. Folsom 
does it said that the air 





conditioners would 
be distributed through RCA Victor’s 
Late in September William H. present distributor-dealer set-up. 


— Harrison, IT&T’s president spelled rhe 

es 
Hi-Lo at the out the answer for them in a letter appliance field had been long pre- 
| WRESTLING . wi . , addressed to all Coolerator distribu- dicted. Selection of 
MATCHES 


tors and dealers. 





company’s entry into the 


air conditioners 

is its first appliance line will provide 
the the firm with complementary business 
to balance out uneven spots in TV and 


t 
1 


For those who wanted to know 
“why” of the transaction, Harrison 


“Pin” Your Customers Down with D had a simple answer: “IT&T is ex 


radi sal 1ir conditioners sell best 
panding its domestic activity . . intl r months when TV and 
Wil v (<a) We found just what we wanted in ul ales hit their anual low. 
l- ov ip). . Coolerator and we propose to develop Service Co. will provide fac- 
this company together with its distri tory-trained technicians for the in- 
AN T ' he 7 Medel butors and dealers into a ‘top opera stallation and servicing of the units. 
101" p tion’ in its field.” ; 


Service contracts will be optional 





with 
For those who wanted to know customers. 


School Days For Dealers 


“Score a fall" each time and eliminate 
the grunts and groans of dissatisfied 
customers by selling HI-LO...the * y 
unique TV Spiral Antenna. Low cost, high 
fidelity, modern appearance, sound 

design have made HI-LO .. . the indoor 

antenna which has the clearest, sharpest 

reception possible. 

Your customers will be pleased when 

you “pin them down” with a 

demonstration of the better reception 

of HI-LO,.. why wait? 


ORDER TODAY! 


Don't forget... the HI-LO OUTDOOR 
TV SPIRAL ANTENNA! 


*U. $. Patent No. 2,495,579 
Canadian potents 1951 





. 
. 
yd List 
PRICE 





Hi-Lo TV Spiral An- 
fennas ore sold through 
recognized jobbers. 


ONLY Hi-to 
provides com- 
plete powerful. 
localized ad- 
vertising sup- 
port. Write for 
full porticulars. 





THREE of the 1200 Coleman Co. dealers who have attended the firm's training 
school this year show president Sheldon Coleman, left, their home towns. William 


Enders of Oneonta, N. Y., is at the map while Frank Wolfe of Dayton, Ohio and 
Richard De Groot of Rock Rapids, la., await their turn 


retailers will attend the school during a five year period 


© Chicago 13. Ilinors 


Eight thousand key 
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CHECK THESE ARVIN Three present top-selling makes of TV 


Dual Powes Make “A" Make “B"” Make “"C”’ WHAT IT MEANS TO THE OWNER: 
SALES FEATURES 17” table model 17” table model |17” table model 

Number of tubes 

(including rectifier 26 23 2 1 23 More tubes mean more power and greater 

tubes and picture tube) — 

: “Distance” setting pulls in remote stations 

Local-Distance Control YES YES with full power. “‘Local’’ subdues strong 
signals to prevent distortion. 

Keyed Automatic Y F Checks “airplane flutter’ and other inter- 

Gain Control ference. 

Synchro-Sound Tuning YES YES YES Tune for best picture; sound is right auto- 

(Inter-Carrier) matically. 

Number of Rejecting 7 3 l 3 ee ee 

Traps Traps reject interfering signals. 

: , Intermediate Frequency Circuits in 41 

I.F. Circuit 41.25MC | 41.25MC | 21.25MC | 21.25MC | megacycle spectrum minimize interference, 

facilitate UHF conversion. 


; Four picture |.F. stages provide extra sensi- 


Dual Tuner (optional at extra cost) permits 


DUAL TUNER | vearep | TUNER-STRIP | TUNER STRIP 
' OR i diat tion of UHF wh i 
CONVERTER CONVERTER | CONVERTER | castsstert. Pe when Broad 


a 


e | 


UHF Provisions 


[cay 


Y= ry, 
Cin — we @ 
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INDICATIONS are that this season, {Christmas Gift Shoppers are 
going to be more . ['S than at any time in recent 
years. They're going to be looking for values — the best for the 
money. 





Dominion Dealers will have an edge because Dominion Appli- 
ances rate with the best yet sell for less! Thirty years’ experience 
building appliances gives you a real plus! You can use this edge — 
together with the extra profit it brings — and enjoy the most profit- 


No. 1601 Automatic Coffee A able Christmas business ever! 
Maker — 9-cup capacity 


4 : 
No. 1315 Automatic W affle No. 1115 Automatic Pop-Up y No. 2101 Automatic 
Iron Toaster Deep Fryer 
5 ee er m2 a Rive Ae Ao eS i , Ne a ie al ii AO Te 


- 
, 


7) & 
bie 


a A No. 1430 Table Stove with 

f No. 1311 Automatic Sandwich Push Button Switches—Armor 

Poppers — No. 1703 (4-quart) Toaster - Waffle lron — with oi Plate Elements — Durable Por- 
No. 1702 (2-quart) reversible grids celain Finish 


No. 1011 Iron with reversible 
Cord — Light weight — fully 


automatic 


No. 1802 Hair Dryer (Hot or 
Cold Air) 


A full line of Table Appliances available through reputable distributors across the nation. 


DOMINION ELECTRIC CORPORATION @© MANSFIELD, OHIO 


50 Percent Expansion 


Westinghouse Electric Corp. has 
announced plans for a $296-million 
expansion program which will increase 
the company’s productive capacity by 
50 percent, Gwilym A. Price, president, 
has announced. 

Among the major projects already 
undertaken as part of the expansion 
program are provisions for “substan- 
tial increases” in production of appli- 
ances and TV sets, construction of five 
new lamp plants, a new electronics 
equipment plant and two electronic 
tube plants. (Earlier this year com- 
pany officials said that they planned to 
be able to turn out twice their 1950 
consumer goods volume within two or 
three years.) 


No Middleman for K-H 


Kaye-Halbert Corp. will hence- 
forth control its own sales and adver- 
tising, having terminated a 15-month 
old contract with Blackman Sales Co. 
The move came as the result of criti- 
cism on the part of stockholders over 
the net profit on sales during the time 
the Blackman Co. was in charge. 

National sales will be channeled 
through Kaye-Halbert Distributors, 
Inc., a wholly-owned — subsidiary. 
Harry Kaye, president of the firm, 
will temporarily handle outside dis- 
tributor sales activities. Southern 
California dealers will be under the 
supervision of a general sales manager 
still to be named. New distributors 
in major markets will be appointed 
soon, Kaye said. 


Manufacturer Briefs 


@A. R. Lieberman, formerly general 
manager of Jewel Radio Corp., and 
his brother, J. P. Lieberman, a former 
owner of Air King Products Corp., 
have formed Esquire Radio Corp. The 

| company is now producing clock- 

| controlled radios and is also develop- 
ing a line of “related products”. 


®@ An additional building allowing Hi- 
Lo TV Antenna Corp. to triple its 
former production has been completed. 
The new building is immediately 
adjacent to the firm’s previous plant. 


| @ Warehouse facilities in New York 

| and Chicago have been set up by 

| Hoffman Radio Corp., Los Angeles 

manufacturer. In New York, D. W. 

| May will be district manager; the 
area warehouse will be in Bayonne, 
N. J. In Chicago, officers and ware- 
houses will be in the Anchorage 
Storage Bldg.; Howard L. Bredlow 
is Chicago district manager. 


| @ Dormeyer Corp. has opened a Chi- 
cago sales office in suite 1487 of the 
Merchandise Mart. Maurice Lipsich 
is in charge of the office. 


| © Price guarantees due to expire on 
November 1 have been extended 
through December 15 by the Magna- 
vox Co, In announcing the move pres- 
ident Frank Freimann said that “in- 
ventories generally are not large 
| enough to compensate for production 
| curtailments in the offing.” 
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OLDEST 
AMERICAN 
RANGE 
MANUFACTURER 
UNDER 
CONTINUOUS 
OWNERSHIP 
EST. 1875 





Teepe rnrc RANGES = REFRIGERATORS 


WATER HEATERS © HOME FREEZERS 
The Line Shalt Hakes Good Dealers Better 
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PORTABLE IRONER 


R with women because (A) it is so easy to use; (B) 
saves time; (C) eliminates ironing day drudgery: (D) 
is reasonably priced. 


with dealers because it sells quickly at good profits. 


Elbow control leaves user's hands free to guide clothes. 21” wide 
roll, Thermostatic heat control. A red light indicates when current is on. Motor is 
wholly enclosed. Non-slip rubber guard. AC current. Bright chrome and white 
enamel! finish. 


UTILITY HEATER 


A very attractive model finished in choice of white 
er brown p lat l. Refi and dress 
quard are chrome plate. Well made to do a good 
heating job for years. Equipped with double radi- 
@nts and cast-iron burner. 12,000 B.T.U. 16” high, 
11” wide, 6%" deep. 


Model 2123 for L.P.G. gas 
Model 2123-B for Natural and Mfg. Gas 


AGA 
Approved 





* RADIANT GAS HEATER 


For fireplace or living room—it's 
cheerful and an excellent heat pro- 
vider. Body is in one piece finished 
in brown porcelain enamel with har- 
monizing brown and ecru backwall 
and radiants. Reflector and dress 
guard are chrome plated. Solid brass 
valve and durable cast-iron burner. 
A.G.A. approved. 


17%" high, 1842” wide. 8” deep, 20,- 
000 B.T.U. Shipping Weight 31 lbs. 


No. 2205 for Natural and Mig. gas 
No. 2205B for L.P.G. gas 
ORDER FROM YOUR JOBBER 


or write for literature on full line of Ironers, Electric and 


Gas Heaters, and Lawn Sprinklers. WHEN 


IT’S AN 


ARMSTRONS 


DEPEND ON IT! 


IT'S THE BEST 
OF ITS KIND 


Production Edges Upward 


August output betters July's lows but is still far 
below earlier months this yearorcomparable months 


last year 


Appliance, radio and television pro- 
duction in August began climbing up 
from July’s doldrums, but in most cases 
output remained far below previous 
levels this year or in 1950. 

There were execptions to the general 
pattern, however. Some products— 
refrigerators, water heaters, television 
and auto radios—dipped even below 
July levels. In other lines, the August 
recovery was so heavy that production 
climbed back to earlier levels. Freezer 
output, for instance, rose from July’s 
56,000 to 68,000 in August—the third 
best month of the year. 


Others Up, Too 


\nother conspicuous recovery was 
registered by the dryer industry. In 
July, production had dropped sharply 
to 26,000 units (as compared to 39,000 
in June). But in August output 
climbed just as sharply upward, reach- 
ing the 40,000 level. This was 24 
percent ahead of August last year and 
produced an eight month total of 284,- 
000 units, 55 percent ahead of 1950. 

Vacuum cleaner production in Au- 
gust bettered the July mark, but com- 
pared to 1950 performance, the August 
figure of 191,000 units was a poorer 
performance than the July low of 
161,000. August output was off 44 
percent from 1950 while eight month 
totals 1,810,000) were off 22 percent. 

Ironer production in August re- 
covered somewhat from the July low 
point but did not reach the levels of the 
first six months of the year. August 
output of 17,000 units was 6,000 above 
July but 7,000 below June and 17,000 
below March, the high point of the 
year. Compared to last year, August 
was off 60 percent with eight month 
totals (192,400) being 20 percent off 
the pace. 

Much the true of the 
washer industry. August production 
was 239,000 units, 100,000 ahead of 
July but about 14,000 below June. Com- 
pared to 1950, August output was 37 
percent off while eight month produc- 
tion (2.2 million) was 17 percent 
behind 1950. 

A much smaller recovery was reg- 
istered by the range industry. Output 
had moved along at well above 100,000 
for the first six months of the year 
but dipped to 62,000 in July. This 
moved upward to 64,000 in August, 

| 51 percent behind the same month last 
year. Eight month totals (886,000) 
were 17 percent behind. 


Same was 


Some Go Down 


The foot-dragging refrigerator in- 
dustry continued to lag in August, 
| with output falling to 187,000 units, 
12,000 less than July and the lowest 

monthly figure since February, 1947. 
| August was 64 percent off last year’s 
| [pace and eight month totals (2.99 
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million) finished 27 percent behind. 

Water heater production, which has 
been falling month by month since the 
March level of 84,000 units, slipped 
still further in August. Output of 
43,800 units was almost 500 behind 
July’s figure, which in turn was some 
13,000 behind June. August produc- 
tion was 42 percent behind last year 
but eight month output of 502,800 
units was virtually identical 
1950's figure. 


with 


Electronics Picture 


TV production in August was 146- 
000 units, about 8,000 below the July 
figure and some 728,000 units behind 
the peak month of the year (March). 
Cumulative monthly production slipped 
still further behind the 1950 pace. 
Beginning with April the cumulative 
totals have been 14, 30, 35, 53, and 
80 percent behind the comparable 1950 
figures. 

Auto radio output also dipped down- 
ward in August, falling 103,000 from 
the July figure to reach the 190,000 
level. This was 51 percent behind 
1950; eight month output was 13 
percent behind 1950. 

Home radio production recovered 
somewhat from the July low of 184,000 
units, moving ahead to 295,000 in 
August. This was 62 percent behind 
the same month last year and 693,000 
behind March’s high this year. Eight 
month totals were nine percent behind 
1950. 

Portable radio production moved up- 
ward 7,000 units to 77,000 level in 
August. This was 42 percent behind 
the 1950 figure. 


Trouble to the North 


Canadian appliance manufacturers 
are in serious difficulty—end the slump 
in United States appliance business 
is among the factors creating trouble 
across the border. 

Primarily, according to Canadian 
manufacturers, their troubles are due 
to the government’s continuing heavy 
credit controls and excise taxes which 
have combined to take most Canadian 
purchasers out of the market. Some 
Canadians, however, feel that “dump- 
ing” of stocks by United States manu- 
facturers at distress prices have cut 
sales of Canadian produced goods. 
And at this point the Canadian excise 
regulations really hurt; the taxes are 
levied against the Canadian goods at 
manufacturer level but they are levied 
against the “distress” imports at the 
“dumping” price. Canadians contend 
that even after adding in import 
duties the U. S.-made merchandise 
can undersell their own. 

The Canadian credit controls were 
aimed at cutting down production of 
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NO OTHER 
TELEVISION MANUFACTURER 
CAN MAKE THIS CLAIM 
OR OFFER YOU 
UILESE SALES ADVANTAGES 


e brings you a complete line of television sets with 
chassis and picture tubes engineered and manufactured 





by one company with 50 years of background in lighting and 
electronics. 

Only Sylvania brings you power-packed Movie-Clear* Pic- 
tures .. . ““Triple-Lock”’ that locks the picture in—minimizes 
interference . . . Studio-Clear” Sound . . . and the greatest 
sales feature in television— 


That Amazing NEW Development... 


HALOLIGHT 


The Frame of Light for Greater TV Viewing Comfort 





SEE THE NEW 1952 SYLVANIA LINE AT YOUR 
SYLVANIA DISTRIBUTOR NOW! CASH IN ON 
THIS EXCLUSIVE PROFIT OPPORTUNITY! 





with HALOLIGHT 


SY LVANIA--The chassis that sells on performance . . . the cabinets that sell on styling... and the 
feature that builds window traffic —store traffic — department traffic and “sells on sight.” 


SYLVANIAY 


Established 1901—Great Name in Electronics oistacatd Teatbiaiile 


TELEVISION SETS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT LAMPS, FIXTURES, SIGN TUBING, 
WIRING DEVICES, LIGHT BULBS; PHOTOLAMPS; RADIOS. SYLVANIA ELECTRIC PRODUCTS INC., RADIO & TELEVISION DIVISION, 254 RANO STREET, BUFFALO 7, NEW YORK 
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A WINNER’...THE 
Worton- 


Rotashelf 


(Patent Applied For) 


Corner Base Cabinet with Rotating Shelves 





IN thousands of homes ROTASHELF has created new storage 
space plus surprising convenience and proved the superiority of 
Morton kitchen designs—converts wasted, empty corner-cabi- 
net space into a “‘live’’ storage area for literally dozens of cans; 
jars and bottles! 


Out of sight, yet always at hand, the rotating 3-shelf unit 
swings into easy reach with less effort than opening a drawer. 
ROTASHELF is made entirely of steel, and is finished with two 
coats of baked-on enamel to match the finish of other Morton 
Base Cabinets. Shipped fully assembled, ready for easy instal- 


lation with standard Morton Corner Top. 


Only Morton Has Rotashelf 
ROTASHELF is an exclusive Morton product. It brings big 
extra sales-and-profit possibilities to every Morton dealer. It fits 
perfectly into the Morton Unit Sale Plan. Ask your Morton- 


Kelvinator distributor for full information—or write us direct. 


MORTON 


MANUFACTURING COMPANY /)/ Tak d:77 
5125 West Lake Street, Chicago 44, Ill. 


PAGE 
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appliances by 20 percent. But Cana- 


| dian output is now down 60 percent. 


Heavy layoffs of workers have already 
taken place and others are contem- 
plated. In an effort to keep some sort 
of working staff on hand, manufac- 
turers have built ahead of sales until 


Manufacturers. 


COFFEE MAKERS Units 
(NEMA Members, Not Industry) 


ee ee 85,702 
Aug., 1950............ 128,605 
i. 728,090 
8 Mos., 1950 625,116 
J Change vs. 1950 

Aug., 

8 Mos., 1951 +16.47% 


DISHWASHERS, Motor Driven 
Residential Type ——) 

(NEMA Members, Not Industry) 

Aug., 1951 6,759 

Aug., 1950............ 17,000 

8 Mos., 1951... 151,121 

8 Mos.,1950............ not avail. 

J Change vs. 1950 

Aug., 1951. 


DRYERS, CLOTHES 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 

Aug., 

Aus., 

8 Mos., 1951.... 

8 Mos., 1950 

Jo Change vs. 1950 

Aug., 

8 Mos., 1951 +54.79% 


FREEZERS, HOME AND FARM 
(NEMA Members, Not Industry) 
Aus., 68,587 
Aus., 16,753 
8 Mos., 1951 523,324 
8 Mos., 1950 408,808 
% Change vs. 1950 

Aug., —10.64% 
8 Mos., 1951 +28.01% 


HEATERS, CONVECTOR AND 
RADIANT 

(NEMA Members, Not Industry) 

Aug., 1951 7,143 
Aug., 1950............ 40,300 
8 Mos., 1951... 78,257 
8 Mos., 1950... area 81,072 
J Change vs. 1950 


Aug., 1951.. —82.28% 
8 Mos., 1951 . — 347% 


HEATERS, FAN FORCED & FAN- 
HEATER COMBS 


(NEMA Members, Not Industry) 

Aus., 35,015 
Awe, 1950........-... 73608 
8 Mos., 1951 159,402 
8 Mos.,1950............ 149,559 
J Change vs. 1950 

Aug., —52.48% 
8 Mos., 1951 


current inventories are heavy enough 
to last for several months. 

But in September Canadian govern- 
ment officials announced that the 
threat of inflation was still serious 
enough to forestall any relaxation of 
the controversial credit controls. 


Sales 


HOTPLATES & DISC STOVES 
(NEMA Members, Not Industry) 

Aug., 1951... 24,366 
mme., T600........ ; 60,695 
8 Mos., 1951... _ 273,604 
8 Mos., 1950... .. 993,059 
YJ Change vs. 1950 


Aug., 1951.... .. —59.86% 
8 Mos., 1951.... — 6.64% 


IRONERS 
(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


as... t964 2.2. ; 17,200 
Aug., 1950.. ka 42,700 
8 Mos., 1951...... Kod 192,400 
8 Mos., 1950... 239,600 
Jo Change vs. 1950 


Aug., 1951...... _ —59.72% 
8 Mos., 1951..... . —19.10% 


IRONS, AUTOMATIC, STAND- 
ARD 


(NEMA Members, Not Industry) 

Aug., 1951............ 934,836 
Aug., 1950..... 391,479 
8 Mos., 1951... 2,593,413 
8 Mos., 1950 2,236,925 
Jo Change vs. 1950 

Aug., 1951.......... .. —40.01% 
O Mas., 1931 ....cccccscee PISDEH 


IRONS, STEAM & STEAM 
ATTACHMENTS 


(NEMA Members, Not Industry) 

Aug., 1951 140,013 
146,770 

8 Mos., 1951............ 1,230,846 

8 Mos., 1950. . 894,112 

Yo Change vs. 1950 


Aug., 1951........ — 4.66% 
8 Mos., 1951...... . +37.66% 


IRONS, TRAVELER 

(NEMA Members, Not Industry) 

Aug., 1951.... 25,645 
Aug., 1950... _ 19,447 
8 Mos., 1951... 200,542 
8 Mos., 1950 144,761 
% Change vs. 1950 

Aug., 1951... . +31.87% 
8 Mos., 1951.. - +38.53% 


MIXERS, FOOD 

(NEMA Members, Not Industry) 
le 22,903 
Aas., 1950.... 65,520 


8 Mos., 1951.... 257,935 
8 Mos., 1950.... 278,993 


J Change vs. 1950 


Aug., 1951............ —65.05% 
8 Mos., 1951 
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TELEVISION 


Teer cet by Ro ATTENTION - APPLIANCE DEALERS! 
m8) for more SALES... 


8 Mos., 1950 4,184,400 


Jo Change vs. 1950 


Aug., 1951 -19 64% 
8 Mos., 1951 —13.17% 


RADIOS, HOME 


(Revised Industry Estimates for 1951, 
by Radio-Television Mfrs. Assn.) 


Jan 1951 750,289 
Feb 1951 764,679 
Mar 1951 988,078 
Apr., 1951 619,651 
May 1951 581,557 
June 1951 346,135 


July 1951 184,002 
Aug., 1951 295,587 o 
Aug., 1950 783,400 
8 Mos., 1951 4,529,978 
ua 


8 Mos., 1950 4,955,700 
% Change vs. 


Aug., 1951 -62.27% 
8 Mos., 1951 — 8.59% 























RADIOS, PORTABLE MORE SELF-SERVICE SALES 


(Industry Estimate by Radio-Television All Merchandise is in the 
Mfrs. Assn.) 


ee 2. ” 

Aug., 1951 71,568 Buying Range 
Aug., 1950 132,700 

8 Mos., 1951 993,415 

8 Mos., 1950 1,310,000 

Jo Change vs. 1950 

Aug., 1951 —41.55% 

8 Mos., 1951 —24.17% 


RADIOS, AUTOMOBILE 


(Industry Estimate by Radio-Television 
Mfrs. Assn.) 


Aug., 1951 190,252 Easy-to-See . . . Easy-to-Handle 
Aug., 1950 387,600 | Easy-to-Buy 

8 Mos., 1951 3,453,839 | 
8 Mos., 1950 3,037,600 | Merchandise is alive with Buying Appeal 
° when displayed on Flexo-Step Store 
Jo Change vs. 1950 Fixtures. Everything is in Full View and 


. ee . ° 
co om 50 | Enjoy these Time-Saving . . . Money-Making 
Enthusiastic Merchants say it is impossible 


online | ny cod Stn iy wi Fluw-Styy ADVANTAGES 


rang cpa anaar ea | Unlimited Flexibility. Individual Steps Removable . . . Easy to Effectively 

yi aan Benn 4 OPPORTUNITIES Display Merchandise of any size or shape. (Note roaster and mixer ) 
ug., ; 

8 Mos., 1951 886645 | TO‘START INCREASING 


€ Mos., 1950 1,061,970 SALES IMMEDIATELY 
Yo Change vs. 1950 i \ 


Aug., 1951 —50.94% 
8 Mos., 1951 —16.51% 


Mere Self-Service Sales because All Merchandise is in the “Buying Range ” 
More Impulse Sales because All Merchandise is Easy-to-See . . . Easy-to-Handle 
More Selling Space . . . 50% More than Conventional Equipment 


Rounded Step Corners Encourage Customers to Circulate around Display . . - 
Exposing More Merchandise for More Sales 
REFRIGERATORS 
(NEMA Members, Not Industry) Expertly built of Strong Veneers by Fixture Craftsmen, Beautifully Finished 
re oy ae pan — ——— . Shipped Completely Assembled . . . Ready to Make Immediate Sales for You 
8 Mos., 1951 2,993,879 
8 Mos., 1950 4,087,677 
J Change vs. 1950 
Aug., 1951 —63.81% - ens dd Sol 
8 Mos., 1951 —~26.76% 5x15 f. - <> = a | A les Co. 
ian Flexo-Step —— —— |} + ‘ A LES ; 714 Commercial St. 
Island = | z § 0 R M '¢) R 3 s) Manitowoc, Wis. 

ROASTERS F 0 R E Pp R '¢) Fl TS Please send me without cost or obligation your 
(NEMA Members, Not Industry) M 


N descriptive, illustrated circular on Flexo-Step Store 
pare P 0 Fixtures with Price List. 

Aug., 1951 ere 40,494 — rt USE THIS cou 

Aug., 1950 41,792 , 

8 Mos., 1951 ore Teme 
8 Mos., 1950 ; 229, 438 
% Change vs. 1950 

Aug., 1951... — 3.11% 
8 Mos., 1951 a +22.00% 


Sliding Doors in Base Permit Easy Access to Storage Space 


ADD SALES CO. © 714 Commercial Street ¢ Manitowoc, Wis. 


5 x 2% ft. ~ = ora Wie Name 
Flexo-Ste ’ : Post Care ; 
Side Wall Unit ; or Sena Letter Street ‘3 
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Sentinel 


*K 
LP TV 
“RIVING PICTURES 
“RIVE PROFITS 


merchandise thats 


Sentinel 


rgd 20 Ty . Sentinel Radio Corporation 


17" Screen 


164 


Model 443 CVML 
The Louderdale 
21” Screen 


“How soon can you deliver it?” 
That is what delighted prospects 
ask when you finish demonstrating 
a new Sentinel LP*-TV set. It gives 
you *Living Picture television and 
fully automatic tuning—brings in 
favorite TV personalities “as they 
live and breathe,” at a mere switch- 
flick. 

And the cabinetwork! Such 
styling! Such craftsmanship! Such 
smart designs so superbly worked 
out in colorfast blond Korina wood 
or rich, lustrous Mahogany that no 
woman can hold her purse closed 
when she sees them. Sales come fast 
and sure! 


Ask your Sentinel distributor or 
write Sentinel direct... AT ONCE! 


THEY MOVE FAST 


/ 
OFF YOUR FLOOR! 


Evanston @ Illinois 


TAOSTERS 

(NEMA Members, Not Industry) 

Aug., 1951 193,314 
Aug., 1950 475,869 
8 Mos., 1951 1,938,169 
8 Mos., 1950 2,068 666 
Se Change vs. 1950 

Aug., 1951 —59.38% 
8 Mos., 1951 — 6.31% 


VACUUM CLEANERS 


(industry Estimate by Vacuum Cleaner 
Mfrs. Assn.) 

Aug 1951 ‘ , 191,299 
Aug., 1950 _ 341,932 
8 Mos., 1951 . 1,810,167 
8 Mos., 1950 ; 2,316,377 
Se Change vs. 1950 

Aug., 1951............ —43.94% 
8 Mos., 1951 “ — 21.85% 


WAFFLE-IRONS-SANDWICH 
GRILL COMBS 


(NEMA Members, Not Industry) 

Aug, 1951 48,767 
Aug., 1950.. : 182,917 
8 Mos., 1951 ie 612,217 
8 Mos., 1950 . 699,000 
Je Change vs. 1950 

Aug., 1951 « — Teese 
8 Mos., 1951 .. —12.42% 


WAFFLE IRONS, SINGLE UNITS 
(NEMA Members, Not Industry) 

Aug, 1951 ; 19,689 
Aug., 1950 _ 65,522 
8 Mos., 1951 172,409 
8 Mos., 1950... 189,585 
Jo Change vs. 1950 


Aug., 1951... woes —69.95% 
SF iGs.,. 1980... ccrcsccce. = OOBF 


WASHING MACHINES, STAND- 
ARD (Electric & Gas Engine) 
(Industry Estimate by American Home 

Laundry Mfrs. Assn.) 

Aug., 1951.. 2. 239,081 
Aug., 1950... Siete 381,452 
8 Mos., 1951. wseeeee 2,209,009 
8 Mos., 1950 ° . 2,668,987 
J Change vs. 1950 

Aug., 1951. 

8 Mos., 1951. 


WATER HEATERS, STORAGE 
(NEMA Members, Not Indust ) 


Aug., 1951............ 43,853 
Aug., stat 75,226 
Dg 1908 wc cccvecvcse §=SORSGS 
8 Mos.,1951..... oe 506602 
J Change vs. 1950 

Ausg., 

8 Mos., 1951 


Production Briefs 

@ Magnavox Co., which in the third 
quarter shipped civilian goods at a $2 
million a month rate, has stepped up 
fourth quarter shipments to a $3 mil- 
lion per month level. President Frank 
Freimann said that after the first of 
the year civilian shipments would prob- 
ably be cut by shortages and controls. 


@ Westinghouse early this fall pro- 
duced its four millionth refrigerator. 
Household refrigerator manager 
George H. Meilinger said that Sep- 
tember production was running about 
25 percent behind last year to stay 
within limits of NPA material usage 
restrictions. 
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Only THIS one of the 3 biggest 
man-woman magazines has so 
many NATURAL appliance prospects- 
screened for the BUY on their minds! 


ETAILERS rate Better Homes & 

Gardens first for doing the most 

to interest readers in new and replace- 
ment appliances! 


That rating results from BH&G’s reader 
screening process that has built 3)- 
million circulation among families own- 
ing bigger-than-average homes—among 
7 out of 10 families building new homes! 
It’s only natural for such families to be 
vitally interested in the timesaving, labor- 
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saving appliances that BH&G features. 


And, husbands and wives together, these 
3%-million better-income families natu- 
rally shop BH&G when deciding 


whose appliancesare best for them! 


So, naturally, a campaign in 
BH&G is a tremendous boost 
to your every selling effort! 








MEREDITH PUBLISHING COMPANY, Des Moines, lowa 


presents your merchandise fast, clearly . . . persuasively 


Pittsburgh Store Front helps keep 


if business busy. It has an attraction 


passer-by stop. look ... and come in to 

power of an attractive front is espe 

rtant today when competition in retail selling 
shoppe rs more critical. 

intage of the magnetism of an open-vision 

build customer confidence in 


And don't 


ont to 


hoost your sales volume. 


sell. And this 
store in Cleveland, Miss 


electrical 


Store Fronts 
and Interiors 
by Pittsburgh 

al 


off a maximum of 


bors, trim 
cut Pittco Store Front Metal 


light Clearview Door 





Structural Glass 





PAINTS GLASS 


PITTSBURGH PLATE 


appliance 
uses large 2IIBT 
panels of Solex Plate Glass to show 
merchandise 


clearly and pleasingly. The division 


accents 


CHEMICALS 


overlook the importance of an attractive interior when 
you remodel. Do a complete job for the biggest returns 
in increased business. 

Meanwhile, why not send for a copy of our moderni- 
zation booklet. “How to Give Your Store The Look That 
Sells”? It’s packed with photographs of actual Pitts 
burgh installations and descriptions of versatile Pitts 
burgh Products. And it’s yours without obligation. Just 


return the coupon below. 


The more you show the more you 


Pittsburgh Plate Glass Company 

1 Grant Building, Pittsburgh 19, P 

Without obligation on my part, please send me 
FREE copy of your booklet on store modernization 
How To Give Your Store The Look That Sells. 


and sash for the heat 
absorbing Solex panels are clean 
A Tube 
the 
invitation of the open-vision front 


The sparkling facia is gray Carrara 


BRUSHES PLASTICS 


GLASS COMPANY 


NOVEMBER, 
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LATE NEWS 





Color Goes to War 


ie the first 
the na 
m’s defense effort last month when 

Mobilizer Charles E. Wilson 


+ Columbia Broadcasting Sys 


casualty of 


to suspend mass production of 

CBS president Frank 

tanton promptly 

would accept Wils 
natter of 


network had also announced 


receivers. 
innounced that his 
suggestion 
nutes the 
suspen 
n of its color telecasting activities 
In effect, the sudden move by Wilson 
puts color TV “on the shelf” for the 
luration As of October 22 it ap- 
peared that Wilson might also request 
‘ther companies working on color to 
work and facilities 
and manpower now bei 
color 


stop such devote 


level pment to m 
lents If such 


freeze” on color tel 


n force throughout dustry. If, 
owever, other companies continue de- 

pment work on their systems dur 
ing the period that CBS 
suspended, the 


lave oO De ired igain. 


production 
color question might 
(On Oct. 25 
bilizers ruled that color researcl 
uld continue. ) 
News Wilson’s sudden 
hardly been announced 
some industry 
speculating on whether or not it did 
not have the effect of taking pressure 
off CBS. It had obvious that 
CBS was having trouble selling color 
sets to consumers and color programs 


to sponsors, 


decision 


when sources began 


been 


The enforced suspension 
of color might not be as distasteful to 
CBS as might be supposed, these 
sources reasoned. Others in the in- 
dustry, however, would not accept this 
explanation. They emphasized that 
CBS had persisted in offering its color 
system in the face of all sorts of oppo- 
sition and pointed out that the network 
would not now be “relieved” to give 
up the competitive advantage it had 
| 


gained 


Vote New Taxes 


Congress has expanded the list of 
household durables subject to a 10 
percent manufacturer’s excise tax. 

The new levies go into effect No- 
vember 1 and stay on until April 1, 
1954. They are expected to yield 
about $70 million a year. 

The newly taxed electric items in- 
lude garbage units, dry 
ers, door-chimes, dishwashers, dehu- 

difiers, floor polishers and waxers, 
choppers and grinders, hedge 
ice cream freezers, ironers, 


power lawn mowers and 


disposer 


food 
trimmers, 
tors, 


heets and spreads. 


proyec 


water 

, appliances for cooking, hand 

, electric air and immersion heat- 

mixers, WI 

erators, 
Heating pads 

he 10 percent tax which had 


1ed On ther 


Still subject to the tax are 


ippers and juicers, 
and TV 


were exempted from 


radios sets. 


} . 
een 
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BAXTER 
$25.00 


ule Federal Tax 
ge wit lL notice 


Here’s how you 





can get a larger share 


of the Christmas gift market 


Yes, here’s a “natural” for getting real 
Christmas gift volume. Clocks make the 
perfect gift and no one makes finer 
clocks than Seth Thomas*. 

With a wide range of prices and 
styles, Seth Thomas Clocks offer your 
customers the greatest gift value at 


Seth thomas 


any price. And the time-honored Seth 
Thomas name is your assurance of cus- 
tomer satisfaction. 

Build your Seth Thomas window 
display around the eye-catching 
BELWYN 6** ASSORTMENT it’s a real 
gift-suggesting traffic booster. Make 


ad & 


sure you get your share of the Christmas 
gift market—display, feature, suggest, 
and sell Seth Thomas. 


**The full-profit Belwyn Six assortment includes six clocks 

one each of blond, maple, and mahogany finishes, with 
plain dial, to retail at $8.95 (plus tax) and one each of the 
same finishes with luminous dial to retail at $9.95 (plus 
tax). The permanent type display is included free of extra 
charge. See your wholesaler for further details 


ocks 


DIVISION OF GENERAL TIME CORPORATION © THOMASTON, CONN, 
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The Lines 


Magic Maid and 


Son Chief—both going great guns coast 


to coast. Why- Because each line has a distinct “edge” on competi- 
tion. Magic Maid has the top-drawer features of the “top-priced” 


toasters. But it sells for considerably less. 


Son Chief appliances have a solid reputation based on years of de- 
pendable performance. But the price tags they carry appeal to your 


most budget-minded customers. 


Some customers are quality minded. Others are price buyers. With 
Magic Maid and Son Chief appliances you can sell every customer! 


MAGIC MAID AUTOMATIC POP-UP TOASTER 


Fully Automatic, 2-slice toaster with adjustable color control... makes 


perfect toast every time. Brilliantly polished chrome finish, Bakelite 


ponels and handles, hinged crumb tray, smartly engraved sides, heavy 
duty heater cord, sturdy rubber plug, automatic shut-off. And it’s priced 


far lower than you'd expect. 


SON-CHIEF 388 

AUTOMATIC IRON 

A “just right” 414 Ibs. Air cooled 
black Bakelite handle highly 
polished sole plate, precision heat 
controls, chrome plated through 
ovt. Fool-proof dial marked with 
materials to be ironed. Com 
piete with cord and plug 


SON-CHIEF 680-A TOASTER 
The value ace of low price toast 
ers. Mica element, torpedo hon- 
dies with cord to match. Designed 
» ond priced for fast sales, built 
to last for yeors 


SON-CHIEF 

SPEEDOMATIC HEAT PAD 805 

Made for wet or dry applications 
3 positive temperatures, auto 

matically controlled. Deep-piled 

soft, with luxurious cover. Packed 

in eye-catching 4-color boxes 


SON-CHIEF 


’ SUN-BOWL HEATER 710U 


| Adjustable model with chrome- 


plated “swirl” pattern reflector 
and baked, jopanned, non-tip 
base 

SON-CHIEF 

AUTOMATIC IRON 334 

Lower in price than many non 
automatic irons . . . ao 1000 watt 
streamlined beauty. High chrome 
finish, precision thermostat, at 
tractive wood handle. 44 oz. of 
compact efficiency 

SON-CHIEF 

AUTOMATIC TOASTER 622 
World’s biggest selling popular 
priced automatic because it's 
easy to sell and stays sold! Ad- 
justable to any shade of toast. 
One stroke starter, automatically 
pops up when toost is perfect 
Sparkling chrome finish 


SON-CHIEF Evcctxcs, Quc. 


WINSTED, 


| PEOPLE 


Honor Founder on 25th Anniversary 








CONGRATULATIONS ore extended to Herbert A. Bell, left, for his 25 years of 
leadership in the radio-television industry by Representative Donald L. Jackson 
Cal.) during a testimonial dinner honoring the founder and president of the 
Packard-Bell Co. More than 80 Packard-Bell officials, including distributors from 
all 11 western states, attended the dinner. 


“Sam” Vining Dies 
| gD 

Vernon |} (Sam) Vining, mer- 

| chandising consultant to the electric 
appliance division of Westinghouse 
Electric Corp. and widely known 
throughout the industry as a speaker 
and author, died at Bakersfield, Cali- 
fornia, on September 29. 

Vining had been attending a “‘sales- 
men’s appreciation” dinner meeting of 
the Independent Appliance Dealers 
Assn. in Bakersfield. He was scheduled 
to speak on the program Friday night, 
September 28, but suffered a stroke 
shortly before his appearance, He died 
the next morning in San Joachim 
Hospital Me morial services were 
held in Ohio in early October 

Sixty-three at the time of his death, 
Vining was nationally known in his 


field. He was often called the “red 

suspenders” man, a ‘‘costume” he often 

wore while making speeches. He War II he served the Treasury De- 

joined Westinghouse in 1933 and _ partment as a consultant on War Bond 
| served in various sales posts until 1940 sales and developed the successful 
| when he entered the merchandising Shangri-La flattop campaign for bond 
| field as a consultant. He returned to sales. He also conducted War Bond 
| Westinghouse a 


a merchandising sales campaigns over a_ 100-station 
| consultant in 1 


445. During World — radio network 





Notice Anything ? 


Beginning with this issue, ELECTRICAL MERCHANDISING’S 
news section is going to be easier, faster, more exciting reading. 
You've already seen the shorter headlines, the bigger type. And 
you won't have to turn way back in the book to find the end of a story 
that begins here. 

But, most important, the news will be more interpretive, more 
analytical, more trend-pointing than ever before, will consolidate 
all the important news of the month in short, pithy stories that will 
tell you what to expect in the months to come. 
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ristmas again! 


and here’s Hoover’s program to build 


Christmas sales for you... 


First week in December, Hoover will be 

out ringing doorbells with the postman, 

stepping into every home where Life 

magazine goes, with a big two-page, three-color ad packed 
with two-fisted selling. 


This ad, in the December 3 Life (out November 30), is the 
beginning of a special Christmas promotion to send shoppers 
your way. And to keep them coming and to help you sell them 
when you get them there, these materials have been prepared 
for your use: 


(1) Mats for Christmas newspaper ads, (2) colorful Christ- 
mas consumer literature, (3) display cards for use with win- 
dow and counter displays, (4) special Christmas decorations 
for models on display. 


For a bigger Christmas business on Hoover Triple-Action up- 
right and AERO-DY NE tank cleaners, get these materials and 
get them working. Have them ready when the ad comes out. 


THE HOOVER COMPANY 


North Canton, Ohio © Hamilton, Ontario, Canada * —~Perivale, England 


= Wt, 


First choice among women who prefer an upright 

. the Hoover Triple-Action Cleaner. It beats, 
as it sweeps, as it cleans, removing the embedded 
dirt and grit. Dirt-fogged colors come back bright 
and clear. Prolongs rug life. Model 29 (above) 
$87.95. Tools extra. Other models as low as $59.95. 


<e 


yyy) @ 


Click, click, hands never touch dirt with Hoover 
AERO-DYNE Model 51 and the exclusive Dirt 
Ejector! No other tank cleaner has the extra- 
effective controlled suction and famous “Litter 
Gitter”’ nozzle that gets more dirt, threads and 
stubborn dog hairs. Hoover AERO-DYNE Model 
51 (shown at left) complete with tools, Veriflex 
hose, $84.95. 


Prices subject to change without notice. \ > - Prices slighily higher in Canada. 


Here are the facts that help sell Hoovers Youll be happier with a 


@ 44 years of manufacture—oldest and dustry. 


largest. Most complete service facilities in the 


@ More than 10.000.000 Hoovers al- industry. 
ready sold Pioneer and leader in engineering re- 
More Hoovers in use today than any search. 


other make High cleaning efficiency . . . proved by 


18° of Hoover new sales made on di- independent laboratory tests. 


rect recommendation of Hoover users. @ Endorsed by leading rug and carpet and so will your customers ! 
Sold exclusively through leading local manufacturers for preservation of ° 

stores, floor coverings. : 

Both types—upright and tank—most Best-known, best-selling cleaner in 65 

complete line of cleaners in the in- countries around the world. 


ELECTRICAL MERCHANDISING—NOVEMBER, 1951 169 





To Receive IRE Medal 





Precision Pays off in TV! 
cllieettece 


Ready for UHF/.... 





— 


COLOR 


A socket is provided on all 
Hallicrafters chassis for the 
connection, at any future 
time, of an external color 
attachment using either the 


READY FOR UHF 


If any new UHF (ultra high 
frequency) TV channels start 
operating in your area, you 
can “‘convert’’ your Halli- 
crafters set to receive them 
merely by the substitution of 
the proper UHF channel 
strips for any of the unused 
VHF channel strips in its ro- 
tary tuner 


DR. W. R. G. BAKER, vice-president and 
general manager of G-E’s electronics divi 
sion, has been voted the medal of honor 
of the Institute of Radio Engineer 


Coat of Many Colors 


After nearly 30 vears 


mechanical or electronic 
color system 
eeeeeeeeeeeeeseeeeeeeeeeeeees 


HALLICRAFTERS DYNAMIC TUNER 
Television up to now hasn't approached 
the amazing perfection that Hallicrafters 
offers with the new “DYNAMIC 
TUNER.” Photographically reproduced 
circuits, based on a once TOP SECRET 
government design, play a vital part in 
bringing you strong, static-free pictures 
surpassing any other in television 


educational ipervisot f e Tide 
Home Laundering Bureau, which 
BLACK and WHITE 


Provision has also been made 
for the easy addition, at nom- 
inal cost, of an internal “Col- 
or Transcender to permit the 
reception in black and white 
of color broadcasts not oth- 
erwise receivable on present 
sets. 


serves home economists of manufac- 
turers, distributors, universities and 
Here signals are received first selected, clarified, sharpened all un utilities She was prev iously with 
wanted signals eliminated. Here absolute precision is a necessity for “needle Charleston Electrical Supply Co 
sharp” detail and clearness 
Hallicrafters can definitely promise city-clear and city-sharp reception in 
areas where never before possible 


The Dynamic Tuner is available on most Hallicrafters 1952 television sets 


Resigns Post 


Tune in Adventure on the 


WORLD’S MOST AMAZING RADIO 


eT mele §6RECEIVES MORE STATIONS, OVER LONGER DISTANCES 
THAN ORDINARY RADIOS COSTING 3 TIMES AS MUCH 


Romantic places clear around the world are brought to your livingroom every night— 
London, Paris, Moscow, Tokyo, the Vatican—countless fascinating international 


adventure 


u 


shortwave broadcasts, as well as police, aircraft, marine, and amateur stations. 

It is a radio that is all radio, precision-built by trained craftsmen, long experienced 
in the high-frequency circuits that have made Hallicrafters famous. 

For a generation, Hallicrafters have built more communications 

receivers than all other U.S. manufacturers combined. 


5RIOA Only 6925 
U.S.A. Broadcast 
and Short Wave 





| ROBERT M. OLIVER, general merchan- 
dising manager for the electric house- 
wares division of Landers, Frary & Clark, 
| has announced his resignation fram that 
4 post Prior to joining the New Britain 
WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION * CHICAGO 24, ILL, firm, he wos vice-president and genero! 
sales manager of Proctor Electric Co 


TalliGhanieks 


THE SET THE EXPERTS OWN! 


NOVEMBER, 1951—ELECTRICAL MERCHANDISING 





a 


These brands are backed by big-money advertising to persuade your customers WHAT to BUY. And they’re advertised 
in Ladies’ Home Journal because that magazine provides the greatest opportunity to persuade women WHY to BUY. 
This leaves WHERE to BUY to you . . 


American Beauty Electric Iron 
Arvin Automatic Electric Iron 
Arvin Automatic Toaster 
Arvin Electric Housewares 
Arvin Electric Irons 

Arvin Lectric Cook 


Caloric Gas Ranges 


Deepfreeze Refrigerators 
DeVilbiss Vaporizers 
Dormeyer Appliances 
Dulane Fryryte Deep Fryer 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer and 
Bottle Warmer 

Electresteem Vaporizer, 
Portable Steam Radiator, 
Electresteem Baby Bottle 
Warmer and Electresteem 
Baby Bottle Sterilizer 

Eureka Cleaners 

Evenflo Nursing Units 

Farberware Automatic 
Percolator Robot 

Farberware Stainless Steel 
Cooking Ware 

Federal Enameled Ware 


Federal Vogue Roasters 
Firestone Home Appliances 
Fletcher’s Can-Well Canner 
Fletcher’s Can-Well Cold 
Packing and Preserving 
Fletcher’s Roastwell 
Roasting Pan 
Frigidaire Automatic Washers 
Frigidaire Electric Range 
Frigidaire Refrigerators 


General Air Conditioning 
Cooking-Refrigeration 
Combination 

G-E Automatic Toaster 

G-E Automatic Washers 

G-E Light Bulbs 

G-E Refrigerator-Food 
Freezer Combination 

G-E Refrigerators 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Refrigerators 

Hamilton Beach Mixer 
and Mixette 

Hardwick Gas Ranges 

Horton Automatic Washers 

Hotpoint All-Electric Kitchen 





Hotpoint Automatic Clothes 
Dryer 

International Harvester 
Freezers 

International Harvester 
Refrigerators 

Johnson’s Waxes and 
Wax Electric Polisher 


KitchenAid Food Preparer 
KitchenAid Mixer and Kitchen- 

Aid Electric Coffee Mill 
Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 
Maytag Washers and Gas Range 
Met-L-Top Ironing Table 
Mirro Aluminum Baking Pans 
Mirro-Matic Electric Percolator | 
Mirror Aluminum Utensils } 
Motorola Radios 
Motorola Television 
Murray Gas and Electric 
Ranges 
Murray Kitchens 





New Home Sewing Machines 


Perfection Electric Ranges 
Perfection Gas Ranges 


Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and 
Electric Range 

Philco Television and 
Television-Radio-Phonograph 

Presto Cookers 

Presto Dixie-Fryer 

Presto Vapor-Steam Iron 

Regina Twin-Brush Electric 
Polisher and Scrubber 

Revere Ware 

Rival Steam-O-Matic Steam 
and Dry Iron and Can-O-Mat 

Servel Refrigerator 

Seth Thomas Clocks 

Sewmor Sewing Machine 

Shetland Polisher & Scrubber 

Sunbeam Coffeemaster 

Sunbeam Ironmaster 

Sunbeam Mixmaster 

Sunbeam Toaster 

Tappan Gas Ranges 

Toastmaster Automatic 
Electric Appliances 

Universal Coffeematic 

Universal Stroke-Sav-r Iron 


*47.2% of 72,012 women shoppers interviewed in 642 retail stores of all kinds said they read 





. so stock, promote, display, advertise these brands featured in the Journal. 


Verplex.Lamps and Shades 
Viking Sewing Machines 
Vornado Air Circulators 


Wear-Ever Aluminum 
Coffee Pot 

Wear-Ever Aluminum 
Cooking Utensils 

Wear-Ever Aluminum Roasters 

Wear-Ever Coffeemaker and 
Wear-Ever Chicken Fryer 

Wear-Ever Coffeemaker and 
Wear-Ever Sauce Pan Set 

Westinghouse Clothes Dryer 

Westinghouse Laundromat 

Westinghouse Roaster-Oven 

Westinghouse Speed-Electric 
Ranges 

Whirlpool Automatic Washer 

Whirlpool Automatic Washer 
& Dryer 

White Sewing Machine 


Youngstown Dishwasher 
Youngstown Kitchens 


Zenith Radio-Phonograph 

Zenith Radio-Phonograph, 
Portable Radios and Radios 

Zenith TV-Radio-Phonograph 


More women buy the Journal, month after month, 
than any other magazine accepting advertising. 


LADIES’ Ug 
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Motor Repairman Says 


KLIXON Protectors Best Protection 
Against Motor Burnouts 


MEMPHIS, TENN.: Garth Leslie, Foreman of fractional 
HP motor repair at Camp Electric, has seen hundreds of 


KLIXON Protectors in action. He says: 


“Hundreds of fractional HP motors are repaired yearly in 
our shop. Based on my experience I am convinced that 
the KLIXON Inherent Overheat Protector, as applied by 
the motor manufacturer, is the best protection against 


motor burnouts.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 
ateneel motors in electrical appliances and other 
Reset motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Automatic - 
motor operation. 


SPENCER THERMOSTAT 


LIxO Division of Metals & Controls Corp. 
winnie eed 2511 FOREST ST., ATTLEBORO, MASS. 








CONVENTIONS 





Use Every Weapon 


GENERAL MILLS vice-president John Sullivan shows Boston’s Joe Donovan how 
It's the Shape that Makes the Difference’ with a Betty Crocker ‘’Tru-Heat”’ iron 


pite restrictions, General Mills Mills irons will be plugged with “It’s 


' 
e to promote and merchan- the Shape that Makes the Difference 
pliances with everv sales while the automatic toaster will be 


command, 25 district publicized as the “Toaster that Pops 


Des 


and representatives Toast Extra High”. 

Company officials appearing on the 
program included Harry A. Bullis, 
van, divisional vice-president in charge hairman of the board, Leslie N. 

home appliances, and R. P. Kelley, Perrin, president, J. S. Fish, mana- 


ittending ¢ ‘ptember sales meeting 


n Minneapolis were told John Sulli 


ales manager, told the group that ger of advertising and sales promo- 
two central themes would be empha- tion for the mechanical division, and 


sized in promotional material. General Paul Berg, sales promotion manager. 


Honored for Sales Leadership 


A. M. (MIKE) SWEENEY, assistant to the general manager of G-E’s major 
appliance division, left, congratulates Edgar J. Parsons of GESCO, Portland, after 
Parsons had been awarded an ‘’A. M. Sweeney plaque’ for outstanding sales 
leadership. At right is Charles W. Theleen, manager of sales for ¢ 
appliances. The awards, established as a tribute to Sweeney, will be 
annually. Other winners were Joseph H. Stewart of G-E Appliances, Philade 
Howard B. Curtis of Langdon & Hughes, Utica, and Maurice Howe of C 
Electric, Cedar Rapids. Presentation of the awards was made during the seve 
annual meeting of the G-E Sales Counselors club. 


NOVEMBER, 1951—ELECTRICAL MERCHANDISING 





40,000 dealers \\ —// 


— RING _/ 
_ THE BELL! - 


FOR EVERY DOLLAR invested in inventory, 
you get bigger profits from Automatic Gas Ranges 
than from any other major appliances you handle. 
40,000 dealers have proved it. AND you get the 
fast, clean, cool cooking perfection and all the 
conveniences every woman wants, PLUS the “CP” 
unbiased buying guide, PLUS the national accept- 
ance and individual features of big brand names. 
Hook up and demonstrate an automatic Gas Range 
built to ““CP"’ Standards on your floor and watch 
sales and profits climb. 


ANDARD. 


are faster, cleaner, cooler, 
more economical— 

ask the 28,000,000 

women who cook with gas! 


AB © BLUE-BONNET © CALORIC © CLARE ¢ CROWN © DETROIT JEWEL © EMPIRE © ESTATE © GAFFERS & SATTLER * GARLAND © GLENWOOD * GRAND * HARDWICK 
© INGLIS-TAPPAN © MAGIC CHEF * MAYTAG DUTCH OVEN © MOFFAT-ROPER © OCCIDENTAL * ODIN BEAUTYRANGE © O'KEEFE & MERRITT © PAN AMERICAN 
© PERFECTION © ROPER * ROYAL © SPARK © TAPPAN © UNIVERSAL * WEDGEWOOD © WESTERN HOLLY 


Gas App.tiance MANUFACTURERS ASSOCIATION, INC. 
60 East 42nd Street, New York 17, N.Y. 


bw ee SEES SSS SS SS ESSE SESS SSS SSS SESS SSS SSS SSS SSS SSS SS SSCS CASES SSS SSeS SSeS = 


suegecessacssasees 
Yecseceuse 


a ve 
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The Complete Line to Feature for 


SPEEDY — and PROFIT! 


os 


on this Combination 
SANDWICH TOASTER and 
WAF 


Most all-around handy electric appliance any home can 
enjoy! Beautifully designed, with these “stand-out” features: 
@ EXTRA LARGE GRIDS — Easy to © HEAT INDICATOR For Correct 
Remove and to Keep Clean Baking Temperature 
@ 130 Sq. Inches of Grilling Surface 
© INTERCHANGEABLE WAFFLE Grips 4 ® Removable Dripping Pan 


Finished in lustrous chrome, with black plastic hdndies. Heavy duty heating 
For AC or DC 110-120 Volt 


No. 788—List—$12.95 


Empire AUTOMATIC 
“Perco-Drips”’ 


Just the percolator every homemaker wants! Fully 
automatic—simpler to use than ordinary style per- 
colator, Just plug it in—no regulating. Coffee 
stays serving hot for hours. Smartly designed— 
lustrous aluminum, with plastic handle. Two 
handy sizes—5 and 8 cup. 


1921—5 cup—$7.50 No. 1922—8 cup—$8.50 





ASH 
This New EMPIRE “aan. 
“SAFEWAY TRAVELITE” 
Blinks—Or Beams—Or 
Blinks As It Beams 


REAL SAFETY—red blinker light automatically 
flashes off and on. Twin switches light either 
spotlight or blinker light—or BOTH at the SAME 
time! Pivot-base directs light to any angle. Just 
the thing for motorists, sportsmen, truckers, farm- 
ers, vacationists. Ideal for boat landings. Uses 6 
volt battery. Low operating cost. 
No. 958 List $5.95 
(Prices Slightly Higher in West) 


Write for catalogs of the full line of “EMPIRE” Electric 
Housewares and Portable Electric Lanterns. 


Little Lady 


AND EMPIRE TOYS 


THE METAL WARE CORPORATION 


TWO RIVERS 
WISCONSIN 





CHICAGO 
Room 1411)A Merchandise M 


MEY YORK 


th Avenue 





UNIVERSAL’S Stan Fisher, right, calls the attention of distributors Frank Kronin, 
Morris Freedman, J. Salwitz and Bill Golden to ‘‘gift-fact’’ tag on a Coffeematic 


Gibson: One to Go 


of the Gibson Refrigera- 
this month wind 
tour of the country 
sentiments of R. M. final regional distributor meeting in 
New York. Already, distributors in 
ger of the electric house maven divieia New (October 15), 
of Landers Frary & mS : (See October 22) and Las Vegas ( October 
PEOPLE, p. 170.) liver, S. G. 9) have seen the firm’s new range, 
Fisher, sales manager of the division refrigerator and freezer and 

I { I on officials outline the 
to over 5,000 dis- year’s merchandising and sales 


Cure for Ills 


“There’s nothing wrong with this Executives 
business that c1 can’t tor 
cure.” four-stop 

Those are the 
Oliver, general merchandising 


eative selling Co. will up a 


with a 


mana- 


Orleans Chicago 


lines 


ssage 
} 1 
salesmen during 


in 44 


tending 


meetings progranis 
vice-president 
Gibson, 


Sacha, 


tates. 
Salesmen at I 
were give n detai 
tional 


electric 


led outli of pr - harge of les, F S 
pl ans on the firm’s C 
blankets 


vares tor 


manage 

advertising 
months, manager, C. F. 
is tied-in ’earson, merchandising manager, B. 


notion M. King, nat 


ndustry’s gift li 
>of J. S. Christensen, 


ed to take ; 


n 60U 


ve 
udvar 


ond | 6 
housewares 


service manager, 


as } manager of builder 
55 per ind government sales, J. B. Cro 
volume is lanager of market 


final six months of | H. Davidson, 


retwee kerv, 


and 


visional iles 


development, 


nage 


School Days for Salesmen 


CLASSROOM ATMOSPHERE predominated during the September meeting of more 
than 150 representatives of Ray-O-Vac Co. Nine sessions in ‘‘sellology’’ were held 
in the Madison, Wis., Adult Vocational School. Caught coming late to class, Earl 
D. W district manager from Greensboro, N. C., “penalty” 
for “‘in Owen R. Slauson the central sales division 


Irren writes out his 


tructor manager of 
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FEATURE THE INCOMPARABLE 











Ir pays to put your best foot forward. That’s 
why hundreds of successful dealers bannerline 
the incomparable Capehart to attract the trade 
that wants the best. 


And now Capehart presents two more great 20-inch 
television instruments with immediate appeal to the dis- 
criminating. The Capehart “Cortland” corner cabinet and 
the Capehart “Bennington” have been created to meet the 
needs of the problem buyer who has difficulty visualizing 
television as a part of his living room. 

Remember, there may be room for you among the pros- 
perous dealers who star Capehart and get star results. 
Why not investigate? See your local distributor or write 
E. Patrick Toal, Director of Sales at Fort,Wayne. 


The CAPEHART 
“Bennington” 


Huge 20-inch rectangular tube 
for Crystal-Clear picture 
Capehart Symphonic-Tone. 
Early American styling in 
cherry with maple finish. Tra 
ditional Capehart performance 


“"" $46995° 





The CAPEHART “Cortland” 
Unique corner cabinet in mahogany finish 
gives theater height viewing. 20-inch tube 
for Crystal-Clear picture. Symphonic- 
Tone. Convenient utility drawer. True 


Capehart value for only $65000° 


CAPEHART-FARNSWORTH CORPORATION 


7 as mo) \ Fort Wayne 1, Indiana 
*Includes Federal Excise Tax. Warranty extra. Prices for Zone 1. nSSOONT h 


An Associate of International Tel and Telegraph C 





Pp 
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{O 
has news for you 


PORTABLE WINDOW 
VENTILATORS 


FASCO 
OSCILLATORS 


FASCO FLOOR FANS 


You'll hear exciting news about FASCO—news that 
means FASCO is the fan line you will want next year. You'll 
have FASCO quality, competitive prices, style, performance 
—plus something else you'll be glad to hear. Keep an ear 
cocked toward FASCO. 


FASCO OSCILLATING FANS—Old favorites for smooth, 
long-wearing performance . . . now in sleek, modern styling, 
handsome finish, with the steady, quiet power customers look 
for. A model for every buyer's need... 10”, 12” and 16” 


blade sizes... and a famous 16” Pedestal Model. 


FASCO PORTA-VENT—It's newl It's automatic! It's the 
practical modern ventilating system for all homes, both old 
and new... your market is tremendous. Fits all steel casement 
and wood sash windows. Portable . . . Simply plugs in . . . no 


installation costs. Every homeowner or renter your prospect! 


FASCO LO-LEVEL FLOOR FAN—Whips up a cooling 
breeze—but without even the suggestion of a draft. And 
FASCO'S exclusive solid base keeps floor dust out of circula- 
tion . . . keeps air in circulation, throughout the whole room. 
ideal for offices . . . eliminates the nuisance of blowing papers. 
Available in 10” and 12” blade size models. 


Look ahead with FASCO 


j (al indowinks. ie. 


ROCHESTER 2, N.Y 


176 


| representatives of service 


| New 





ASSOCIATIONS—LEAGUES 





RTMA: Boosting FM 


Plans to stimulate the sale of FM 
sets were discussed during a meeting 
of the executive committee of the 
Radio-Television Mfrs. Assn. set 
division during the RTMA conference 
in New York in September. 

John Craig, Crosley general mana- 
ger and chairman of the FM Policy 
committee, outlined plans for a cooper- 
ative FM sales promotion campaign to 
be staged by RTMA and the National 
Assn. of Radio and Television Broad- 
casters. The drive will be initiated in 
early 1952. 

Two other RTMA committees con- 
ferred with representatives of allied 
groups during the 
The service 


conference period. 
committee met with 
contractors’ 
considering service 
which face the industry. 
The sales managers committee con- 
ferred with NARDA’s Mort Farr on 
matters “of mutual interest” 


organizations in 
problems 


to manu- 


| facturers and dealers. 


The RTMA board of directors ac- 
cepted an invitation from the RTMA 
of Canada for a joint conference in 
April 24-25. It will 


ninth such meeting. 


Niagara Falls on 


be the 


| NAED: Plans Work 


Market potentials, sales and avail- 
ability of merchandise are among the 


| projects which have been suggested 
| for study by appliance committees of 
| the National Assn. 


of Electrical Dis- 
tributors for the coming year. 
lentative plans for the coming year 
were discussed by committee chair- 
men during a meeting at NAED’s 
York headquarters recently. 
Representing appliance committees 
were Samuel Fingrutd (electric house- 
wares), K. G. Gillespie (major appli- 
ances), R. C. Litchfield (subcommittee 


Award of Merit 


on kitchen equipment), G. I. Cohen 
(subcommittee on laundry equipment), 
H. S. Schiele (subcommittee on re- 
frigerators, freezers, air conditioners 
and water coolers), Raymond Rosen 
(radio and TV), Harry Alter (intra- 
industry TV subcommittee) anc J. 
P. Hamblen (warehousing). 


NEMA: Convention 


The twenty-fifth annual meeting of 
the National Electrical Manufacturers 
Assn. will be held in Atlantic City 
from November 12 through November 
16. Several committees of the appli- 
ance division will hold preliminary 
meetings on November 9, 10 and 11. 
During the convention, 110 section, 
group and committee meetings will be 
held. 


Association Briefs 


@A_ booklet discussing the position 
and facilities of the electrical distribu- 
tor in the defense economy has been 
published by the National Assn. of 
Electrical Distributors. 

@A_ new rule limiting the physical 
size of entries in the Edison Electric 
Institute’s annual lighting 
competition is expected to encourage 
more small and medium-sized utilities 
to enter this year’s contest. 

@ Harold A. Cooch, chairman of the 
board of Canadian Westinghouse, Ltd., 
elected president of the 
Canadian Electrical Mfrs. Asst 


planned 


has been 


With the Leagues 


IEA: Follow Up! 


“Follow-up your sales,” was the 
advice of most of the speakers at the 
Intermountain Electrical Association 
Conference held in Salt Lake City 


R. T. REDFIELD, right, retiring president of the San Diego Bureau of Home 
Appliances accepts an award of merit from secretary-manager J. Clark Chamber- 
lain. Looking on is newly-elected president Gordon Dawson. 


NOVEMBER, 


T951—ELECTRICAL MERCHANDISING 





enerd 


FINEST FLOOR MACHINE EVER MADE 


HOTTEST SALES IDEA IN 
FLOOR MACHINE HISTORY! 


EXCLUSIVE, TIME-TESTED 


‘Guide -a-maltc Balance 


This sensational feature means ‘GENERAL’ 


Get in on the swing to ‘General’! Powerful, 
prospect-pulling ads are telling millions 
of women... selling millions of women... 
steering millions of women to ‘General’, 
the best buy in Floor Machine history! 


You'll remember Fall, 1951! Big, 
full-page ads in HOLLAND’S! 
SUNSET! - HOUSE BEAUTIFUL! 
HOUSE & GARDEN! PLUS — Half- 
page in SATURDAY EVENING 
POST — all featuring world-fa- 
mous women praising world- 
famous ‘General’! 


POLISHES! BUFFS! WAXES! 
SCRUBS! SANDS! REFINISHES! 
DRY CLEANS! —- EVERY TYPE OF FLOOR 


General 
Twin-12 with 


2 waxing brushes 

2 polishing brushes 

2 buffing brushes 
with replaceable 
lambs wool skins 


General is the only floor machine with exclusive ‘Guide-A-Matic 
Balance’! ‘General’ takes all the work out of floor care! Saves more 
time, more effort than ordinary machines! Can be the most used 
electrical appliance in any home! And remember—You sell the 
value-packed ‘General’ for less than the cost of refinishing floors 
in the average-sized home! So be wise! Be ready! General’s huge 
ad-push will be sending customers your way every day! Keep well 
stocked up on ‘General’ from now on! 


GENERAL IS THE QUALITY MACHINE AT THE LOWEST PRICE! 


Only General has 
attachment for cars, 
nels, furniture, 
snaps-on .. . snaps-off 
split-second fast! 


GENERAL—FINEST FLOOR MACHINE EVER MADE~ FOR HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 


Get Yours Yet? 


New General Sales Manual is ready now! 
Bursting with brand new sales tips! Backed 
with sharp, profit-building selling ideas! It’s 
actually a field-tested guide to big floor 
machine volume! Write for your copy today! 


Amazing “Guide-A-Matic Balance”! 
Balanced motor mounting, plus 
counter-rotating brushes means—No 
walk! No wander! No pull! 


Two buffing brushes with 2 replace- 
able, genuine lambs wool skins! Com- 
plete units not just felt pads! 


Extra-long bristles usable down to 
block! Outlasts others 3 to 1! 


Inter-meshing brushes cover a full 
12” section! Leave no unpolished 
center streak! 

All-metal styling! No paint or plastic 
to chip! No costly repairs! 
Extra-long 30-ft. cord. Rubber cov- 
ered, Underwriter approved! 
Powerful % h.p. AC-DC motor! 
Full-year guarantee! 


K-16 K-18 


GENERAL FLOORCRAFT, INC. - Dept.111,421 Hudson St., New York 14, N. Y. 
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Give your dealers support Th 
Chicago to chalk up 








Your Chicago dealers are eager to boost the sale of 
your products . . . and here’s how their advertising 
stacks up for the whole year to date: 


Chicago’s electrical appliance merchants 


he Chicago SUN-TI 


MORE advertising in 


lace 


ES 


than in all other Chicago daily newspapers combined. 


Chicago’s furniture and 
chants place MORE advertising in The 


ome furnishings mer- 
hicago 


SUN-TIMES than in any other Chicago daily 


newspaper. 


The Chicago SUN-TIMES is their FIRST 
CHOICE on the basis of RESULTS. Put the lever- 
age of your national advertising behind your product 
in the Chicago daily newspaper used most by the 


dealers themselves. Sup 


advertising program in 


ort them with a unified 
he Chicago SUN-TIMES 


—and watch it Move The Goods for you! 


FIRST CHOICE AND HERE’S PROOF! 


First Choice of Chicago's 
Home Furnishings Dealers! 


% of field 
SUN-TIMES..........39.0% 
TRIBUNE .. 247% 
HERALD-AMERICAN........18.3% 
DAILY NEWS 


100%= 2,492,904 lines of Daily 
Retail Furniture & Home Furnish- 
ings linage published in Ist 9 months, 
1951. (Source, Media Records 


First Choice of Chicago's 
Electrical Appliance Dealers! 

% of field 
SUN-TIMES..........51.0% 
TRIBUNE 
HERALD-AMERICAN........ 

DAILY NEWS 


100% = 137,342 lines of Daily 
Retail Equipment & Supplies linage 
published in Ist 9 months, 1951. 
Source, Media Records 


New Study Shows Why 
It’s Your Best Buy! 


Publication 


Research Service 


recently com- 


pleted the second in a series of independent 
studies of Chicago newspaper coverage and 
duplication. The new study shows that The 
SUN-TIMES, with the highest proportion of 
exclusive readership of any Chicago daily news- 
paper, has the highest proportion of young adult 
readership of any Chicago daily newspaper. 
Young adults are your best market. They pro- 
duce most immediate sales. Their brand-loyalty 
can be long-lived. You can reach Chicago’s 
young adult newspaper readers best through 
The SUN-TIMES—and your dealers know it! 


CHICAGO 


SUN-TIMES 


211 W. Wacker Dr., Chicago 6 ~ 250 Park Ave., New York 17 
TOTAL CIRCULATION 


Concentrated Where Most of 
the Buying is Done 


607,847 


AVERAGE NET PAID DAILY 


(ABC Publisher's Statement, 3-31-51) 
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Sept. 21. Theme of the meeting was San Diego 


“What to do in ’52”, and the program 
was designed to cover the principles 
of good merchandising under a buy- 
ers’ market. 

That no appliance is 
until it has been followed up in the 
home, was the point made by Mrs. 
Julia Kiene, director of Westinghouse 
home economics. Frequently the appli- 
ance is bought as a gift, in which case 
the recipient may never leary how 
properly to operate the new equipment, 
remaining a dissatisfied user. Even 
when the housewife herself makes the 
purchase, she seldom is given a com- 
plete use story in the store or a home 
service call after delivery. 

Need for follow-up of sales was 
again emphasized by Olin H. Ririe, 
Ogden division manager, Utah Power 
& Light Co., who spoke on the sub- 
“Customers As They Are”. 
And in a different way, the farm cus- 
tomer needs even more follow up than 
brother, S. Reed Nixon, 
said. Too fre- 
improperly wired 


really sold 


ject of 


his city 
Telluride 


juently the farm is 


Power Co., 
, 1 i" } tent 
1e tarmer himselt to the extent 


that appliances 


I purchased may not 


function properly 

must be honest to be 
said Collin W. Lowder 
Ogden chapter, I.E.A. The 


becomin 


Advertising 
convincing, 
of the 
© thee ansrt 
of the spuri 
v cut-price 


g wary 


} 


ous claims made stores 


nd must learn again that it can have 
confidence in what is printed over the 


Bert K. 


Utah chap- 


particular 
Dart, 
, 


ter I.E 


presenting 


lealer’s signature. 


southern 
\., discussed effective methods 


president 


merchandise Sales 
training was covered by E. A. Jensen, 
»f Cache Valley chapter, and 


president 


the developing ot prospects by Ernest 
ident of the Utah County 
chapter addres 
subiect of “Your Money and Your 
Orval W. Adams, 
» president of the Utah First 
ition Bank Paul DeVine, 
lent of LE 
Washington, D. C. 
The Elec titute of Washing- 


nding up a 


1 


Salerno, presi 
The evening 5 was on 


‘edom”, by exe- 
presi- 


’ presided 


tr : It 

] series of 
sses for appliance 
built 


manship 


sions were 


Harrisburg, Pa. 


should 
fall pick-up in 
business to strengthen their 
position, Mort Farr, president of the 
National Appliance & Dealers 
Assn. told the Harrisburg Area Appli- 


unce Dealers Assn. in September. 


d 


take 


\ppliance dealers 


the early 


credit 


Radio 


New Orleans 


Jimmy Roos has been named vice- 
president of the wholesalers, utility 
and manufacturers division of the 
Electrical Assn. of New Orleans. 


Wilmington, Del. 


A record crowd of over 3,000 
persons was on hand for the opening 
of the fall show of radio, television 
and appliances sponsored in Wilming- 
ton in mid-September by the Electrical 
Appliance Dealers of Delaware. 


NOVEMBER, 


Dawson has been elected 
Bureau of Home 
County. 


Gordon 
president of the 
Appliances of Sar 
Other new officers are George Stolten- 
berg, first president ; Ted Wil- 
liams, second vice-president; and Sam 
L. Hall, treasurer. 

The Bureau 14th 
annual Electrical and Home Show on 
November 23-28. Ed Reed of G-E 
Appliances, Inc., is chairman of the 


show committee 


Diego 


vice 


will stage its 


Boston 


Cecil J. Prashaw, of the 
range and water heater department of 
the Frigidaire division of General 
Motors Corp., was the principal 
speaker at a September meeting of 
Boston retailers sponsored by electric 
wholesalers and the Electric 
Institute of Boston. Other speakers 
were George King of the Boston 
Edison Co., Frank Dubinsky of the 
New England Foods Exposition and 
John C. Dowd. 


manager 


range 


San Francisco 


San Francisco's “Electrical Wonder- 
land” show which this year ran trom 
September 7-14 in the Civic Audi- 
torium competed in public interest 
with the Japanese peace treaty con- 
ference, but nevertheless attracted 
about 75,000 paid admissions,—among 
them, some distinguished visitors. 

Great satisfaction was expressed by 
ippliance and exhibitors 
in the interest shown thev 
called a “buying Special 
attention was shown 


—and such specialty items as 


television 
by what 
crow r 
electric freezer 
exhibits 
separately installed electric ovens and 


electronically opened door 


RMEL: TV Trends 


Trends in th special 
emphasis on opportunities for the 
Intermountain the result of 
thawing of frozen channels, 
cussed by David Davis, national tele- 
vision sales General 
Electric, during the annual convention 
of the Rocky Mountain Electrical 
League in Santa Fe, September 10- 
1? 


television, wit 


area as 


were dis- 


manager ior 


\lso on the program was A. W. 
Peterson, western region utility sales 
manager for Hotpoint, who used ten 
tombstones to répresent ten salesman 
“who had failed”. Analyzing the 
failures of the 10, Peterson quoted a 
recent survey indicating that 31 per 
cent of salemen’s failures were due 
to a lack of industry, 14 percent to 
i lack of knowledge, 10 percent to 
failure to follow-up, 28 percent to a 
lack of fighting spirit and enthusias 
eight percent to dishonesty, four per- 
cent to a lack of courtesy, four per- 
‘ent to bad habits and 
to poor health. 

Sam G. Hibben, Westinghouse’s 
director of applied lighting, staged a 
lighting demonstration for the dele- 
gates and urged that homely terms 
be used when talking of light to the 
public. 

New officers elected during business 
sessions were J. M. Cryder, president; 
D. W. Reeves, M. M. Koch, W. L. 
Breslin and H. L. Davin, vice-presi- 
dents; and C. S. Sterne, treasurer. 


one percent 
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Proving ground “methods 


for testing Frigidaire Refrigerators 
assure SAFE Cold under all conditions! 


For more than 20 years, Frigidaire has put its models 
through the most gruelling tests with one thought in mind: 
to provide better, safer, more efficient and 


economical cold for keeping all foods fresher, longer. 


It's common knowledge in refrig- 
eration circles that the lower and 
more uniform the temperature, the 
better and longer food keeps. A 
good refrigerator must be able to 
operate efficiently in cool, medium 
and hot weather—with light, me- 
dium and heavy food and ice loads. 
And, most important, must have the 
reserve power to provide safe, econom- 
ical cold under extreme weather or 
load conditions, year after year. 
And in order to meet these ex- 
treme conditions, and still maintain 
reserve capacity, Frigidaire has set 


uncommonly high standards of per- 


formance for itself—has established 
extensive testing laboratories for 
checking this performance. In 19 
different refrigerator test rooms, 
every conceivable temperature and 
humidity condition that might be 
encountered in any home can be 
duplicated. The rooms are equipped 
with thousands of dollars worth of 
modern instruments and are stafted 
by more than 30 engineers. And, in 
addition to checking all of its own 
products under various conditions, 
Frigidaire uses these facilities to 
check various products of other 
manufacturers as well. 


One of the nineteen different rooms in which engineers test 
Frigidaire refrigerators. Here extreme temperatures are dupli- 
cated and their effects on the refrigerator’s performance are 
studied down to the last fraction of a degree. 


sae FrIQKdalre 


in this Calorimeter laboratory, Frigidaire engineers test the cold-making 
capacity of all Frigidaire compressors. And these tests are made under a 
wide variety of rigidly controlled conditions. 


Appliances—Refrigeration and 
Air Conditioning Products 
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Hot 


est Seller 


in the 

ELECTRICAL 

APPLIANCE 
FIELD 








It's a heat maker that’s safe, 
durable and economical. 
It's a hot seller!...a hot 
profit maker! A thoroughly 
dependable, fully auto- 
matic, cast-iron steam radi- 
ator built to deliver years 
of comfort...and the cost 
of operation is pennies! 


Dual thermostatic con- 
trols are the finest made! 
Immersion type heating 
unit is effi- 


© 


The Famous BURNHAM 


Portable 
ELECTRIC STEAM RADIATOR 


For Dependable Heat 
when and where it’s needed 


famous for 
ciency. 

Backed by Burnham's 
reputation this quality 
heater assures you success in 
selling electric steam heat- 
ing. Available in portable 
and stationary models. For 
profits TOMORROW write 
for details TODAY, 


Electric Radiator Department 


Nationally Advertised 
<eies aeeiie Irvington, N. Y. * Zanesville, Ohio 





| “My 














eC CAI 





[They're big sellers... 


FAN FORCED 
INSTANT HEAT 


Ideal for the bath 
and other small rooms 
.... in the home or 

commercial establishments 


Gives YOUR CUSTOMERS 
TOP QUALITY 
Gives YOU ADDED 
SALES . . . LIBERAL PROFIT 


FINISHED IN GLISTENING CHROME 
110 VOLTS 4507 B.T.U. 60 CYCLE 8'/, LBS. 


This modern in-the-wall Electric Heater provides real convenience 
. instant fan-forced heat when and as needed at the flick of a 
switch . . . besides ordinary heating service it is ideal for drying 
hair and light laundry. Easily and quickly installed in new and 
existing buildings. Call your Peerless distributor or eon 
write direct for complete details. ve 


1884 Manufacturers of Gas Circulators — 
Spoce Heoters— Unit Heaters and Wall 


PEERLESS MANUFACTURING CORP, 


1320 WATTS 


Since 


Furnaces. 


LOUISVILLE 10, KY. 


| — November, 


| “How 











In The Magazines 


| WOMAN’S SERVICE GROUP 


Woman's Home Companion 


“Big Dinners From Small Quarters,” 
by Bernice Strawn—Companion, No- 
vember—a remodelled kitchen planned 
to accommodate all members of family 
without traffic jams. 

“Now You Can Wash Them!” by 
Betty G. Wadsworth—many winter 
fabrics take to suds and are so labelled. 
“Hidden Values in Your Home”’—how 
to get the most out of your equipment. 


McCall's 


“23 Gifts She'll Love to Get”, by 
Elizabeth Sweeney Herbert—McCall’s, 
November—three pages of gift sug- 


| gestions, most of them electric. 


Ladies Home Journal 
Kitchen Was A Wreck”, by 
Gladys Taber—Journal, November— 
how Mrs. Hill remodelled her kitchen 
on a $250 budget. 

Good Housekeeping 
“Washing Baby Clothes”, “Doughnuts 
and Deep Fryers”, “Once-In-A-While 
Cleaning Job”, “Sharpen Up For The 
Turkey”, and “Freezer Queries” are 


| the titles of five one-column fractional 
| features on “Appliances and Home 
| Care” in the November issue of Good 


Housekeeping. 
Household 


“Don’t Call the Repairman Until. . .,” 
by Dahy B. Barnett—Household, 


| November—a chart of simple remedies 
| for appliance trouble that will save 
repair bills. 


This Kitchen Makes Work Easier,” 
by Esther Mc Coy—sensible kitchen 


arrangement helps work to flow on 


even keel. 


| “How to Pop Corn In A Deep-Well.” 


Today’s Woman 


| “Use Your Freezer to Do Your Christ- 


mas Cooking Now,” by Ruth Gaffney 
Today's Woman—7 
pages of holiday recipes out of the 


Ireezer. 


| HOME SERVICE GROUP 


House Beautiful 


Family Living Is Changing 
The Kitchen,” by Charlotte Conway— 


| House Beautiful, October—the kitchen 


is the pivot around which family living 
revolves. 

“The Post Postwar House,” eight 
pages showing changes and improve- 
ments that have arrived as predicted, 
and some arrivals that were not pre- 
dicted. 


Better Homes & Gardens 


“Kitchens You'd Love to Call Your 
Own,” by Helen Hutchinson—Better 
Homes, October—two kitchens with 
new work saving ideas. 

“Get the Best From Your Cake Mix,” 
by Dorthy Wenke—the mixer helps. 
“Space and Sparkle in This Kitchen,” 
by Louise Price Bell—a before-and- 
after kitchen remodelling job. 
“This Kitchen Grew to Family Size,” 
by Mark Nichols—a 20 year old 
kitchen gets a remodelling. 


NOVEMBER, 


“Finish Off Your Basement,” by John 
Webster—last of a how-to-do-it series. 
“Utility Rooms Should Be Comforta- 
ble’”—two utility rooms that are easy 
to clean. 

“Give Your House a Light Touch,” 
by Mort Reed, Jr.—some lighting 
ideas that will rest eyes and throw 
light in dark corners. 


House & Garden 


“Color Can Do Wonders For Your 
Kitchen”—House & Garden, October 
—how color changes the character of 
a kitchen. 

“Yankee Engineering Makes Cooking 
Easier; TV in Kitchen Makes It More 
Livable’—kitchen planning sugges- 
tions. 


American Home 


“Your First Power Tool,” by James 
A. Oest—American Home, October— 
the electric drill and sand polisher can 
do many jobs. 

“Safety Begins At Home,” by Edith 
Ramsay—many electric appliances con- 
tribute to safety in the home. 


FARM GROUP 
Farm Journal 


“They Live Together . . And Like It” 
—an all-electric kitchen helps to make 
this story possible. 

“Burnt-Sugar Desserts In A Hurry,” 
by Lila Williamson—Farm Journal, 
October—features the electric range. 


Country Gentleman 


“Longer Life for Your Home Equip- 
ment,” by Bob Gilmore—Country 
Gentleman, October and November. 
Nos. 1 and 2 of a series of practical 
suggestions on the care of equipment, 
No. 1 in October covers laundry equip- 
ment. No. 2 in November covers 
refrigerators, freezers, ranges, dish- 
washers and food waste disposers. 


Progressive Farmer 


“A Place For Everything,” by Oris 
Cantrell—The Progressive Farmer, 
October—a well-built home with elec- 
trical equipment plus good working 
plans gives ease and comfort. 

“Equipment Comes to Her Aid,” by 
Sally Hill—this master farmer’s wife 
runs her house with appliances only. 
“For Comfort, Safety and Cleanliness,” 
by Oris Cantrell—suggestions which 
include electrical appliances. 


GROCERY CHAIN GROUP 
Family Circle 


“Freezer Holiday,” by Jessie Bakker 
—Family Circle, October—how to pre- 
pare Thanksgiving dinner many weeks 
in advance of the holiday. 

Better Living 


“The Right Light,” by Celia Misicka 
—Better Living, November—the right 
lamp bulb in the proper place; includes 
a chart to guide in selection. 


HOME ECONOMICS GROUP 
What's New In Home Economics 
“Teach the Right Lighting for Every 
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p Aeauler/ 


HERE’S YOUR 
OPPORTUNITY 


COMPETE FOR 4° ANNUAL 





* | Build Prestige for you and your store with 


your customers and community. 


*% 2 Get National Publicity for you and your 


store in newspapers and magazines. 


* 3 Focus Attention of Trade and Suppliers 
on the job you’re doing as an alert, progres- 


sive retailer. 








Brand Name Retailer of the Year Awards 


LAST YEAR’S TOP ELECTRICAL APPLIANCE WINNER 





INCORPORATED 


SRD ANNUAL RETAIL AWARDS 
GIVEN TO 
PRICE'S 
NORFOLK, VIRGINIA 
AS 
ELECTRICAL APPLIANCE STORE 
BRAND NAME RETAILER OF THE YEAR 
For 1950 
ON 
R BRAND NAMES DAY 
NN AT NEW YORK CITY, APRIL 11, 1951 
SN 
Sy 








20 BIG AWARDS 


80 Certificates of Distinction in... 


ALCOHOL BEVERAGES — AUTOMOBILE DEALERS — BUILDING 
MATERIALS—CHILDREN’S APPAREL—DEPARTMENT 
STORES, CLASS I—DEPARTMENT STORES, 

CLASS II—DRUGS— ELECTRICAL APPLIANCES 
FOOD—FURNITURE—GASOLINE SERVICE STATIONS 
HARDWARE— JEWELRY — MEN’S APPAREL— MUSIC—SHOES 
SPORTING GOODS— STATIONERY AND OFFICE SUPPLIES 
VARIETY — WOMEN’S APPAREL. 





SPONSORED BY 
BRAND NAMES FOUNDATION, INCORPORATED 


Given annually to retailers in 20 fields who best 
present the brand names story to customers and 
employees. Make sure your store is entered! No 
cost or obligation whatsoever! Simply mail the cou- 


pon below for full information and entry blank. 


Size of store does not matter. Last year over 
2,000 stores participated. Special awards were 
made in every field to big and little alike. 


Final awards will be presented April 16 at the 
annual Brand Names Day meeting, New York, 
before America’s top business executives. Here’s 
your chance to spotlight your establishment as tops 
in retailing. 





DIRECTOR OF RETAIL RELATIONS 
BRAND NAMES FOUNDATION, INCORPORATED 


37 West 57th Street 
New York 19, New York 


Our store would like to enter the competition for the 
Brand Name Retailer-of-the-Year awards. Please send full 
information to: 


Name 
Title 








Store 


Address 














Type of Store 
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Seeing Task,” by Effa Brown—IVhat's | 
New, October. 
“The Homemaking Class Does The | 
Family Washing” is the title of the 
Household Equipment feature for 
Oct be c. 


Forecast 


“Learning What Women Like in 
Ranges,” by Beatrice Mabry—Fore HAS 

cast, October—reports on a recent AUTOMATIC 
survey of consumer’s reactions to what 


they need and like in a new range. FEATURES 


Practical Home Economics 





“We Took Homemaking Out of the 
? Basement!” by Una Dowds Fowler— 
October, Practical Home Economics— 

got the GUTS: yw the Milford, Conn., high school 


No other toaster has all these features: remodeled their homemaking depart- 


ent 





All automatic controls in one handle — no 
knobs to turn 


“Double-Check” control — simple, tickless 
clock plus super-sensitive thermostat 


Twice-as-wide-range color selector. Di 
' isnw 
High lift bread basket — no more burned sh asher May Share 


fingers. Bathtub’s Fate 
Easiest of all toasters to clean — trigger 
releases crumb tray without turning upside This winning a contest isn’t all 
down. 





: it’s cracked up to be. 

@ New high-lustre chrome finish stoys bright. Take the plight of Mrs. Joan 
lreacy, of Sterling, Ill her of 

The new TOASTSWELL Model 350 offers more ang te tg . a en Meo 

» © : . inne 

for less! Retails for only $21.50. Write for hve children ; “8 aay ot a 

full details und name of nearest distributor. Youngstown dishwasher in a recent 

contest. 


— In a letter to Youngstown ad 

TH E TOASTSWE LL COM PANY manager Marshall Adams, Mrs. 
, Treacy complained that she is afraid 

wae tever Oreve Ave. +9. Levis 16 the dishwasher will suffer the fate voss FEATURES 


of her grandmother’s bath tub. 
Seems Grandma bought a bath tub : 
30 years ago but never got around for the housewife. 


to having it installed. Since Mrs. 


that make washing a pleasure 


installation problems for a dish- THE AUTOMATIC TIMER 


om EAS ] To Ww l'reacy lives in a rented house which B : , 
t >>_ “ iy has no basement and which poses € sure to investigate: 
RT TO Ou washer, she is afraid that her prize 
a 0 A will be similar ly neglected. Does more than stop the machine at 
wo She told Adams that the appliance a pre-determined time. 
is currently displayed in the family 
ving room, holding 10 pounds of 





1 


4 g € sugar inside and two register banks THE PUMP 
if & — anda radio ont p 5 f 
hough she hasn’t washed a dish will do more in saving labor than 


1 t. ; , : 1 just drain the tub. 
ie unit yet, Mrs reacy told 


A | > sare oy year's capt take up co ||] See Memes ony 
little storage space in the attic.” ELECTRO-SAFE WRINGER 


YU does more than release pressure on 
the rolls. 


: School Plan Some Territories 
F ROM south of the Rio Grande to north of available for distributors 
the Great Lakes, from coast to coast, McDon int, | nounced a new and dealers 


ald is insisted upon when dependability, ex- 

















cellence and economy are of prime importance. ed at uipping every -hool and 


In the complete McDonald line of Water Sys- colleve with all « test kitchens.” WRITE 
tems, you'll find your needs fulfilled exactly | plan provides for equipping 
B il bly. We have devoted 95 year om fated aaplt for the full story containi 
< and reasonably e have devoted our years . P sane epartments with ry ining 
laundries the above, and many more 


» retail price features of what the VOSS 


as integral parts of each product. “ 


Tank Mounted A. Y. McDonald Mfg. Co., Dubuque, lowa rr sae - Frye replaced —w~ will do. 
Hydro-Jet : vith new mode it no cost to the 


of manufacturing to building more efficient 


water systems, with precision and durability 


~~ 1 except installation In most 
5 Ad te belies cases sales will be handled by dis BUILDERS OF QUALITY 
MSD ald McDonald Line. tributors, who will offer trained WASHERS SINCE 1876 
a on { kitchen planning specialists to assist in 

@® OL EQUIPMENT I dernizing school f. 


Hotpoint has a sim yo cover- voss BROS. MFG. co. 


ing commercial cooking equipment for Davenport, lowa 
institutions offering courses in restau 
rant management and related subjects 











NOVEMBER, I1951—ELECTRICAL MERCHANDISING 





The January 1952 Statistical and Marketing Issue of ELectRIcAL 
MERCHANDISING will spotlight sales trends on dozens of prod- 
ucts. It will feature scores of vital tables, informative graphs 
and authoritative articles important to sales planners at all 
levels. It will be a natural for dealers to use to chart sales and 
guide buying. It will also be a natural for your advertising 
message. Give your product star billing throughout 1952 in an 
issue which has starred for years. 


The 32nd Annual Statistical issue of ELECTRICAL MERCHANDISING 
will tell the trade what and how to sell. Dealers will refer to 
it constantly since it will be the most complete single report of 
its kind available to them. It will be an effective sales spring- 
board to tell your product’s advantages and your company’s 
policies throughout 1952. Your advertisement will have a long 
run (for its money) in this long-life issue. Make sure your 
product message is on stage when the curtain goes up — it will 
mean more sales for you. 


Cash in with the appliance-radio-TV publication which will 
play a Cash Register overture as the curtain rises for 1952 —the 
January Statistical and Marketing issue of ELECTRICAL 
MERCHANDISING. 


Double Feature: The January issue will reach dealers as they 
make final arrangements for their January 
Chicago Markets trip. 


Now is the time to make your space reservation for the January 
Statistical Issue. 


Closing Dates... 
Copy to Set — December 1 Complete Plates — December 5 


THE DEALERS’ CHOICE YEAR AFTER YEAR 


SERVING THE APPLIANCE-RADIO-TV INDUSTRY 


eee 





r 


/ 
/ 


/ A 
A McGRAW-HILL PUBLICATTON 
ra 


“~ 
330 WEST tina STREET, NEW VORK 18, N. Y. 
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NEW POSITIONS 





So 


Wonderfil 70 Gun | 


Harold T. Hulett has been appointed 


20 cu. ft. size, holds up to 1000 Ibs 


Others—8.5, 13.1, 16 cu. ft 


Your sportsman can enjoy game din- 
ners weeks or months after the hunt 
ing or fishing trip—delicious game 
meals that cut down on the food bud- 
get, too, if he owns a Ben-Hur Freezer. 


The BEN-HUR dealer has the indus- 
try’s most complete, effective 
point-of-sales merchandising program. 
It's keyed to individual selling. Ask 
about it 


most 





General Electric Co. 


PAUL M. AUGENSTEIN 


assistant manager of marketing for 
G-E’s major appliance division. He 
is succeeded as manager for major 
appliance sales in the Atlantic district 
by Dorcey F. Hines, formerly manager 
ot utility sales. 
Lee D. Nutter 


of materials an 


lager 
or the 
major appliance department, has been 
made manager of appliance sales in 
the New York district. 

Robert T. 


seattie 


formerly m 


| purchasing 


Skeer has b made 
manager pliance 
He was rict ap- 
sales representative Kansas 


major 
sales. previously dist 
pliance i 
City. 


a F. 


anager 


named 
appliance 
1 the 


ervice ue 


Given Mfg. Co. 


BEN-HUR MFG. CO. 


HEALTHFUL 


@ Dept. EM — 634 E. Keefe Avenue @ Milwaukee 12, Wisconsin 


FARM and HOME FREEZERS = 


LIVING THROUGH FROZEN FOODS 


HOWARD A. OLIPHANT 


Paul M. Augenstein has been made 
manager of sales for ctric 
sink and cabinet department. He suc- 
ceeds Robert B. Beale, Jr., who has 
been made assistant manager of major 


Handle appliance sales in the Great Lakes 


“ 1223 483 district. Augenstein joined the firm I 
wit + \ in 1935 and most recently was range nat 


G-E’s electric 


A. L. HAGGARD 


named 
itional sales manager for Given Mfg. 
sales manager. He is succeeded in that Co., Waste King 
position by Howard A. Oliphant, [ garbage disposers. 
formerly Seattle manager of appliance sm: 


Haggard has beer 


producers of the 
‘Pulverator” | 
He w regional sa 


ger in chars t the Weste 


man- 


Protect those radio and television sets 
during delivery, during warehouse han 
dling, during servicing. Wrapabout pro- 


tection is complete 


Hallicrafters Co. 


sets are covered 
with heavily padded, woater-repellent can 
vas. Soft flannel lining never scratches 
All four versatile Wrapabouts are easily 
adjustable. With just a small assortment 
you can handle any make, model or size 
TV set 
you, in satisfaction for your customers, 
Wrapabouts pay for 


manufactured. In efficiency for 


themselves many 


times over 


handle with an adjustable 


it TV Wrapabout 


iel D 
WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Phila. 33, Pa. television sales manager ar 


Send Wrapabout prices and information to J. Halligan, |» 


radio 


MICHAEL D. KELLY WILLIAM J. HALLIGAN 


JOHN S. MAHONEY 


Kelly has been named hn S. Mal 
1 William 

has been appointed ucceeding 
sales Halli- has res 
crafters Co. Kelly joined the firm in 
1946 and most recently was assistant 1950 as manager 
TV sales manager. Halligan, eldest of its [V distributing branch 
son of William J. Halligan, president nt adver- 


f \ ictory assis 
City ot the firm, was formerly communica- l romotion 
of this vear 


oney has be named 
manager tor Hallicrafters. 
Charles J. Nesbitt, who 
gned to join a Chicago adver- 
ng agency. Mahoney joined the firm 


manager for the 
Name 


sales promotion 


Address 


Chicago 


sales 





tions radio sales manager. 
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How Many in 


You can help maintain steel pro- 
duction .. . for military and civilian 
needs .. . by salvaging your iron 
and steel scrap—now and regularly. 


Steel mill productive capacity is 
being constantly increased, and we 
can meet military and civilian de- 
mands... 

If we all pitch in and 
turn in our iron and steel scrap 

Scrap is the scarce commodity. 
The amount of working scrap—the 
wastes of metal-working, such as 


trimmings, borings, etc.—is not 
enough for the enlarged furnace 
capacity. 


It will take the dormant scrap to 
keep the furnaces running—old, 
outmoded machinery, equipment 
and parts that you’ve already 
“junked” or can junk because you 
have no further use for them. 


We need extra millions of tons 
of scrap this year and next year. 
All of us can help by clearing out 
our plants and yards—now. 


NON-FERROUS SCRAP IS NEEDED, TOO! 


This advertisement is a contribution, in the national interest, by 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET 
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NEW YORK 18, N.Y. 
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MORE 
AND 
MORE 


XMAS 
SALES 


WITH 


Electric 
Automatic 


FRENCH FRYER 


Gift Wrapped in 
Gay Cellophane! 


*% Food Warmer 

* Automatic Saucepan 
*% Automatic Casserole 
*% Automatic Roaster 


Check the market! It takes 
Something Extra to build volume 
sales—even at Christmas! The 
Burpee automatic electric French 
Fryer supplies that Extra sales 
punch 
wrapped and ready to sell, with 
FREE recipe cards. Made from 
finest mirror polish, die-drawn 
aluminum. Chromalox heating 
element. Round construction 
no seams or cracks. A service-free 
appliance! Regular discounts; 
shipping wt. 7% Ibs.; FOB 
Barrington, Illinois 


Comes to you gift- 


See Your Distributor Today— 
or ORDER NOW— Direct from 


THE BURPEE CO 


BARRINGTON, ILLINOIS 
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Perfection Stove Co. 


J. H. RASMUSSEN 

J. H. Rasmussen has been named 
vice-president in charge of sales of all 
Perfection cooking and heating appli- 
ances. He has been in the appliance 
field since 1925, most recently as head 
of his own manufacturers 
representatives. Prior to that he had 
been with United Wall Paper, Crosley,| 
Zenith 

Ralph S. Cadwallader has been made 


firm of 


and Grunow. 

sales promotion manager of Perfec- 

tion’s furnace divisior 
Hubert I 


} | 
handle northez 


been named to 
Perfection’s 
St. Paul sales 


Gem Radio & TV Corp. 


LEO J. GALANEK 
Leo J been named 
president of Gem Radio & Television 
Corp. He formerly chief engi- 
neer for Regal Radio Corp. and has 
I h Fada, May and Lang 


been wit 
Radio companies, 


Galanek has 
was 


1 
also 


Packard-Bell Co. 


ROBERT H. THOMPSON, JR 


ympson, Jr., has beer 
f advertising and 
Packard-Bell C 

of advertis 


1 Engineering ¢ 


rector 


WRITE TODAY FOR PRICES gums 
NEW HAVEN QUILT & PAD CO. | 


PADDED TV COVERS 


Eliminate Damages 
FOR ALL SIZE TV SETS 








For 
Combinations You will receive the finest cord sets 
with promised good delivery . . . de- 
signed for radios, television, clocks, 
refrigerators, and other electrical 
| appliances. 


Consoles 
Table Models 


COMBINATION: 41” H, 44” W, 27” D 
CONSOLE: 40” H, 31” W, 27” D 
TABLE MODEL: 24” H, 25” W, 25” 4 


These waterproof covers completely 
cover all sets. Combination and con- 


Write for our new 
plant-facility brochure! 


Columbca XS 
WIRE & SUPPLY CO. 


2850 Irving Park Road Chicago 18, Ill. 


“National distributors and warehouse for 
ANACONDA densheath television and radio 
wires and cables” 


sole covers have a 2” web strap with 
adj. cadmium plated slide buckle, tie 
tapes at back. Table model has tie 
tapes at both sides. 


NEW HAVEN QUILT & PAD CO 























How to test, repair, and service 
all home electrical appliances 











Theory 
Constructions 
Trouble-Shooting 
Remedies 


ERE is a complete and practical handbook for all who want 

to cash in on the continually growing and profitable field of 
electrical appliance servicing. It contains all the necessary elec- 
trical and mechanical fundamentals, along with clear instruc- 
tions and over 700 illustrations—sectional, exploded, opera- 
tional, and servicing views of equipment—picturing details of 
electrical appliance construction, operation, and servicing. Ex- 
plains the WHY as well as the HOW of electrical devices . . . 
gives the principles, methods, and advanced technical know-how 
you need to solve everyday problems . . . includes suggestions on 
how to set up and operate a servicing business of your own. 


ELECTRICAL APPLIANCE 
SERVICING 


By William H. Crouse 
f Field Education. De Remy Division, General Motors Corp 


854 pages, 727 illustrations, $7.50 


it for radio servicemen who want to increase their 
f is ken ape plece by piece 
If the gadget does this 
To fix it, he goes on, 
is lu is are legion and almost all of 

er than serving as decoration 
—Radiofile 


SEE THIS BOOK 10 DAYS FREE 


-_———S eee ew ew wwe eK KF 
| McGraw-Hill Book Co., Inc., 
sewing machines 330 W. 42nd St., New York 18 
ranges Send me Crouse’s ELECTRICAL APPLIANCE SERV. 
vacuum cleaners { ICING for 16 days’ examination on approval. In 10 
clothes dryers ee ee Sees 
garbage disposers 
water heaters 
coffee makers 
clocks 


1 
I 
i 
diswashers ! 
| 
! 
| 


Shows how to service and repair 
electrical appliances such as 


heaters 

broilers and roasters 
wafflebakers 

fans and blowers 
washing machines 
water pumps, lawn 
mowers, and floor 


a 


th t 
with ame retur 


Nam 


nit $7.50, p 
n book postpaid 

waxers 

food mixers € 

irons and ironers 


Add 

air conditioners 
ty 
toasters 


{ 
etc., ote. 


“crammed full of useful information” — 


“What a book! Just crammed full 
mation T ir wa f thinking nothing 


of useful in , 
a 2 sitior EM-1 
This offer applies to U. 8. only 


I I 
e clea 
—Canadian Industrial Equipment News G. 
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SURE 











| Gibson Refrigerator Co. 


IT’S DIFFERENT! 


110-volt family-size 
clothes dryer on the 
market. 


FIRST 


automatic dryer that 
licks lint and moisture 
problem. 


ONLY 


in the budget-price 
range. 


ALONE 


TAYLOR SUMMER BREEZE DRYER 


Retail 
$] 59-95 slightly higher in West 


if-\4he) See) ite) -y-Nilel. 
ALLIANCE, OHIO 


CRAWLS On Roller Bearings 
up and down steps. 


Everybody likes this 
APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
fifting . . . no fatigue . . . carries a full 
lead safely up and down stairs and 
crawls over obstructions. Your men will 
e@ppreciate the Escort truck. 

ideal For Handling: 

© Refrigerators 

© Water Heaters 

© Gas and Electric Ranges 

© Music Machines 

© Any appliance 














Stevens Appliance Truck Co. 


Old Savannah Road, P. O. Box 897 
Augusta, Ga. 
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Quality so beautiful it dazzles the eye... 


* . 
Engagement 


Ring 
$335.00 


DIAMOND 
RINGS , 


Engagement *- 
Ring 


$178.00 





The radiant splendor " 
of a Hallmark “Star of , 
Glory” diamond ring 
shines with quality 
everyone can see. 

The exquisite mounting 

is styled to thrill 

the heart and grace 

the hand that wears it! 


* Full-cut center diamonds have 58 sparkling 
facets! 

% Distinctive, heirloom quality settings of 
14K yellow or white gold! 
Each diamond individually selected by dia- 
mond experts! 
Fully guaranteed by Hallmark! 
Prices start at $55.00 Retail 


- NATIONALLY ADVERTISED 
Sold Only Through Wholesolers 
Write for Full Details, or 
Ask your Jobber Salesman! 


Always specify 
"HALLMARK" : 
when you want { 

the very finest 
WATCHES - DIAMOND RINGS 
PEARLS , 


RING CORPORATION 


Horry Aronson, President 
22 W. Madison St., Chicago 2, III. 





1951 


F. L. SACHA 


C. F. PEARSON 


lf, L. Sacha, formerly assistant 
neral sales manager for Deepfreeze, 
ed manager 


has been nan of sales fo1 
igerator Co. C. F. Pear- 
ymotion manager 
been named merchan 


Gibson. 


Gibson Refi 
son, formerly 


Ss il 2S pl 


Black & Decker Mfg. Co. 


Spaulding has been named , 
sales manager of the Black & Decker 
Mig. Co. He joined the firm in 1926 
and since 1931 has been manager of 
the Buffalo branch 


John F. 


Kaye-Halbert Corp. 


ED ALTSCHULER 


Ed Altschuler has been named na- 
tional advertising and 
public Kaye-Halbert 
Corp previously with Ad- 

and Sentinel 


director of 
relations for 
He wa 
G-E. Tel 


miral, Tone 


Motorola, Inc. 


been named sales 
Motorola, Inc 
He will direct all sales training activi 
for Motorola's distributor sales 


men and retailers. 


James Greer has 


training manager of 


ties 


Extra Profits 


stag iking 


WINDOW FANS 


A BIG fan . . . big enough to 4) 


cool an entire home or apart- 

ment of average size—moves 3100 cubic 
feet per minute. Single or 2-speed mod- 
els. Competitively priced but with an 
extra long margin of profit. 


E) 


. Shows customers how Viking home 


Viking Window Fan Display 


cooling works. A demonstrator that 

really sells fans. Hundreds of displays 

sold for $8.00, but you can get one free 
. see below. 


Unique Viking VADNIT, re- €] 
deemable for $3 towards lib- 


eral local co-op advertising. You get one 
Viking ADvertising uNIT for each fan 
you buy. 

ONE DISPLAY FREE for just 3 Vadnits. 


Write for complete Viking deal and 
name of nearest jobber. 
e 


AIR CONDITIONING CORP. 


5601 Walworth Cleveland 2, Ohio 


—"—s ew = oe = oe ae ae ae 
Send me facts about the longer margin for 
extra profit on Viking Window Fans 
Nome 
Company 
Street 
City 


Zone State 
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WHY THE FLAG LABEL HELPS 
SELL ELECTRICAL APPLIANCES 


Victor Products Corp. 





Use of the Flag Label on power supply cords— 
and cord sets—increased more than 2400% 


: L. S. KIGHT 
in three years. 


Why? : ~ L. S. Kight has been named to head 

the national users department of Vic- 
Because appliance manufacturers, electrical dis- tor Products Corp. He was formerly 
tributors, and retailers of home electrical equip- general 


ment recognize the Flag Label as a symbol of Potomac Edison system and has been 


in the refrigeration field for 25 years. 
dependable cord set performance. : “USE DIRECT MAIL 


Above all, consumers recognize it, too! 


‘ a Waring Products Corp. / 
Participation in the Safe Electrical Cord Pro- : Claude Neon, Inc. 


gram — which promotes Flag Labelling and es 


Electrical Safety in the home—is cordially in- 
vited. Appliance manufacturers, distributors and 


nm _ 
dealers will be sent full particulars on request. . Send it to People 
| Address the International Association of Elec- 


| trical Inspectors, 612 N. Michigan Ave., Chicago, , ; You Know Must Buy 


lll., or The Safe Electrical Cord Committee, 155 ie r 
East 44th St., New York 17, N. Y. aS "ies DODGE REPORTS are the tried- 
‘ and-true way to get better results 
from your direct mail. They furnish 
the names and addresses of people 
who need new-construction products 
and services. These people are more 
than just prospects—they are known 

JOHN K. BECKER buyers of what you have to sell! 

= AUTOMATIC Dodge Reports provide the direct 
John Kroder Becker has been mail route to your new- building 
CEILING SHUTTER ° appointed advertising manager for prospects. These Reports come to 


, n } > , 
Waring and Durabilt irons and War- you daily . . . tell you who is building 
what, where and when, in your 


merchandise manager of the 








ing “Blendors”. He was formerly nis 
advertising manager for Simtex Mills territory. They list new-builders 
division of Simmons Co located and verified by over 900 
construction news-gatherers of F.W. 
Dodge Corporation. 

Craig Furniture Company of St. 
Louis knows how Dodge Reports 
—_ make direct mail pay. This leading 

ay : retailer recently sent out mailings 
FOR AT TIC FANS Tr 4 to four lists of prospects. Three 
Built so they can be installed practically ¥ ; were furnished by manufacturers 
flush with the ceiling. AIR-FLO Ceiling 2s ese who supply Craig, one was the 
shutters present a refined, finished ap- / o Dodge Reports list of new-home 
pearance. Their natural aluminum color ' : . : builders in Craig’s territory. Sales 
tory _ es cops as THE NEW 1) () 1) f 1 1) P produced by the Dodge Reports 
nee or painting and no grille or winter ’ ail ere 100% to 160% great 
cover is required. Furnished in 5 differ- 4 e A P 3 mailing we < 0 oq Rreater 
ent widths, single panel up to 73” long. avlamatic ecrrce ' _ than those resulting from the other 
No operating mechanism shows. Built-in A. : « mailings! 
tusible link. Meets fire underwriters’ so- WATER SOFTENER : : i Dodge Reports can produce direct 
quirements Write for illustrated catalog ; . | ail sal , 
43A of the complete AIR-FLO line. SM a Pe i mas sales for you! 
Flick @ switch—for complete, automatic re- at a, Get all the facts 
generation. sos ? from the F. W. 
Sealed electric power vunit—eliminates field Dodge office near 
service and adjustment. GEORGIA ARTHUR : 
; ; Z you, or Ww 
High capacity — 210,000 to 420,000 grains weekly you, Or write to us. 
if desired. Mr 


REPO ROT te 1) Te 


White Sewing Machine Corp. 





2 nal 


evtiw OPEN ~ + LESS MOULDING 














s. Georgia Arthur has been named \ Send for free booklet. 
Fully guaranteed — 10 year warranty. | advertising manager for White Sewine ‘ We'llenclose sample 
Triple-acting: softens— removes iron—filters : a * pie Nc naar Dodge Report ona 
sediment. Machine Corp. She was previously new-construction job in 
Easily installed—plugs into any 110-115v A.C . copy writer for the firm’s advertising your own trading area. 
outlet. lepartment and prior to that } 
depart ‘ rior to that had done 
Remote control optional at slight extra cost. , 


AIR panies WRITE FOR DETAILS AND PRICES —— DonGE REPORTS fit 


: ° CONSTRUCTION NEWS DIVISION 
PRODUCTS CO. Mop ERN | Amana Refrigeration, Inc. F. W. DODGE CORPORATION 
2340 West Lafayette Blvd. Mrs. Barbara Johnston has been ERS Seen ers Seer ee vevee ey 


F a oth 7 ~ corner named coordinator ¢ kee 4 Timely, accurate, comprehensive 
Detroit 16, Michigan cetemee on allem etc Bate tans oa acer tor of home econo construction news service 
WATER SOFTENERS + FILTERS * WATER HEATERS mists for Amana Refrigeration, Inc. 
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Modern Appliance 








Dealers Use Modern 


Methods of Handling Heavy Appliances 


It’s safer, faster, much easier to handle 
heavy merchandise in and out of a truck 
with a CEMCO Hydraulic Tailgate. 


Consists of using hydraulic power 
(2,000 Ibs. lifting capacity) supplied by 
truck motor to make a lifting platform 
out of your truck tailgate. Can stop 
and hold load at any point on way up 
or down. Fits any truck of 3% ton or 
more capacity. Send for details! 





Providence 








CEMCO INDUSTRIE 
GALION, OHIO 


IES, INC., 











“SAFETY-PLATE” 


DUPLEX RECEPTACLE 


EXTRA PROFITS | 
FOR YOU! 
From Every 
Home, Office 
and Factory 





# 

= 
4 
4 
s 


Retoil List 


99c each 


Order a sample 
dozen now. 


GITS “Sofety-Plates" 
insert objects into electrical outlets. 
loose plugs firmly in receptacle. 
Piste" 
plug is removed. 


(Par, Applied For-Lew; ; 
is) 


1. Insert the 
plug 


Simple to Install 


@ Remove old receptacle cover plate 


2. Turn quor- 


ter turn right way in 


@ Reploce with GITS “SAFETY-PLATE" by us- 
ing some single-screw attachment. Order 
from your jobber and be sure to ask for 

dis- 


attractive. colorful, ‘‘Try-It-Yourself" 
play 


7. 


4086 W. Huron Street 


make it impossible to 
Holds 
"Safety- 
cutomatically snaps closed when the 


3. Push oll the 


SELLS 
FASTEST 


POWER MOWERS 
—Gas-Power and 
Electric, Reel- 

Type and Rotary 


LAWN-EDGER, 
HEDGE-TRIMMER 
—Electric 
Combination Tool 


LOWER-PRICED, 
EXTRA VALUE, 
BETTER LEADERS, 
SELL FASTER 


Ask your G. E.Supply 
man, or ask us for 
name of Roberton 
jobber near you 





Chicogo 44, Illinois 
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ROBERTON pivision 


KING PNEUMATIC TOOL CQ, * ; ae 
2717 N. ASHLAND AVE. + CHICAGO 14| ~Ylvania television 





DISTRIBUTORS 
APPOINTED 





Raytheon Mfg. Corp. 


Four new distributors have been 
named to handle Raytheon television 
sets. 

Nash-Kelvinator Sales Corp., Atlanta, 

Ga. 

Mayflower Industries, 

N. J. 


Inc., Newark, 


Electric Co., Providence, 
R: f. 
E. K. Rogers Co., 


Seattle, Wash. 


Stromberg-Carlson Co. 


W &W Distributing Co., Memphis, 
Tenn., has been appointed a distribu- 
tor for Stromberg-Carlson television 
and radio sets. 


Hallicrafters Co. 


Washing- 
distributor for 
and home 


Edgar Morris Sales Co., 
ton, D. C., is a new 
Hallicrafters television 


radios. 


Automatic Washer Co. 


A new distributor for Laundry 
Queen washers is Tristate Electrical 
Supply Co., Inc., Hagerstown, Md. 


| James Mfg. Co. 


Two new distributors have cae 


appointed for the 


Inc., Newark, N. J. 
Thompson & Holmes, Ltd., San Fran- 
cisco, Calif. 


Westinghouse Electric Corp. 
F. W. Heitman Co., 





James dishwasher. | 
Associated Distributors-New Jersey, | 


1872" 
Smith-Corona 


CASHIER 


| The ideal low-cost machine for your 


|store or business. All the advanced 
| features of Smith-Corona Adding Ma- 


| has been appointed a distributor for | 


Westinghouse electric housewares, 
fans, bed covering and vacuum clean- 
ers. 


sie Products Div., 


McGraw Electric Co. 


| is 


Marlin Associates, Inc., 
a new distributor for 


Dallas, Tex., 
Toastmaster 


| products. 


| Esquire Radio Co. 


| 
| 


Blackman Sales Co., 
Calif., has been named 
Esquire radios. 


Culver City, 
to distribute 


| Thor Corp. 


Three new distributor appointments 


| have been made by the Thor Corp. 


| 
| 
| 


| Philadelphia 
phia, Pa. 

State Distributing Co., 
Fla. 

Hardware Products, Sterling, Ill. 


Distributors, 


Philadel- 


Jacksonville, 


Sylvania Electric Products, Inc. 


G. Fetter Puthuff Co., 


Jacksonville, 
Fila., 


and radio equip- 
ment. 


has been appointed to distribute | 


| Subject te 


chines are included in this complete 


Houston, Tex., | cash register. 


Variety of keyboards lets you re- 
cord and classify each sale according to 
your needs. Roomy cash drawer slides 
smoothly on ball bearing rollers. 


Tamper-Proof detail tape is fully 
enclosed and /ocked to keep your entries 
confidential and safe. Same key locks 
total key, sub-total key, and case. See 
your Smith-Corona dealer or mail cou- 
pon for complete information. 

* Price for all 


states permitting Pair Trade Laws. 


No Federal Excise Tax 


chan ge 





| 
' 


SMITH-CORONA 
ADDING MACHINE 


Easy to operate. 
Trouble-free. 
Advanced features. 
Low cost. 


MAIL COUPON TODAY 


L C SMITH & CORONA TYPEWRITERS INC 
109 ALMOND STREET, SYRACUSE 1 N. Y. 


Please send me further information about 
your Adding Machine and Cashier and 
the location of a near-by place where I 
can see and try these machines 


Signed 





© CLIP THIS TO YOUR BUSINESS LETTERHEAD @ 
seaeseneneeesecssacd 
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Dual Speed—Dual Track 


MAGNETIC TAPE RECORDERS 


a 


=] 


FA 


Cc 


0-37 


* Instonteneous push button speed selection, 7.50 in./sec. of 3.75 


m/sec, 
© Full frequency range — professional tone quality 


© Up te 2 hours recording and playback time 


with Automatic Tone-Equalization for each speed 


* Proved Performance, thoroughly field tested and acclaimed everywhere 


* Amazingly light weight, yet rugged. Cast zinc & aluminum components 


AVAILABLE IN 6 MODELS 
0-37 |tivstroted) Complete portable rec 
D-37M Complete portable recorder with ¢ 
oc.37 mplete portoble recorder ath m 
DC-37R Same os cdove but with self 
LD-37 Complete recorder le -9 «o 
LD-37R Complete recorder, te 


Write for you ? 


py of Tape Recorder Catalog 
TR 


2-28 49th Street 


| MAS), a Aided ctecleonié Sater a GO 


souee » ts of MARK . AAN 
mua? odvets of MA MPSON a 


Long Islend Cr 


LIST PRICES 


$243.00 
*286.20 
243.00 
*266.20 
221.40 
"264.40 
Excuse Tos 


od 5% 


¢ 





— 


Make EXTRA 
Profits on EVERY 
TV Set Sale! 


PERFORMANCE 


Not Size 
IS WHAT COUNTS 


“LITTLE GIANT” 


LIGHTNING 
ARRESTER 
PROTECTS 


Against Lightning Hazards 








MANUFACTURING CO., Inc. 
6127 toth AVENUE, BROOKLYN 4, H. YT. 
MAS te ferevisien Antonmes ond Aesessarios 
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DOUBLE BARREL 


ADVERTISING 


Advertising men agree—to do a complete 
advertising job you need the double effect 
of both Display Advertising and Direct 
Mail 

Display Advertising keeps your name 
before the public and builds prestige 

Direct Mail supplements your Display 
Advertising. It pin-points your message 
right to the executive you want to reach 
—the person who buys or influences the 
purchases. 

In view of present day difficulties in 
maintaining your own mailing lists, our 
efficient personalized service is particularly 
important in securing the comprehensive 
market coverage you need and want 

Ask for more detailed information to- 
day. You'll be surprised at the low over- 
all cost and the tested effectiveness of 
thse hand-picked selections 
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McGraw-Hill Publishing Co., Inc. 


Vee West 42nd St., New York 18, N. Y. 
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Gough Opens Sixth Branch 
In San Bernardino, Calif. 


Gough Industries has opened its 
sixth branch in a new modern building 
in San Bernardino, Calif. A feature 
is an auditorium equipped with a com- 
plete modern electric kitchen where 
the company’s weekly cooking school 
and radio show can be performed. Dis- 
play rooms are completely air con 


litioned 


Sues, Young & Brown Promotes 
“Optimum Stock” Plan 


Sues, Young & Brown, Los 
distributor, is oting an 


Angeles 
“optimum 
istmas volume 


stock” plan to build ( 
f dealers. Christmas 


for its business 
volume is projected for each dealer 


on the 


somewhere 
1950, 


basis of the value 
1949 and 
1 t 


between that of and 


urg keep inven 
! need 
a 


vden 


Wayne Hardware Promotes 
Cutshall to Board Chairman 


Dx Kk. Cut 


New Branch Opening 


Wayne Hardware Co., Fort Wayne, 
Ind., and also continue as vice 
president of the distributing firm. 
Elmer W. Parker adds the duties ot 
president to his former job as general 


Ray J. Bail 


nN 
Will 


manager and treasurer. 


was named secretary. 


McCormick Joins Judson C. Burns 
As Electric Housewares Manager 


J. J. McCormick is manager 
newly organized electric housewares 
division of Judson C. Burns, Inc., 
Philadelphia distributor. McCormick 
has been zone manager of air condi- 
i and earlier 
ation divi- 
id C 


, 
tor Servel, 


was 
sales manager of the refrige: 
Raymond Rosen 


Tennessee Distributor Names 
Mulkey as Knoxville Head 
J. C. Mulkey has bee: 
1 r of the Knoxville, 
idio & Appliar 


distributor 


Smith Takes Executive Post 
With Williams & Shelton 


T 
lor 


ARVIN Industries opened a wholly owned distributing subsidiary, Arvin Distribu- 


tors, Inc., in New York recently. 


Shown at the open house are 


seated, Harland 


B. Foulke, vice-president of the parent firm and president of the new firm: and 


Gordon T. Ritter, director 


of sales for 


electric housewares, Arvin Industrie 


standing, Jack Kramer, sales manager, Arvin Distributors; James Jewell, advertis 


ing manager, Arvin Industries 
Arvin Distributors 


NOVEMBER, 


and Morton F 
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Blakeslee, general sales manager, 
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ONE MAN 
instead of we 
DELIVERS 


PPLIANCES 


SLIDES 
UPSTAIRS 


\, yw i 


DOWNSTAIRS 


\ IN AND OUT 
\ OF TRUCKS 
\ 


WHEELS SWING FORWARD FOR LOADING 
... BACKWARD TO BALANCE LOAD 


< \ 


t 
Deliveries are easy... Safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 
on and cinched tight with a ratchet-type 
cincher. Rubber pads protect the finish. 
Note how the large wheels with 10 x 
2.75 cushion tires lock in the load bal- 
ancing or the loading position until 
released by a foot pedal. See the two small 
rubber wheels used for loading. 
Save the cost of an extra man; order 
your Easload today ... only $53.50 
FOB LOS ANGELES 
- COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street @ Los Angeles, California 


EASLOAD \PPLIANCE TRUCK 








DEALERS WANTED 
For the Sensational New 1951 
Streamlined, Electric 


HEALTH-WAY 


Vegetable 
and 
Fruit Juice 
Extractor 


FEATURING 


* Exctusive 
revolutionary 
cone shaped 
cutter made 
of nickel sil- 
ver (faster 
operation) 
Cushion- 
quiet ball 
bearing mo- 
tor (needs 
no oiling) 
Patent pulp 
leveler 
(eliminates 
vibration) 
Fast-action strainer (heavy chrome plate) 
More sparkling juice (1 pint in 2 minutes) 
Clean-easy detachable bowl (chip-resist- 
ant plastic coating) 
New simplimatic cover 
flip to open) 
Only one moving part 


AC 105-115 VOLTS 


$64.50 


Retail Price 


fastener (just 


Generous Mark-Up for Retailers 


Shipping Weight Approx. 18 Ibs. 
O0.B. Los Angeles 


Dealers and jobbers write for discounts) 


Fully Guaranteed by Manufacturer 


MARS MANUFACTURING CO. 


Div 8554 Wilshire Boulevard 
Beverly Hills, California 
Member Los Angeles Chamber of Commerce 
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Dulaney’s Names Territory Men 
And Field Sales Manager 

Six territory men and a new field 
sales manager have been appointed by 
Dulaney’s, Inc., Oklahoma City. Robert 


Lawyer wili handle the Oklahoma City | 


and Tulsa metropolitan markets, R. T. 
Moore the northwest section, Robert 
Van Cleef the southwest, Eugene John- 
son the south central, Robert Burris 
the southeast and Frank Endorf the 
northeast. Jordan B. Reaves 
appointed field sales manager. 


was 


Admiral Appoints New Men 
For Factory Branches 


Thomas P. Ryan has been named 
Chicago south supervisor for 
Admiral television and appliance, 
Joseph A. Zulwin was named to the 
same capacity for the north side, and 
Paul J. Dorsey was named manager 
of the appliance division for the Chi- 
cago area. Announcements were made 
by Clarence Tay, president of Admiral 
factory branches. 


side 


| Karlsruher Named President 


Of Emerson Michigan Branch 


Emerson Radio of Michigan, Inc., 
has been organized as a distributing 
subsidiary of Emerson Radio and 
Phonograph Corp. for the Detroit 
Harold E. Karlsruher has re- 
signed as eastern regional sales man- 
ager of the parent firm to head the 
firm. Frank Hogan, former 


| Emerson sales representative, is vice- 


president and sales manager. 


Wilson Joins Schiffer 
As Sales Manager 

Eugene H. Wilson has 
Schiffer Distributing Co., Atlanta Ga., 
as sales manager. He had been terri- 
torial representative with Florence 
Stove Co. 


Royal, Houston, Names Sear! 

As General Sales Manager 
Ray E. 

sentative for Royal Distributing Co., 


Houston, Tex., has been made general | 
sales manager succeeding Clint Boyett, | 


who resigned to go into business for 
himself. 


Lappin Electric Holds 
Annual Open House 


The annual fall festival and open 
house drew over 4000 dealers and con- 
tractors to Lappin Electric Co., Mil- 
waukee, Wis., recently. The two-day 


| event featured an every-hour-on-the- 


hour giveaway of thousands of dollars 
worth of gifts, plus four grand prizes 
of major appliances. A highlight was 
the newly remodeled and enlarged 
lighting fixture showroom. 


RCA Branch Appoints Batt 
To Sales Executive Post 


Paul V. Batt has been promoted to 
radio and television sales manager of 
the RCA Victor Distributing Corp. 
t Buffalo, N. Y. Since leaving Gray- 
bar Electric Co. last February, he has 


sales promotion manager of the 


1951 


joined 


Searl, former sales repre- | 


(ADVERTISEMENT) 


Appliance Dealers Finding 


Power Lawn Mowers 


Real Money Makers 


The tremendous increase in popu- 
larity, as shown by a 70% sales rise 
last year, has given appliance deal- 
ers handling power lawn mowers a 
new and important profit source, ac- 
cording to industry reports. 

Dealers say that the continually 
broadening market for these mow- 
ers, along with their short selling 
season and the fact that they re- 
quire the same basic sales tech- 
niques as other large home appli- 
ances, help power mowers fit profit- 
ably into their present line. 

Today, the top quality line offer- 
ing electrical dealers the best sales 
and profit opportunities is nation- 
ally known EVERSHARP “Simpli- 
fied Design” Power Mowers. This 
is the one line featuring all 
the fastest selling, most pop- 
ular models and sizes. 

By concentrating on the 
EVERSHARP line, the electrical 
dealer is able to meet the needs of 
practically every prospect with a 
minimum of inventory, less chance 
of inventory carryover, 


and 
only 


reduced 


overhead and lower promotion 
costs. 

Among the additional reasons for 
the popularity of EVERSHARP 
“Simplified Design” Power Mowers 
are their exclusive selling and op- 
erating features and highly com- 
petitive selling prices. 

Of particular interest to electri- 
cal appliance dealers is EVER- 
SHARP’s outstanding sales help 
material, including sales training 
manuals, a power mower merchan- 
dising calendar, interior and win- 
dow display materials...and three 
exclusive sales promotions, each a 
complete merchandising “package” 
with all necessary advertising and 
display material available free of 
charge. 

Any appliance dealer desiring 
further information on the power 
mower market or EVERSHARP 
“Simplified Design” Power Mowers 
is requested to write to... MID- 
WEST MOWER CORP., Dept. 
EM-11, O’Fallon at 23rd Street, St. 
Louis 6, Missouri. 





VIL SALVA -J, 


FUSE 


COUPLING 


for FIRE PROTECTION 


This is the Season 
when FIRE PROTECTION 
for the Christmas tree 
is a MUST 


Sell FIREGUARD Fuse Couplings . . . and 
you sell protection against short circuits 
and overloads on Christmas tree light 
strings and extensions. 


FIREGUARD is easy to use. It fits any 
standard wall outlet; cords plug into 
it. No wires to splice! The FIREGUARD 
may be used the year around on any 
connected cord, after the Christmas 


Season is over. 


ASK YOUR JOBBER for special Christ- 
mas FIREGUARD sales helps, or write 
direct for detailed information. 


F. H. SMITH MFG. CO. 


National Sales Office 


3628 S. Blake St., Chicago 9, Illinois 


Colorful self-selling Dis- 
play Box, Window Stream- 
ers, Newspoper Mats, 
Counter Folders . 
to help you sell 
FIREGUARDS. 


more 
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General Electric Co. 


“Featurettes,” point-of-sale 
for refrigerators and freezers consist- 
ing of five colored plastic sheets, I 
been provided for dealers and 
tributors by General Electric Co 
stick to appliances without glu 
tape, are washable and remo 
Available at $2.50 per set from 
ance and Merchandise Dept., Gener 
Electric Co., Bridgeport, Conn 

A combination business calling card 
and catalog of major appliances, a 16- 
page, four-color booklet slightly larger 
than the average calling card has 
been published for G-E deale ivail 
able at $2.50 per hundred, 
dealer imprint, from Applianc 
Merchandise Dept., I 
Co., Bridgeport, Conn 

Two refrigerator publications 
been released by G-E. “Plus Pr 
discusses ways of making the dealer’s 


’ 
General 


classified newspaper advertising 
effective; “What About Trade-ins: 
contains information on the appraisal, 
reconditioning and merchandising of 
trade-in refrigerators. “Plus Profits” 
available for 2¢, and “What .tbout 
Trade-ins?” for 15¢, from Appliance 
and Merchandise Dept f 
tric Co., Bridgeport, Conn. 

A complete four-color catalog 
G-E’s 1951-52 line of electric house- 
wares has been released. Availabli 
from Traffic Appliance Dept., General 
Electric Co., Bridgeport, Conn 


, General Elec- 


Westinghouse Electric Corp. 


Three new Westinghouse r 


ator displays have been released. ‘wo 
are for dealer stores 
lighted di 


een 
proot 


: an animated and 

in with the ‘ I 
Frost-Fr 

center measurin 

The third, availabl 

large fairs and exhibits, sh 

in animation the operation of the Fr 

free system. Available from Electri 

Appliance Div., Westinghouse Electric 

Corp., Mansfield, O 


a od 
splay tied 
campaign o1 
1 window display 
90x107x25_ in. 
only for 


Thor Corp. 


A dial guide for stain removal which 
shows how to remove 26 kinds of spots 
and stains has been released by Thor 

Corp. Available for 10¢ from Home 
eee s Bure au, Thor Corp., 2115 


54th Av , Chicago 50, Ili 


Emerson-Electric Mfg. Co. 
Emerson-Electric combination radi- 
ant and fan-type heaters and wide- 
angle radiant heaters are pictured and 
described with specifications in four- 
page Bulletin X6930. Available on 
request from Emerson-Electric Mfg. 


Co., St. Louis 21, Mo. 


Shure Brothers, Inc. 


A new supply of the Shure Brothers 
Phonograph Pickup Replacement 
Manual has been made available. The 
manual, No. 66, lists over 1500 phono- 
graphs and radio-TV combinations 
made from 1938 to 1951 which use, 
or can use, Shure cartridges. Avail- 
able from Shure Brothers, Inc., 225 
W. Huron St., Chicago 10, 
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from one dependable source. SUPPLEMENT 


Quality, Service, Low Prices 
PRODUCTS - SERVICES 
MIDWEST A 
vt ag AE ages Bn | FOR MORE SALES - MORE PROFITS 
WILL TELL TeHE SCORE 


t - 
ON SCORES OF PRODUCTS 32nd An nl ual iy ecn's Model EBC 


& airway Endless Belt 
IN THE 


MVRTCy( | [EEE ons 
RCTRICAL MERCHANDISING 








Mover. New and con 


ry . ° ‘¢ 
venient in moving ap- 
| ssue = pliances to homes 
= safely, quickly and 


without marring 
floors, woodwork or 


OF JANUARY 1952 That's what sou 
EBC Adjustable Hand 
Truck. Foldine 


handle n 
ome ‘sida | loading ap 
mI pg 


Don't miss this big issue. You truck 3 ives 


castors and 2 5 


, ; . : : ‘ 
can prime appliance-radio-TV without an added strain on ‘Quickly in dollic position. Fnndless belt tread will span any stair Fiser, Idght in weight and strong. Made of 
magnesium, curved and up-right members rubber hes Spd Weight 35 lbs. Write for catalog. 


KEEN MFG. CO. 505 Dogwood, Harlingen, Texas 











dealers in the statistical bible the pocketbook — this issue 


CUT delivery time, SAVE 
unnecessary damage and work 


they will use all year to chart reaches dealers as they plan with the YEATS APPLIANCE DOLLY 


sales ard guide buying. As their trip to the Chicago use th -does-it features.* 
Aluminum allo a has smooth run- 
ners on — ; oj = on i ——y — 
‘ . yy ‘ ‘oss members in front for round appliances a: 
an added bonus to advertisers Markets in January. ate padded with felt. 
*14° Web strap fastens appliances tight 45 

aa 

with the patented (30 second action) strap \ 

ratchet—a Yeats exclusive. 


7 ay Als Al j ’ Ga Coterpilicr STEP GLIDE. Endless belt eases the 
‘ f largest appliances over stair edges without 
4b J. SERVING THE APPLIANCE @ he marring. Write for full information. 


MERCHANDISING ee eae zx Yeats or Dolly Sales Co. = micwauxee’s. wis 
FOR SALE Modern Appliance Displays 


; 100 INTERNATIONAL 
The dealers’ choice year after year REGISTER COIN METERS Need eo MOTION! 
A McGRAW-HILL PUBLICATION Latest type M-30 bank meters with remov- 


able coin box, complete $4 each. The Action 


seen JEFFERSON STORES Display-Way 
2140 N W 23rd $ jami, Fla. To Boost oto ‘Sho 


Your Sales! CLectec ond 


SEARCHLIGHT s Fem Mey Nie | \HAND TRucns r sore « con | | Eat", Sumi i 
Leniiien of € ge ey tA action dis- 
RANGES, . ae j a 4 ae nl siaes a B+ coin aaa 


Classified Advert DEEP FREEZE AND AIR contained Spans effects as well as operation 
sii . ie Tee CONDITIONING UMTS. & l of slocwnien : deviens. Table 18” 
tlt “OPPORTUNITIES” Ulo RADIO G TELEVISION on turdy steel construction 
EMPLOYMENT BUSINESS SELF-LIFTING PIANO TRUCK CO. ted,” Wate today fr. — 
RATES: DISPLAYED omacat apt SPACES with bor- CURLAT: CHRD 
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dvance D S, SUBJECT . b 
BOX NUMBERS—Count as 1 line, TO SPACE LIMITATIONS. : fle GENERAL DIE AND STAMPING CO. 


ROBOT : Integrity Since 191 
\ WX Write for Catalog—Dept. EM 
ROBOT APPLIANCES, INC. Dept. 65, 267 Mott St. New York 12. N. ¥. 


LEGAL NOTICE 13165 Prospect—Dearborn, Mich. 
STATE MENT OF THE OWNERSHIP, MANAG 1E- FOR SALE LOVELL WRINGER ROLLS 


MENT AND CIRCULATION REQUIRED BY THE Factory Machined Rolls ve Ti 
ACT OF ‘CONGRESS OF AvGI ST 24, 1012 large number of new 1 18 h 0 STEAM IRONS REBUILT WASHER AND anen clare 
oe gg ee .) 1946, We 1 Makes of Household Steam trons Completely IRONER PADS ANO COVER 


A 
a So, Uatted, Su LY 7 i Rebuilt Internally - Written One Year Guarantee 
itie . nite ates ‘ode, 


( en es Mermaid—W100 ..$4.00 Steamomatio—B300 5.50 ALL SIZES FOR ALL MAKES 
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1. The — and ph of the publisher, editor, GENERAL REPAIR CO. 
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2. The owner is: McGraw- Bil Publishing Com- eS 
Inc., 330 West 42nd Stree Adding Machines 


. . . I Y 8, 
Y.; Sidekholders "holding 14% ‘ot more, i. oh SANITARY REFRIGERATOR COMPANY Typewriters, New Portables, and Office size 


f old W. McGraw, Curtis W. McGraw . . Typewriters—wholesale discounts Enclose insert broken ends “har. 
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330 West 42nd Street, New York 18, N. Y. : Donald 
McGraw, 330 West 42nd Street, New York’ 18, N. ¥. AVAILABLE 
W. McGraw, Madison, New Pode Grace W 
B® ag Bure er ee is: MANUFACTURER'S AGENT 
tone & Company, c/o The Pennsylvania Com- Seeking new lines. Excellent connections with 
‘Toth and Chestnut Streets, Philadelphia. 1. leading appliance distributors and utilities, 
‘ middle Atlantic states. 15 years successful 
of total amount of bonds, mortgages, or other securi- selling experience with major appliances. 
ties ‘ e: None. RA-2297, Electrical na yg 8 
4. Paragraphs 2 and 3 include, in cases where the 330 W. 42 St., New York 18 
stockhol ler or security holder appears upon the books 
of the company as trustee or in any other fiduciary re 


ite giso the ‘satements tn e REFRIGERATORS 
agra) 8! * . 
hi stockholders and security holders who IF there Is anything you want e RANGES 
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c hat oth d 
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[n Defense of Salesmen 


elp { «plain 


rt t y ' he NeVerT } ‘ 


lor ) C In the achievemen »f a desired sales 


retail salesman 


1 
potential 


{ inevitably focuses on 


He is the poor cluck who is ruining everything. He 


the guy who is so dumb, so lazy, so uninformed 
all the high powered and costly techniques of 
persuasion end in naught. He is the end of the 


ne—the bottle neck 


Because he (or she) is the one lone contact with 
he eventual customer, the millions spent on news- 
} 


papers and magazines, on radio and television, on 


conventions and exhibits, and the rest of the me- 
chanics of bringing a prospect to the buying point, 
he loss rather than the gain of a 
» the war the country has rung with speeches 
in which the chief villain was the retail salesman— 
not only in our own familiar line, but in all con- 
sumer goods from neckties and perfume to lawn 
mowers and automobiles. But we are likely to for 
It took some 


goods out of circulation entirely ; it disrupted normal 


get that the war changed many things 


service and selling practices; it retired veteran sales- 
men for lack of goods to sell; and enlisted promising 


recruits for its own urgent military needs 


W E know that the retail salesman operates today 

at an advantage. The goods he sells have high 
public acceptance. The war-created backlog made 
The newer sales- 


He has 


shortages which took years to fill. 
man is inexperienced, and sometimes lazy 
never been tested in the fires of early specialty selling 
methods. So today he is called an order-taker and 
is the popular whipping boy of the after dinner 
speakers 

sut many thousands of dealers themselves have 
come into the business since the last (?) war. They, 
too, have had little experience in specialty selling 
‘rom the day they opened their shops, there has been 
little necessity for them to go out and promote busi 
It came to them 


dealers, who remember the days when the going was 


ness 


\nd only those veteran 


really tough, have the experience and training to 


bring along new sales talent. If the boss has neve 


had to struggle, how can he expect his salesmen to: 


\ctually, however, many of the ills of the industry 


ay be laid to causes other than indifferent sa 


manship at the retail level—to over-production, t 
reckless over-franchising of dealers, to rigid credit 
controls, to poor sales training programs, to panicky 
price-cutting, to discount houses, and the lik 

[f the retail salesman is not one hundred percent 
effective, neither are many of his employers and other 
segments of the industry 
G.I... 


IKE the weary he salesman’s job is rela 


tively thankless. He is not always sufficiently 
well paid ; he works long hours, including nights; he 
has a far wider range of products to learn about and 
sell than pre-war; he must be a specialist, not only 
in his own line but also in his competitors’; he is 
expected to be a diplomat when things are scarce 
and an apologist when proper service is not rendered 
Even the blame for faulty or little training cannot 
be laid at his door. He is unorganized and must 
rely on his own initiative to set the level of his 
earnings. In addition, he has less security in his 
job than most; he can be tired at will when goods 
are scarce or the profits meagre. 

Yet contracts for billions of dollars worth of goods 
pass through his hands, creating new sales records 
year after year. Despite the difficulties he faces and 
the criticism he gets, the average retail appliance 
salesman would seem to be going about his job 
with a proficiency that cannot be credited fully to 
training and with a personal satisfaction that can- 
not be tied entirely to his rewards. 

He deserves more pats on the back than he gets— 
and a little higher up. 


Bur eu Ca 














Ever put yourself in 


your customer's shoes ? 


wee help you sell more 
Lovell-equipped washers 











@ Even the best of washer salesmen sometimes overlooks the sales 
features that women want most in a washer. So try putting yourself 
in your customer's shoes! (The pictures below will help you do it.) 
You'll find that the advantages of a washer equipped with a Lovell 
Instinctive wringer are the very advantages most women want. So 
include ‘em a// in your sales talk, and step out for extra profits! 








SAFE! A slight instinctive pull 
on the article going through a Lovell 
Instinctive wringer stops the rolls 
instantly. It’s safety without stopping 
to think! 


A \ Nea, Bi 


LOW COST! A washer equipped 
with a Lovell wringer costs less to 
buy. It does wash after wash with- 
out repairs. Other savings: hot water, 
soap and electricity. 


FAST! A quick push or pull 
swings the Lovell Instinctive wringer 
to the next position. No groping for 
position-lock lever. No long wash- 
rinse cycle. 


& 


HANDY ! WithaLov ellequipped 


washer you can start with dainty 


things and end up with overalls— , 
all in the same suds. Wash clothes 


thoroughly or lightly—as desired. 


| 


Lovell’s Pressure-Cleansing action 
removes dirt that otherwise might 
remain in clothes. Resilient rolls 
won't break buttons or jam zippers. 


ie sl 
--AND DON'T 
FORGET TO 
TELL ‘EM HOW 
'M BUILT! 











NO HEAVY LIFTING! 
Work-saving Lovell takes the back- 
strain out of doing the wash. It does 
90° of the heavy lifting. 


“GUARDED TOP” CONSTRUCTION 
gives housewives added pro- 
tection. 


POWER ELECTRIC ROLLS with 
three laminations of rubber give 
right cleansing pressure. 
HARDWOOD BEARINGS never 
need oiling, won't stain wash. 
SINGLE LEAF SPRING gives 
balanced pressure. 

ALL-STEEL H-TYPE FRAME 
prevents twisting or breaking. 


PRESSURE CLEANSING 
WRINGERS 
Lovell Mfg. Co., Erie, Pa. 


WRINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER...THE BEST ARE LOVELL EQUIPPED 
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“lm cutting myself some juicy business! 


+ J) ETAILERS can look forward to the holidays with the same anticipation 
as a kid looking towards Christmas. For we know that holiday time 
is ‘big cooking’ time 
buying new cooking equipment, 
*This year, ['m all prepared to tie into this seasonal urge—and this 
seasonal opportunity—with ranges that have everything for faster, easier, 
thriftier cooking! 

“In Kelvinator ranges, my customers get giant ovens that cook the 
largest turkeys with ease ... double ovens, so they ean bake. broil, 
roast—all at the same time! They get terrific heat-up speed—on 
surface units, in broilers, and ovens. They get “Colormatic’ Controls 


that tell, at a glance, any of seven different heats that may be dialed. 


re 


™ 


fat 
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TUNE IN—ENJOY IT! THE PAUL WHITEMAN 
TV TEEN CLUB ON ABC-TV NETWORK presented 
by Keivinator and Nash Dealers. See your local 
paper for day, time and station. 


KELVINATOR + DIVISION OF NASH-KELVINATOR CORPORATION > 


and the time when women are thinking most of 


THE MOST VALUABLE FRANCHISE 
ELECTRIC REFRIGERATORS...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 
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They get Kelvinator’s famous ‘Automatic Cook’ control that means 
hours of freedom from meal-minding. They get an Underwriters’ Labora- 
tories safety rating that is sky high. They get wondrous beauty, flush-to- 
the-wall installation. 

“Yes siree, Kelvinator ranges are really going to spell big holiday 
business for me—and permanent business for me—because I know that 
every one I sell is built with the through-and-through quality and de- 
pendability that mean lasting sales. 

“Once again, I'm going to enjoy my Thanksgiving—and my Christmas 

-just as I’ve enjoyed every one since I’ve held the Kelvinator Franchise. 
You bet, it’s the most valuable one in the appliance industry.” 


IN THE APPLIANCE INDUSTRY 


DETROIT 32, MICHIGAN 








